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Abstract  

A food label is the conduit of understanding for every food product, which provides salient product 

information (or cues) that facilitate consumers’ evaluation of the products. However, the effectiveness 

of food labels as direct shopping aids will depend on whether consumers pay attention to them. Due 

to limited cognitive capacity and time constraints, consumers are unable to process all the available 

label cues. Understanding consumers’ attention toward label cues may become more complex when 

considering differences in cross-cultural values and level of product involvement. Furthermore, the 

cognitive processing of pertinent label cues, such as pictorial brand logos and geographical labels, 

remains less understood. These issues have led to the development of three papers in this PhD project 

that has examined consumers’ attention towards various label cues as well as the impact of these label 

cues on consumers’ product evaluations and behavioural intentions. Honey has been chosen as the 

product context and China has been chosen as the market context.   

With the integration of McGuire’s (1978) information processing model (IPM), Petty and 

Cacioppo’s (1981) elaboration likelihood model (ELM), and Hofstede’s (2001) cultural framework, 

Paper 1 investigated the influence of culture (Western culture- represented by Australia and Eastern 

culture-represented by China) on consumers’ attention towards three major categories of honey 

product label cues: 1) product nature-related cues (e.g., brand logo); 2) product assurance-related 

(e.g., country of origin); 3) health-related (e.g., bioactivity rating).  The interaction effect of product 

involvement on culture and attention towards label cues was also examined. A series of experiments 

were conducted, and data were collected using face-to-face interviews and semi-structured surveys 

for both the Australian and Chinese samples. Results show that Chinese consumers paid attention to 

more product-assurance related cues (e.g., country-of-origin cue) and health-related cues (e.g., 

bioactivity ratings) than Australians did. Likewise, as compared to Australian consumers, Chinese 

consumers paid a higher degree of attention to both assurance-related and health-related cues. Product 

involvement moderated the relationship between culture and attention towards label cues.  
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In extending Paper 1, Paper 2 builds upon associative priming theory (Collins and Loftus, 

1975; Postman and Keppel, 1970), anthropomorphism (Epley et al., 2007) and biophilia (Wilson, 

1984) theories to examine the effect of pictorial logos (anthropomorphic and naturalistic logos) on 

five key product value perceptions (perceived functional, economic, emotional, social and novelty 

values) and consumers’ willingness to pay a premium price for food products such as honey. The 

application of Sweeney and Soutar’s (2001) product value (PERVAL) framework, a multi-

dimensional value framework further highlights the heterogeneous nature of food product evaluation. 

A series of online experiments were conducted among Chinese consumers. The results demonstrated 

that the priming of both pictorial logos can evoke both utilitarian-related (functional and economic 

values) and socio-psychological-related (emotional and novelty values) perceptions, which 

subsequently enhance consumers’ willingness to pay a premium price. However, the positive 

relationship between utilitarian-related value perceptions and willingness to pay a premium price was 

found to be significantly stronger for a naturalistic logo than for an anthropomorphic logo, whereas 

the positive effect of socio-psychological-related values was significantly stronger for an 

anthropomorphic logo than for a naturalistic logo.  

Finally, to address the research gaps in Paper 2, Paper 3 examined the effects of geographical 

labels, namely (country-of origin (COO) and region-of-origin (ROO) cues, on product value 

perceptions, product authenticity and consumers’ behavioural intentions towards Australian honey 

products. In light of the Covid-19 pandemic, the moderating effect of health consciousness on these 

relationships was also examined.  The data collection was conducted online among Chinese 

consumers.  This study shows that the presence of COO and ROO cues evoked utilitarian-related 

(functional and economic) and socio-psychological-related (novelty) value perceptions, which 

ultimately influenced consumers’ purchase intention and willingness to pay a premium price. The 

results further revealed that a ROO cue is more effective in influencing the relationship between 

product value perceptions and purchase intention and willingness to pay a premium price than a COO 

cue. Moreover, health consciousness was found to moderate the relationship between value 
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perceptions, purchase intention and willingness to pay premium price. Regardless of the geographical 

labels that consumers were exposed to, the positive impact of product value perceptions on purchase 

intention and willingness to pay a premium price was stronger for consumers with a higher level of 

health consciousness.      

In summary, this research project has developed a “Label Equity Model” built upon three 

papers to provide a comprehensive understanding of consumers’ evaluations of food label cues. Thus, 

this PhD research project has important implications for brand and marketing practitioners, academic 

researchers, policymakers and various stakeholders in the food export industry. 
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Chapter One: Introduction 
 

Presented within this introductory chapter is a background to this study, research context, research 

problem and significance of this research. This chapter concludes by outlining the structure of the 

thesis.  

1.1 Research background 

1.1.1 The importance of food labels  

Increasing trends in global trade liberalization and urbanization had a major impact on food trade and 

food consumption behaviour around the world (Bairagi et al., 2020; Bishwajit et al., 2014; Swinnen 

& Maertens, 2007). Global agricultural trade has spurred economic growth in many countries 

resulting in greater availability and diversity of food products (Kennedy & Shetty, 2004). The 

internationalization of the food supply chain has also prompted significant attention to such aspects 

as food quality and risk perceptions. In recent years, there has been a proliferation of mass media 

coverage on food quality, safety, contamination (Nerín et al., 2016; Umali‐Deininger & Sur, 2007; 

Zhang et al., 2012) and adulteration of various food products (seafood, dairy products, fruit juices 

and honey) (Everstine et al., 2013; Li et al., 2022;  Robson et al., 2021). The increasing cross-national 

food safety scandals have also heightened consumers’ concern for food quality and safety, which led 

to an increasing market demand for quality foods.  

Food purchases represent a complex process associated with a degree of uncertainty and risk 

where consumers are required to find, evaluate, and compare a range of food products that are 

available in-store. Typically, consumers encounter more than 20,000 product choices within a 30-

minute shopping session (Zekiri & Hasani, 2015) with approximately three-quarters of purchases 

being made at the point-of-sale (Connolly & Davison, 1996). Often, consumers do not have an 

opportunity to sample food products in-store. As a result, consumers depend on the product 

information that is disseminated by food producers when making purchase decisions, where food 

labels in particular represent the key communication pathway between food producers and 
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consumers. Functioning as extrinsic cues, labels play a vital role in conveying information regarding 

food quality and safety, assisting consumers in making informed choices (Lagerkvist, 2013).  

1.2 Research problem  

Present research was undertaken to answer the following overarching research question:   

• How do consumers respond to label cues presented on food products such as honey?  

Three studies were conducted to gain a comprehensive understanding of this research question and 

address several existing challenges, which are outlined below.  

1.2.1 First challenge: Lack of attention to label cues is underexplored  

Policymakers and food retailers invest significant efforts in designing and implementing regulations 

related to food labels to help consumers make better choices amidst a plethora of food products. In 

addition, labels also serve as means to regulate business and marketing practices. Product labels come 

in different formats presenting information pertaining to three primary label cues: 1) product-nature 

related, 2) product assurance-related, and 3) health-related.  

Product-nature related cues refer to any descriptive information covering general characteristics 

of food products, such as a brand logo (Kopelman et al., 2007). Product assurance-related cues (e.g., 

country-of-origin (COO) and region of origin (ROO) contain information that has been certified by 

regulating authorities (Wood et al., 2013). These forms of certifications aim to imbue trust among 

consumers regarding the attributes that products possess. Health-related cues refer to information that 

communicates health benefits (e.g., nutrition and health claims) (Ballco et al., 2020), which aim to 

help consumers make healthier food choices (Díaz et al., 2020; Hieke et al., 2015). In this research, 

‘label cues’ will be used as a broad term to refer to label information.   

Although consumers are constantly exposed to labels, little is still known about the type of label 

cues that consumers attend to when evaluating products. Attention is extremely important because it 

represents the first essential step before any higher-level cognitive processing takes place, acting as a 

prerequisite to any behavioural outcomes as per the hierarchy of effects information processing model 
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(IPM) (McGuire, 1978), and past literature which has shown a strong association between visual 

attention and decision-making at the point-of-sale (Atalay et al., 2012; Bialkova et al., 2014; Pieters 

& Warlop, 1999).  

Attention occurs only when individuals allocate processing capacity to a stimulus that is within 

the range of their exposure (Kahneman, 1973). Consumers may feel overwhelmed with an abundance 

of information shown on labels. Due to cognitive and time constraints (also known as an attentional 

bottleneck), they may be unable to process all information presented in labels, and therefore, 

consumers exhibit selective attention to labels, focusing on a limited number of label cues that they 

deem relevant to them (Bialkova et al., 2014; Fenko et al., 2018; Van Loo et al., 2021). In some cases 

(e.g, when exposed to cluttered product packaging), consumers may either ignore or be completely 

unaware of the presence of some label cues (Bialkova et al., 2013; Grunert & Wills, 2007).  Some 

studies have shown that consumers generally do not pay attention to food labels (Drexler et al., 2018). 

For example, Grunert et al. (2010) found that only 27% of respondents paid attention to labels on 

packaging before making food purchases. Therefore, the effectiveness of food labels as a shopping 

aid is limited due to the lack of attention given to them.  

Although attention has been shown to influence consumers’ product perceptions and purchasing 

behaviour (Bialkova & van Trijp, 2010; Milosavljevic & Cerf, 2008; Reale & Flint, 2016; Samant & 

Seo, 2016), most studies have focused on consumers’ responses to food labels once attention has been 

captured (Ares et al., 2011; Carrilo et al., 2014; Ellison et al., 2016). Past studies did not consider that 

consumers may regard certain types of label cues as more relevant, attending more to some cues over 

the others. Ultimately, before any label cue can influence consumers’ perception of a product, 

individuals need to pay attention to these specific labels. Hence, by examining consumers’ attention 

to labels can contribute to a better understanding of the relative salience of a product attribute in 

consumers’ purchase decision-making process.   
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1.2.2 Second challenge: The impact of culture and product involvement on consumers’ 

attention to label cues is underexplored 

Due to an increasing markets globalisation, understanding cultural differences in decisions is 

paramount because previous failures to consider such cultural differences have led to many product 

failures (Johnson et al., 2006). There has been an increasing debate on whether consumer behaviour 

is consistent across cultures. On the one hand, some claim that global markets are likely to have 

similar responses to many fast-moving consumer goods (FMCGs), such as food, regardless of cultural 

differences (Silayoi & Speece, 2007). On the other hand, a number of studies (e.g., De Mooj & 

Hofstede, 2011; Okazaki et al., 2010) have argued that culture has a significant influence on consumer 

behaviour.   

In the case of FMCGs (e.g., food products), it is believed that consumers would desire some 

common essential attributes, such as convenience (i.e., easy to prepare) and affordability across 

cultures. However, consumers may be unable to change their culturally conditioned responses to 

certain aspects of products or their packaging when making purchase decisions (Liu et al., 2006). 

Cross-national studies indicate that consumers differ in their responses towards label cues, which 

include health-related cues (nutritional content and health claims) (Carrillo et al., 2014; Grunert et 

al., 2018), product nature-related cues (brand logo) (Jun & Lee, 2007; Jun et al., 2008), and product 

assurance-related cues (COO cue) (Gürhan-Canli & Maheswaran, 2000). Hence, consumers’ 

processing of label cues may become more complex when considering the influence of cross-cultural 

differences. 

Although the aforementioned studies suggest that cultural differences could influence 

consumers’ responses to marketing information, such as product labels, these studies have been 

primarily conducted in Western, predominantly European, countries and have not taken into 

consideration the cultural values of Eastern countries. Hence, the extent to which consumers from 

Eastern and Western cultures differ in their responses to product label cues remains unclear.  
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According to Hofstede’s (2001) cultural framework, there are five basic value dimensions: 

‘power distance’, ‘uncertainty avoidance’, ‘individualism/collectivism' ‘masculinity’/femininity,’ 

and ‘long/short-term orientation’. Prior studies have shown that differences in values across various 

cultures may be associated with major differences in consumer behaviours (Tifferet & Herstein, 2010; 

Van Everdingen & Waarts, 2003; Yeniyurt & Townsend, 2003). However, to this date, little is known 

about potential cultural differences in consumers’ attention to label cues shown on honey products. 

Apart from cultural values, other consumer characteristics such as product involvement may also 

play a critical role in influencing attention towards label cues. Based on Petty and Cacioppo’s 

(1986)’s elaboration likelihood model (ELM), motivational factors such as product involvement can 

influence the degree to which consumer would processing information that they are exposed. Based 

on the current literature, there is a consensus that highly involved consumers process information in 

more detail and employ more criteria (e.g., taking more brands/product attributes into consideration) 

than low-involved consumers when making purchase decisions (Behe et al., 2015; Breugelmans and 

Campo, 2011; Hollebeek et al., 2007).  

Scant studies (e.g., Cochrane & Quester, 2005; Sharma, 2011) have also suggested that 

depending on the level of involvement towards certain product categories, consumers from different 

cultures would differ in their attention towards label cues. For example, when comparing consumers 

from China, India, UK and US, Sharma (2011) indicates that consumers from societies characterised 

by high uncertainty avoidance tend to rely more on a COO cue for low involvement products, whereas 

those from low uncertainty avoidance societies often depend on such cue for high involvement 

products. Despite the critical role of product involvement in influencing consumers’ information 

processing, there is a dearth of research that examines its impact on consumers’ attention towards 

label cues in a cross-cultural context.  

Given the importance of the first and second challenges, additional research questions were 

formulated that were examined and answered in Study 1 (Chapter three):  
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a) Which label cues (product-related, product assurance-related and health-related) do 

consumers pay attention to when they evaluate food products? 

b) To what extent do consumers from Eastern culture (China) and Western culture (Australia) 

differ in their attention to label cues presented on food products?   

c) Does product involvement influence the relationship between culture and consumers’ 

attention towards label cues presented on food products?   

1.2.3 Third Challenge: The impact of pictorial brand logo on product value perceptions is 

underexplored 

Since the 1990s, providing value to consumers has become a strategic imperative for businesses to 

achieve financial and market success (Sweeney et al., 1999; Vantrappen, 1992). Product value has 

been widely acknowledged as a multi-dimensional construct that consists of both utilitarian-related 

values (functional and economic values) and socio-psychological-related values (emotional, social, 

and novelty values). Theoretical frameworks, such as Sweeney and Soutar’s (2001) PERVAL have 

been developed to provide a more holistic understanding of product values.   

Food value has been traditionally conceived in terms of its utilitarian aspects. For example, 

ample research on food labelling has shown that the effects of health-related cues (nutritional and 

health-claims) evoke utilitarian-related product values, such as perceived healthiness or greater 

perceived taste (Lähteenmäki, 2013; Miklavec et al., 2015; Sandvik et al., 2018). However, there has 

been an increasing debate about whether this utilitarian perspective truly reflects values that can be 

derived from consuming food products (see Gallarza et al., 2011; Sanchez-Fernandez & Iniesta-

Bonillo, 2009). A few studies have shown that product assurance-related label cues (COO cue) 

(Balestrini & Gamble, 2006; Hu et al., 2008), and product nature-related cues (brand name) 

(Anselmsson et al., 2014; Anselmsson et al., 2007; Tikkanen & Vääriskoski, 2010) can evoke socio-

psychological-related values, such as social value. These studies provide some support that the 

utilitarian interpretation of values associated with food products may be too limited, calling for 

research using a more comprehensive concept of value.  
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 Since past studies have primarily examined the effects of health-related cues (health claims 

and nutritional panel) and the utilitarian-related values (functional benefit- healthiness) provided by 

these cues on consumers’ food choices (Lähteenmäki, 2013; Miklavec et al., 2015; Sandvik et al., 

2018), there is a lack of understanding of the impact of other types of label cues on consumers’ 

product evaluations and purchase decisions. Product nature-related cues (e.g., information embedded 

in a brand logo) could play a crucial role in influencing product value perceptions (Anselmsson & 

Johansson, 2007; Zorbas et al., 2020). Given that pictorial display on the packaging is one of the most 

visually visible elements, it is frequently used by marketers to capture consumers’ attention to a 

product. Specifically, a brand logo is a key visual element of a brand, which is placed on every 

possible touchpoint with consumers, such as advertising and product packaging (Kim & Lim, 2019).  

According to the literature, image processing evoked by pictorial designs is multi-sensory, 

capable of stimulating such senses as sight, taste, and smell (Childers & Houston, 1984; Paivio, 2007). 

Thus, pictorial designs (as opposed to text) are more effective in evoking imagery that concretizes an 

object (product) and activates product-related information from the memory (also known as the 

“picture superiority effect”) (Ghosh et al., 2022; Paivio, 1971; 2007). As pictorial logo represents 

images and should provide processing benefits, such logos could help brands become more salient 

and vivid in consumers’ minds. Specifically, the content of the image (what is illustrated by a pictorial 

logo), could facilitate favourable product value perceptions, ultimately influencing purchase 

decisions when it acts as an associative prime (Collins and Loftus, 1975). Associative priming occurs 

when consumers’ exposure to a stimulus concept (verbal, textual, or visual) that on a subconscious 

level increases the availability of specific type of information which activates another concept (stored 

information) stored in the memory (Collins and Loftus, 1975; Postman and Keppel, 1970). The 

activation of concepts (stored information) by associative priming increases the likelihood of 

consumers utilising this information to interpret events or objects such as a product, which influence 

consumer responses (Baxter et al., 2018; Janiszewski and Wyer, 2014; Mandel and Johnson, 2002). 
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When applied to a brand logo context, anthropomorphic and naturalistic logos contain specific 

visual cues that can act as associative primes, triggering a subconscious activation of specific 

associations (concepts) in consumers’ mind (Higgins et al., 1985; Janiszewski and Wyer, 2014; 

Minton et al., 2017), which could affect how product value perceptions are formed and whether 

consumers would be willing to pay premium price for a particular product.  

Anthropomorphic and naturalistic logos are the two most common visual representations of 

pictorial logos. An anthropomorphic logo depicts an image of a non-human agent imbued with human 

physical characteristics (e.g., a cartoon image of an animal) (Han et al. 2019), whereas a naturalistic 

logo is often illustrated by an image of an object from the natural world (e.g., photorealistic image of 

an animal) (Machado et al., 2015). According to anthropomorphism theory (Epley et al., 2007), 

humans have an innate tendency to attribute human characteristics and mental states (emotion) to 

non-human objects. Previous research suggests that individuals tend to react favourably to 

anthropomorphic brand characters (Hellen & Sääksjärvi, 2013) because round and childlike physical 

features exhibited by spokes characters elicit positive affective responses (warm feeling or 

cheerfulness) (Hosany et al., 2013). The biophilia theory also suggests that humans have an innate 

propensity to seek connections with nature and other life forms (Wilson, 1984). Prior studies have 

shown that people tend to exhibit favourable responses toward naturalistic designs that depict flora 

and fauna as they are perceived to be natural, restorative, and healthy (Frumkin, 2003; Kaplan & 

Kaplan, 1989; Davis & Stamps, 2004).  

Despite the pervasive use of pictorial logos by honey producers (cartoon bee versus 

photorealistic bee logos), little is known about how consumers process different types of pictorial 

logo designs (anthropomorphic versus naturalistic logos). Furthermore, although previous studies 

have shown that brands play an important role in influencing consumers’ food purchase intentions 

(Anisimova & Sultan, 2014; Anselmsson & Johansson, 2007; Wang, 2015), little is known about the 

underlying mechanism behind pictorial logos’ influence on product value. Also, there is a lack of 
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understanding on which product value perceptions can be enhanced by anthropomorphic logos and 

naturalistic logos that could influence consumers’ willingness to pay a premium price. 

Hence, Study 2 (Chapter Four) was undertaken to address the third challenge and answer the 

following research questions: 

a) How does consumers’ processing of brand logos (pictorial logo designs: anthropomorphic versus 

naturalistic logos) influence product value perceptions and their willingness to pay a premium 

price for food products?  

b) What are the differential effects of an anthropomorphic logo and a naturalistic logo on the 

relationship between product value perceptions and willingness to pay a premium price? 

1.2.4 Fourth challenge: The impact of geographical indications on product value perceptions 

is underexplored  

The perceived physical connection to a particular place could also play a key role in developing 

product-related perceptions (Newman & Dhar, 2014). The use of place-based branding is a debated 

topic among academics, policymakers, marketers, and other stakeholders in the agri-food industry. 

Specifically, place-based branding has been widely adopted by businesses to enhance product 

perception by prompting consumers to associate their products with a specific geographical origin 

(either a country or a region) (Insch & McBride, 2004). Such marketing strategies give businesses a 

competitive advantage of product differentiation linked to a geographical origin, which represents a 

unique and irreproducible attribute (Van der Lans et al., 2001; Van Ittersum et al., 2007). As such, 

the quality and reputation of a product originating from a specific place can also be attributed to its 

geographical origin (Van Ittersum et al., 2003), whereby businesses can exploit the existing product-

geographical origin associations by marketing their products with geographical labels such as a COO 

cue (Marcoz et al., 2016).  

Prior studies have shown that a COO cue is often used as a proxy indicator of food product 

quality (Insch & McBride, 2004; Veale & Quester, 2008), as well as safety (Marcoz et al., 2016). 
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Although there is some evidence of the effects of COO cues on consumers’ quality perception and 

behavioural intentions, such as purchase intention and willingness to pay a premium price, (Gao et 

al., 2014; Santeramo & Lamonaca, 2020), most COO research provides conflicting results and offers 

little generalisable knowledge (Samiee, 2010; Samiee et al., 2005; Usunier & Cestre, 2008). COO 

studies also have received considerably lesser attention in the food product context as compared to 

other (durable) retail products (Beneke et al., 2013; Li et al., 2012; Swait & Sweeney, 2000) and 

services (e.g., tourism) (Chen & Chen, 2010; Eid & El-Gohary, 2015; Li et al., 2021), which 

highlights the need for more research in the area.  

Also, there is still a lack of understanding regarding the impact of a COO cue on value 

perceptions. Value perceptions may differ due to unique risks and uncertainties associated with 

making certain food purchases. Yet, current literature often fails to consider that apart from utilitarian-

related benefits (organoleptic properties (taste) and nutritional value) (Devia et al., 2021; Swahn et 

al., 2012; Vadiveloo et al., 2013), food also offers hedonic benefits (indulgence or perceived prestige 

derived from consuming certain food products) (Anselmsson et al., 2014; Barrena & Sanchez, 2009; 

Tikkanen & Vääriskoski, 2010). In this regard, this omission posed an important question of whether 

the utilitarian perspective on value truly reflects the heterogeneous nature of food consumption 

experiences.  

Finally, despite the increasing number of products being marketed as a regional speciality 

(e.g., Philadelphia cheese, Parma ham and Western Australia’s Jarrah honey), the understanding of 

the effect of a more precise and distinctive geographical place cues, such as a region of origin (ROO) 

that goes beyond a COO cue, is still limited. Therefore, Study 3 (Chapter Five) was conducted to 

address the fourth challenge and answer the following research questions: 

a) How does consumers’ processing of geographical indications (COO and ROO cues) influence 

product value perceptions and behavioural intentions (purchase intention and willingness to 

pay a premium price for food products?     
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b) Is a ROO cue more effective than a COO cue in influencing the relationship between product 

value perceptions and behavioural intentions (purchase intention and willingness to pay a 

premium price)? 

1.2.5 Fifth Challenge: The complex relationship between product value perceptions and 

behaviour intentions 

Product value has long been an area of interest among marketing scholars as it is viewed as a critical 

driver for behavioural responses, such as purchase intention (Sweeney & Soutar, 2001). However, 

many scholars have acknowledged that the association between product value perceptions and 

purchase intention is far more complex and dynamic (Dall’Olmo Riley et al., 2015; Wang, 2010). 

Currently, there are divergent opinions about the relationships between value and purchase intention. 

Some studies provide evidence for a strong direct association between value perceptions and purchase 

intention (Hsiao & Chen, 2016; Sanchez et al., 2006; Swait & Sweeney, 2000), whereas others 

demonstrate an indirect link between these two constructs through consumer satisfaction (Gan & 

Wang, 2017; Tam, 2004; William & Soutar, 2009). This debate, however, does not consider that 

consumers may differ in terms of the importance they place on certain values when purchasing food 

products. 

 Consumers’ willingness to pay a premium price is also an important indicator of a product’s 

value. It reflects the ability of a brand or a product to command a higher price compared to its 

competitors (Netemeyer et al., 2004). It has been widely acknowledged that determining consumers’ 

willingness to pay a premium price can lead to an increase in business revenue and profits and 

enhance brand equity (Marn et al., 2004; Netemeyer et al., 2004; Singh & Pandey, 2015). A higher 

premium price generally reflects higher product value. Past studies have indicated that the perceived 

quality of food products leads to a higher willingness to pay a premium price (Maguire et al., 2004; 

McCluskey & Loureiro, 2003; Schäufele & Hamm, 2017). However, these studies have primarily 

focused on utilitarian-related values (quality, taste and healthiness) and have not taken into 
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consideration the effects of socio-psychological-related values. Furthermore, knowledge about the 

value drivers of consumers’ willingness to pay a premium price in the food context remains limited.    

 Product authenticity could play a critical role in influencing the relationship between value 

perceptions and purchasing behaviours of food products. Due to the globalisation of food supply and 

increasingly less transparent food chains, consumers are becoming increasingly concerned about the 

authenticity of food products (Dimara & Skuras, 2005). There is a growing demand for food products 

that are regarded to be original, natural, unadulterated, and artisan (Asioli et al., 2017; Autio et al., 

2013). Food adulteration could also rise as a direct consequence of a global crisis such as the COVID-

19 pandemic, which is occurring at the time of this writing. The proliferation of food adulteration 

incidents could be caused by restrictions on the supply chain, increased demand for food, suspension 

of food inspections and audits (Brooks et al., 2021). A product that is considered to be ungenuine or 

unnatural could diminish product values, which would negatively impact consumers’ purchase 

behavioural intentions.  

Authenticity is generally conceived in terms of a product’s originality and genuineness 

(Grayson & Martinec, 2004; Napoli et al., 2014; Newman & Dhar, 2014) and consumers use different 

cues to evaluate authenticity, which suggests that authenticity experience varies among individuals 

(Grayson & Martinec, 2004). The current conceptualisation of authenticity is too simplistic and does 

not fully account for the highly subjective nature of authenticity judgements. Scant studies suggest 

that authenticity perception of food products can be formed based on products’ geographical origin 

that reflects its heritage, local expertise, use of time-honoured production methods/ingredients, or 

small-scale production (Beverland, 2005; Spielmann & Charters, 2013). However, these findings are 

limited to wine (Beverland, 2006, 2005) or beer (Beverland et al., 2008). To this day, there has been 

limited research on how product authenticity perception is formed, and how it influences the 

relationship between value perceptions and behaviour intentions (purchase intention and willingness 

to pay a premium price) in other food contexts.     
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Furthermore, the unprecedented Covid-19 (SARS-CoV-2) pandemic, afflicted by severe acute 

respiratory syndrome, has had an impact on various aspects of human lives globally such as politics, 

economy, education, and health (Zwanka et al., 2021). As the Covid-19 pandemic continues to affect 

the world, its effects on the global food chain are increasingly evident (Galanakis, 2020; Hassen et 

al., 2021). Covid-19 pandemic-related measures, such as lockdowns and working from home 

combined with reduced wages, have significantly influenced consumers prompting reduced shopping 

trips, online shopping, and stockpiling (Hassen et al., 2021). Notably, the pandemic has also affected 

consumers’ food consumption behaviour (Arshad et al., 2020; Ben Hassen et al., 2020). Specifically, 

it has been reported that consumers have become more health conscious and have a greater concern 

regarding health and nutrition in order to develop a stronger immune system during this pandemic 

(Aksoy et al., 2021; Cranfield, 2020; Zwanka & Buff, 2021).  

Prior research has mainly investigated the medical implications of Covid-19 (Asadi-Pooya & 

Simani, 2020; Filatov et al., 2020; Nath, 2020) and its effects on the economy (Ashraf, 2020; Khalid 

et al., 2021; Phillipson et al., 2020). Hence, there is a lack of understanding of the effects of the Covid-

19 pandemic on consumer behaviour. Considering that healthiness has become an important indicator 

of food quality and determinant of food purchases during the Covid-19 pandemic (Chen, 2011; 

Magnusson et al., 2001), there have been multiple calls for more research investigating the impact of 

health consciousness on food purchase-related behaviours (Aksoy et al., 2021; Zwanka & Buff, 

2020). To this day, no study has examined how consumers’ level of health consciousness would 

influence their product evaluations and behavioural intentions (purchase intention and willingness to 

pay a premium price) when they are exposed to product-assurance cues, such as geographical labels 

(COO and ROO cues).   

The fifth challenge was addressed in Study 3 (Chapter Five) by answering the following 

research questions:  
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a) Does product authenticity evoked by geographical labels (COO and ROO cues) influence 

the relationship between value perceptions and behavioural intentions (purchase intention 

and willingness to pay a premium price)?  

b) Does (low vs high) health consciousness moderate the relationship between value 

perceptions and behavioural intentions (purchase intention and willingness to pay a 

premium price) when consumers are exposed to geographical labels (COO and ROO cues)? 

1.3 Research context: Honey  

Honey is a vital food product that has been consumed globally for centuries (Ghorbani & 

Khajehroshanaee, 2009; Popp et al., 2018). The popularity of honey is evident from the variety of 

ways it is consumed. Apart from being used as a sweetener, honey is widely regarded as a health 

product and natural beauty agent in different parts of the world (Ismaiel et al., 2014; Yeow et al., 

2013). Since 2010, the global demand for honey has also grown at the rate of 19,505 tonnes each year 

(García, 2016).   

Honey is an important food product for many countries, including Australia. The Australian 

honeybee industry has a significant contribution to the success of Australian agriculture. The gross 

value of production of the honeybee industry in Australia was estimated to be $AU125 million (Van 

Dijk et al., 2016) with exports of approximately 4,500 tonnes of honey each year (Austrade, n.d.). 

What is often not taken into consideration is that 52 food crops in Australia depend on honeybee 

pollination which adds an additional farm gate value of $AU14 billion (Karasiński, 2018). 

Furthermore, the beekeeping industry in Australia is widely recognised for its commitment to quality 

to ensure that products produced locally are clean, safe, and free from chemical contamination. 

Foreign honey and other bee products are subjected to stringent inspection before they are permitted 

to enter Australia to avoid contamination. Of all Australian states, Western Australia has access to 

the country’s most pristine forests and coastal wildflowers that enable beekeepers to produce various 

unique floral honey that cannot be found anywhere in the world (Batt & Liu, 2012).  
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China represents one of the top global honey producers and consumers of honey. The total 

domestic annual sales volume of honey in China is approximately $US1.2 billion with an annual 

growth rate of honey consumption at 10% per year (Zheng et al., 2011). The increasing rate of 

consumption of honey can be attributed to various reasons, such as increased diversity in honey 

product offerings, increasing household income, and better health awareness. China also represents 

the top export market for Australian honey, which is valued at $AU6,965,739 (Australian Bureau of 

Statistics, 2019).   

The growing demand for ‘artisanal’ agricultural products, such as honey harvested from 

specific geographical places, has generated opportunities for food retailers to expand speciality 

markets globally. However, like most food purchases, purchasing honey represents a complex process 

as there is a range of products available in the market, which are often marketed based on various 

labels (e.g., product-related cues- brand, product assurance-related cues- place of origin, and health-

related cues- bioactivity ratings) that consumers must take into consideration. Furthermore, as with 

other food commodities, consumers often do not have an opportunity to sample honey products before 

a purchase and have to rely on labels to make purchase decisions.  

Despite the increasing importance of the global honey market, several gaps remain in our 

knowledge regarding the marketing of honey along the value chain. Specifically, the role of labels on 

consumers’ product evaluations and their behavioural intentions remains underexplored, especially 

in a cross-cultural context calling for further research on this topic.  

1.4 Research design and methodology 

A series of quantitative experimental studies (online and infield) was undertaken to address the 

research questions outlined in the preceding sections. Quantitative techniques were deemed 

appropriate as all three studies examined the complex relationships between various constructs. 

Specifically, Study 1 was conducted to investigate the impact of culture on consumers’ attention to 

label cues (i.e., product nature-related, product assurance-related, and health-related) presented on 

honey products. A total of 121 Australian (n=54) and Chinese (n=67) consumers were recruited in 
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shopping centres and merchandise stores located in Perth (Western Australia) using a mall-intercept 

approach. Person-administered method was used and data were collected using a semi-structured 

questionnaire. Data were imported into IBM SPSS (24) software and factorial between-groups 

analysis of variance (ANOVA) were employed to analyse data.  

 Since Studies 2 and 3 examined Chinese consumers’ responses to various label cues, 

experimental techniques were deployed to investigate cause-effect relationships among variables 

(Freedman, 2009). Study 2 and Study 3 used a between-subject experimental design to examine 

consumers’ evaluation of pictorial brand logos (anthropomorphic and naturalistic logos) and 

geographical indications (i.e., COO and ROO cues), respectively with random participants allocation 

(Khan, 2011). Manipulation checks were conducted to assess the validity of experimental 

manipulations (Khan, 2011; Perdue & Summers, 1986).   

A total of 300 Chinese participants were recruited by using an online consumer panel in China 

for each of the studies (Study 2 and Study 3). Data were analysed using IBM SPSS (27) and AMOS 

(27) using structural equation modelling (SEM). The application of SEM was deemed appropriate in 

both studies to assess the reliability and validity of multi-item constructs and the hypothesised 

structural relationships between the key constructs (Byrne, 2010; Hair et al., 2014).  

1.5 Research’s significance and expected contributions   

Making food purchases can be a complex process for consumers as they are often exposed to multiple 

products that use different label cues (product nature-related, product assurance-related, and health-

related). While label cues can help consumers evaluate products before a purchase is made, having 

more label cues available to describe food products does not necessarily add value. Despite the 

importance of label cues, their effect on consumers’ purchase decision-making is still unclear, 

especially in the context of commonly purchased food products such as honey. 

Specifically, the understanding of the extent to which consumers’ characteristics such as 

culture and product involvement would influence their attention to various label cues (product nature-

related, product assurance-related, and health-related cues) remains limited. The impact of label cues 
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on consumers’ product evaluations (value perceptions and product authenticity), and behavioural 

intentions (purchase intention and willingness to pay a premium price) also remains underexplored, 

especially in the lucrative Chinese export market. Hence, the present research aims to contribute to 

the body of literature on food labelling and provide important theoretical and managerial 

contributions to the Australian agri-food industry and policymakers.  

By adopting McGuire’s (1978) information processing model and Hofstede’s (2001) cultural 

frameworks, Study 1 addresses these gaps by providing a more comprehensive understanding of 

consumers’ attention to food labels by examining two forms of attention measures (i.e., attention paid 

to the type of label and the degree of attention given to the label). Moreover, past studies (Becker et 

al., 2015; Prendergast et al., 2010) have predominantly investigated consumers’ responses to one or 

two label cues, which could have exaggerated the effect of a particular attribute.  

This study addressed this gap by examining consumers’ attention to three major categories of 

product label cues commonly found on food products, namely product nature-related (e.g., brand 

name), product assurance-related (e.g., country/region of origin) and health-related (e.g., nutritional 

information). This study is also the first to investigate the extent to which consumers from Eastern 

culture (China) differ from Western culture (Australia) regarding their attention to food label cues. 

Specifically, the application of Hofstede’s (2001) cultural framework allows the identification of 

cultural values that explain the differences in consumers’ attention to label cues. Finally, the 

employment of Petty and Cacioppo’s (1986) elaboration likelihood model further offers a more 

comprehensive understanding of the impact of product involvement on consumers’ cognitive 

processing of label cues in a cross-cultural context. 

 Past literature has shown that priming of prestige brand names makes consumers attribute 

greater prestige associations to a product (Chartrand et al., 2008) or infer brand personality from 

colour (Baxter et al., 2017). Building on associative priming theory (Collins and Loftus, 1975; 

Postman and Keppel, 1970), anthropomorphism (Epley et al., 2007), and biophilia (Wilson, 1984) 

theories, Study 2 demonstrated that images used in pictorial logos anthropomorphic design versus 
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naturalistic design) can also prime consumers’ information processing by evoking product value 

perceptions, which subsequently influence willingness to pay a premium price. The application of 

Sweeney and Soutar’s (2001) product value (PERVAL) framework further advanced the theory on 

the formation of product value perceptions. It is currently believed that product values typically form 

after a product or service has been purchased or experienced by consumers (Coelho et al., 2020; de 

Morais et al., 2020; Li et al., 2021). The study points to a new mechanism whereby product value 

perceptions can be formed and be effectively influenced before a product has been purchased or 

trialled by using logo design elements to prime consumers’ thought processes and subsequent 

intentions to pay a premium price. Ultimately, this study offers more nuanced insights into the effect 

of pictorial branding, experiential marketing, and brand management, offering actionable insights for 

managers and theoretical contributions to the literature.  

 Study 3 was designed to investigate how geographical indicators, namely COO and ROO 

cues, influence product value perceptions and product authenticity, and whether the latter ultimately 

impact consumers’ behavioural intentions (purchase intention and willingness to pay a premium 

price). With the adoption of the concept of country image (Han, 1989; Roth & Romeo, 1992) and 

Sweeney and Soutar’s (2001) product value (PERVAL) framework, this study extends current 

literature and provides a more comprehensive understanding of value-purchase behaviour 

relationships in the food labelling context, particularly during cataclysmic events such as Covid-19 

pandemic. This study provides important practical implications for honey exporters regarding the 

payoffs and caveats of geographical indications in branding strategies. This study also provides more 

clarity for governmental regulations around the use of geographical indications on food products, 

such as honey.     

1.6 The Structure of the Thesis  

The thesis is organized into six chapters including this introductory chapter. This chapter presents an 

overview of the research and is followed by an extensive literature review (Chapter Two). Chapter 

Two provides a critical synthesis of past academic literature on food label cues and their impact on 
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consumers’ attention to label cues (product nature-related, product assurance-related and health-

related), attitudinal responses (product value perceptions and product authenticity), behavioural 

intentions (purchase intention and willingness to pay a premium price) and also explains how these 

relationships can be influenced by consumer characteristics (culture, product involvement and health 

consciousness). Chapter Three to Chapter Five present findings from the three papers developed for 

this PhD thesis. The three papers were submitted to different journals, thus each of the three chapters 

is presented in a different format, structure, and style. To conclude, Chapter Six presents the 

discussion drawn from the three papers, presenting an overall conceptual framework of this research, 

and providing suggestions for future research and managerial implications.    

1.7 Concluding remarks 

This chapter outlined the research problem, discussed the objectives and significance of this 

research, and presented an overview of the structure of the thesis. The following chapter presents a 

review of the literature which informed this PhD research.   
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Chapter Two: Literature Review 

This chapter presents an overview of past literature that informed this PhD research. The sections that 

follow aim to provide an understanding of the complexity of food purchases and the critical role of 

label cues in consumers’ purchase decisions (sections 2.1-2.4.3) The subsequent sections further 

discuss the key concepts that informed each journal paper that is included in this PhD thesis, namely:  

• Attention towards label cues, culture, and product involvement (Study 1; sections 2.5-2.5.6) 

• Product-nature related cue (pictorial brand logos: anthropomorphic and naturalistic logos), 

product value perceptions, and purchase behaviour (willingness to pay a premium price) 

(Study 2; sections 2.6-2.6.7) 

• Product-assurance related cue (geographical labels: country and region of origin cues), 

product value perceptions, product authenticity, and behavioural intentions (purchase 

intention and willingness to pay a premium price, health consciousness) (Study 3; sections 

2.7-2.7.6)  

2.1 Globalisation of Food Trade   

Globalisation had a significant impact on food systems around the world. Trading food commodities 

is as old as civilization and the agriculture sector has always represented a global market. Ever since 

the great expansion of commerce in the sixteenth and seventeenth centuries, trading of geographically 

specific commodities, such as agri-food products, has been dominant (Hawkes & Murphy, 2010). 

Such global trends as liberalisation of trade and privatization (Josling, 2002; Swinnen & Maertens, 

2007) as well as urbanization (Bairagi et al., 2020b; Bishwajit et al., 2014) are rapidly transforming 

the agri-trade and food consumption worldwide. For example, the liberalisation of trade is one of the 

driving forces of transnational agri-food trades – it caused a major reorientation of agri-food trade 

between Soviet countries and Western Europe, resulting in a shift in agri-food trade from net 

exporters to net importers (Ahmad & Yang, 1998; Hamilton & Winters, 1992). Developing countries 

are also increasingly participating in the global agricultural trade (Swinnen & Maertens, 2007). The 
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latter resulted not only in greater food availability and diversity (Gina Kennedy & Shetty, 2004), but 

has also led to an increase in the share of high-value agri-food products, such as honey, particularly 

in developing countries (Fairchild et al., 2003; Yun & Zhijun, 2020). Thus, globalization and cross-

border trade have spurred economic growth in many countries (especially, developing ones) fostering 

greater availability and varieties of food from various places (Reardon & Swinnen, 2004).  

However, the globalisation of the agri-food industry has led to an increasingly complex 

marketplace, unfolding the debate about global food supply, understanding of food choice preferences 

(Lusk & Briggeman, 2009), promotion of sustainability (Gracia & Gómez, 2020), healthy eating 

(Ronteltap et al., 2012), food safety and security (King et al., 2017). As such, managing food quality 

systems and risks have received significant attention in recent years, especially in global emerging 

markets (Kneafsey et al., 2013). Furthermore, during the past decades, the credibility of the food 

industry had been heavily challenged after a series of highly publicised food safety scandals that had 

spurred consumer concerns in numerous countries. For example, in the UK in the 1980s, consumer 

concerns were heightened by salmonella found in eggs, the Bovine Spongiform Encephalopathy 

(BSE) or mad cow disease crisis, and the Scottish E. coli outbreak in 1997 (Knowles et al., 2007). 

India has also reported a number of food safety issues in its spice exports, including high pesticide 

residues, contamination and the use of prohibited food colourants (Umali‐Deininger & Sur, 2007). 

There have also been cases of food adulteration of high-value agri-food products, such as olive oil 

(Garrido-Delgado et al., 2018), herbs/spices (Galvin-King et al., 2018) and honey (Strayer et al., 

2014). Due to heightened concerns over healthy eating, consumers also increasingly demand high-

quality food with integrity, safety guarantees and transparency (McCarthy et al., 2018). In particular, 

the proliferation of adulteration incidents (e.g., melamine milk contamination and adulterated honey) 

have similarly increased the desire of consumers in emerging markets, such as China, to have access 

to high quality and safe imported food (Zhang et al., 2012).   



 

2.2 The complexity of food purchases 

Modern food systems are highly institutionalised, fragmented, unpredictable and contradictory 

(Poppe, 2003; Tonkin et al., 2016). Currently, food production often takes place at a considerable 

distance from its consumption (Murdoch & Miele, 1999). As a result, consumers have little 

knowledge about the complexity of food value chains that span from farm to table (Goodman & 

DuPuis, 2002; Loebnitz & Grunert, 2018). Due to this inherent degree of uncertainty, there are risks 

associated with food purchases because an opportunity to sample food products in-store is typically 

rare (Simmonds & Spence, 2017; Verbeke, 2005). 

 Furthermore, many food attributes, such as safety and nutritional properties, cannot be 

directly evaluated even after consumption (also referred to as credence attributes) (Dahlhausen et al., 

2018; Lassoued & Hobbs, 2015). As the general knowledge of food production has declined over the 

past years, consumers increasingly rely on the information disseminated by producers when they 

make purchases. Subsequently, a food label, which is typically shown on the packaging, plays a 

primary role in facilitating information exchange between manufacturers and consumers (Tonkin et 

al., 2016). 

2.3 Label cues on food product packaging  

Product packaging is often the first thing that consumers are exposed to before they decide to buy a 

food product, making it pivotal for purchase decisions (Silayoi & Speece, 2004, 2007). Packaging 

typically represents a container for a product that has a specific shape or colour, is produced from a 

particular material, and depicts labelling (Ampuero & Vila, 2006; Rettie & Brewer, 2000). There are 

two primary functions that packaging serves – logistical and marketing (or communicative) 

(Prendergast & Pitt, 1996). The logistical function is to protect the product along the distribution 

channels, whereas the marketing function aims to convey appealing messages to consumers at the 

point of sale about product attributes. Because a package protects and sells the product by attracting 

attention or initiating communications (Silayoi & Speece, 2004), it is now regarded to represent the 

fifth “P” in the marketing mix (Simmonds & Spence, 2017).  
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Packaging can also help companies gain a competitive advantage when packaging label cues 

communicate distinct product values to consumers (Rundh, 2005; Spence, 2016; Zekiri & Hasani, 

2015). For example, quality judgments are largely influenced by product characteristics shown on 

product packaging (Underwood et al., 2001). While most past studies (e.g., Fernqvist et al., 2015; 

Silayoi & Speece, 2004) have treated packaging and labels as synonyms, it is important to note that 

labels come in different types forming part of the packaging that communicates product information 

to consumers (Rundh, 2009; Underwood & Klein, 2002; Underwood & Ozanne, 1998).  

2.3.1 Food label and its functions 

A label refers to any text (e.g., product name) or pictorial (e.g., logo) printed on packaging (Cheftel, 

2005). When consumers select food, they are required to find, evaluate, and compare products that 

they want from a wide range of items available in-store (Simmonds & Spence, 2017). Very often, 

consumers do not have an opportunity to sample food products before making a purchase. Hence, 

their purchases are heavily influenced by the information presented on labels (also known as label 

cues) (Silayoi & Speece, 2007).  

The label cues that are presented on a product packaging have various functions that all 

ultimately aim to influence consumers’ behaviours. First, they capture consumers’ attention to a 

product, allowing them to distinguish between other alternatives at the point of purchase (Garber et 

al., 2000; García-Madariaga et al., 2019; Peschel et al., 2019). For example, attractive label designs 

help products stand out among competitive brands on the same store shelves by simply attracting 

consumers’ attention (Bialkova et al., 2014; Bialkova et al., 2013; Bialkova & van Trijp, 2011).  

Second, because food label cues disseminate information from food producers to consumers 

(Stuart, 2010; Verbeke, 2005), they communicate food product attributes and potential benefits to 

consumers, helping them make informed purchases. The various types of label cues can allow 

consumers evaluate products’ quality more effectively (Abdul Latiff et al., 2016; Lagerkvist, 2013). 

For example, label cues such as nutritional claims serve as a shopping aid when choosing nutritionally 
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healthier food (Bialkova et al., 2016; Grunert & Wills, 2007; Miklavec et al., 2015), ingredient list 

helps manage food allergies (Jan & Naig, 2021), while expiry date allows to assess food safety 

(Sanlier & Karakus, 2010).   

Third, labels cues contain information that can influence consumers’ expectations of products, 

such as their overall quality or sensory properties (e.g., aroma and taste) (Deliza & MacFie, 1996; 

Lagerkvist et al., 2016; Piqueras-Fiszman & Spence, 2015). For example, label cues, such as a COO 

cue, has been found to influence consumers’ quality expectations related to product safety, taste, or 

freshness (Berry et al., 2015; Dobrenova et al., 2015; Veale & Quester, 2009). Ultimately, the 

intention to purchase would depend on the degree to which consumers expect a product to satisfy 

their needs if they decide to consume it (Kupiec & Revell, 2001). Fourth, food labels can simplify 

food purchases (Grunert & Wills, 2007; Kumar & Kapoor, 2017). Very often, when consumers 

experience difficulty in selecting a product from the available options, they use label cues, such as 

health claims (Huang et al., 2020), COO (Berry et al., 2015), or brand logo (Bossel et al., 2019) to 

finalise their purchase decisions.   

Finally, label cues play a critical role as a policy device to regulate safe food handling, 

nutritional policy and fair competition associated with food consumption (Droulers & Amar, 2016; 

Mackey & Metz, 2009; Stuart, 2010). Labelling initiatives aims to restore public confidence by 

enacting mandatory labelling regulations, which enable consumers to make well-informed food 

purchases (Stuart, 2010; Verbeke, 2005). Labelling policies are generally inexpensive to implement 

(Caswell, 1998; Henson & Caswell, 1999). In comparison to other policy initiatives, labelling policies 

have a direct influence on consumer decision-making (Verbeke, 2005). They provide transparency 

about the production process and supply chain, foster consumers’ trust through third-party 

certification and communicate important product attributes (Peschel et al., 2019). Different 

mandatory labelling requirements are implemented by different food regulation agencies where, for 

example, the COO labelling by local producers is mandatory in Australia and New Zealand (Food 
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Standard Australia New Zealand, 2022), which has implications for food quality and safety (Withall 

et al., 2016; Wood et al., 2013).  

2.3.2 Types of food label cues  

According to Means-End Chain Theory (Gutman, 1982), consumers purchase products with attributes 

(features or characteristics of a product) that can lead to desired consequences/benefits and minimize 

the undesired ones. During the product evaluation process, consumers relate specific attributes of a 

product to either positive or negative consequences of its consumption (Audenaert & Steenkamp, 

1997) and the purchase of the product is contingent on whether the product attributes would help 

them achieve desired value through certain product benefits (Reynolds & Gutman, 2001).  

Consumers’ food purchase behaviour is typically influenced by product quality perceptions, 

which are formed based on a wide range of product attributes such as brand (Anselmsson et al., 2014), 

place of origin (Etzi et al., 2022), health and nutritious value (Ballco & Gracia, 2022) that are 

communicated by various label cues on a food packaging. Label cues can be generally classified into 

three main categories: 1) product nature-related, 2) product assurance-related, and 3) health-related 

cues. Product-related cues constitute any descriptive information that is related to the general 

characteristics of food products, which range from brand logo product name, serving size to 

company’s website information (Bucher et al., 2018; Kopelman et al., 2007). Product assurance-

related cues represent information that has been certified by regulating authorities (e.g., country-of-

origin, region of origin), which can foster consumers’ trust in a product (Barham, 2003; Rosenbloom 

& Haefner, 2009).  

The third type of label category is health-related cues. These cues refer to information that 

communicates health benefits of food products (e.g., nutrition and health claims) (Van Trijp & Van 

der Lans, 2007), which are typically regulated in many countries. Australia, for example, mandates 

that functional ingredients or health benefits that are mentioned on food products are scientifically 

substantiated (Food Standard Australia New Zealand, 2021). While health-related attributes of food 
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products cannot be evaluated even after consumption, they still motivate consumers to make healthier 

food purchases.  

2.4 Honey label cues  

As discussed in Chapter One, honey has been selected as the product context of the current study. 

Purchasing honey represents a complex process because similarly to other food products, consumers 

are often unable to sample the product before the actual purchase. Thus, they are heavily dependent 

on label cues to evaluate honey quality. Honey is a product that consists of a composite of attributes 

(Ismaiel et al., 2014), such as taste, scent, viscosity (organoleptic properties) Brščić et al., 2017; Pocol 

& Marghitas, 2008), floral source (Swanson & Lewis, 1991; Unnevehr & Gouzou, 1998), 

nutritional/medical value (Batt & Liu, 2012a; Yeow et al., 2013), price (Murphy et al., 2000), and 

origin (Wu et al., 2015), all of which influence consumers’ purchase behaviours (Table 2.1). These 

attributes are communicated to consumers by three categories of label cues (product nature-related, 

product assurance-related and health-related cues) that are typically presented on honey packaging 

and are discussed in the following section. 
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Table 2.1. Studies on honey consumption behaviour 

 

Authors 

 

 

Country Context 

 

  Consequences 

 

Batt & Liu, 2012 

 

Western Australia  

 

Important purchasing factor(s) (ranked in order):  

Brand reputation 

Origin  

Value for money 

 

Cross-cultural differences:  

(Anglo-Saxon): Country of origin.  

 

(Asian): 

Price 

Brand recognition 

Colour  

Health benefits 

 

Murphy et al., 2000 Ireland Important purchasing factor(s) (ranked in order): 

Price 

Texture 

Packaging 

Scale of production 

Colour 

Brščić et al., 2017 Croatia  Important purchasing factor(s) (ranked in order): 

Taste 

Aroma 
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Scent 

Availability 

Honey type specification 

Consistency. 

 

Arvanitoyannis & Krystallis, 

2006    

Romania  Purchase Motivation: 

Medical benefits 

Dietary 

Quality 

Suitability with food consumption lifestyle. 

Cosmina et al., 2016  Italy  Important purchasing factor(s) (ranked in order:  

Country of origin (COO), 

Organic attribute  

Willingness to Pay (WTP): COO 

Ványi et al., 2011  Hungary  Important purchasing factor(s) (ranked in order):  

Quality 

Price 

Type of honey  

Quality of packaging 

Gyau et al., 2014  Democratic of Congo  

 

Important purchasing factor(s):  

Price 

Packaging 

Color 

Moderately important purchasing factor: Quantity 

Taste 

Origin  
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Yeow et al., 2013 Malaysia  Attribute(s) influencing purchase intention: 

Medical conditions 

Product quality 

Brand reputation 

Pricing 

Ismaiel et al., 2014 Saudi Arabia  Important honey quality attributes (ranked in order):  

Taste 

Aroma 

Viscosity (liquid/crystalized) 

Colour. 

Pocol & Marghitas, 2008  Romania and Ireland 

 

Important Attributes: 

Romanian Consumers: 

Colour 

Taste 

Aroma 

Thickness 

Origin 

Brand name 

Labels 

Irish Consumers:  

Purity 

Origin  

Health benefits 

Unnevehr & Gouzou, 1998  U. S Attribute(s) influencing willingness to pay:  

Unique monofloral source 

Form 

Packaging 

Brand  
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Wu et al., 2015  U.S  Attribute(s) influencing willingness to pay:  

Origin (local production) 

Packaging 

Swanson & Lewis, 1991  U. S Attribute(s) influencing willingness to pay: Unique monofloral 

source 

Pocol & Bolboacă, 2013 Romania  Factors that influence perceived quality of honey: 

Origin: local honey is preferred over imported honey 

Consumer characteristics: education, occupation and age 

Ghorbani & 

Khajehroshanaee, 2009  

Iran  Effect on Price 

Type (without wax) 

Packaging, 

Colour (dark) 

Scent 

Protraction of honey 

Testa et al., 2019  Italy  Frequency of consumption (low, medium, high) 

Gao & Zhao, 2016  China Price trends of honey 

Zanchini et al., 2022  Italy  Drivers of honey consumption: 

Colour 

Origin 

Organic certification 
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2.4.1 Product nature-related cues  

Product nature-related cues constitute information that is related to general characteristics of honey 

products. This section discusses two product nature-related cues: brand logo and product type 

specification (i.e., the type of honey).  

Past studies indicate that consumers consider branding cues one of the most important 

attributes when purchasing honey products (Batt & Liu, 2012; Unnevehr & Gouzou, 1998; Yeow et 

al., 2013). Specifically, a brand logo has been shown to be critical for creating brand awareness 

(Balmer & Gray, 2000; Foroudi et al., 2014; Van Grinsven & Das, 2016). As a result, honey producers 

often invest a significant amount of money and effort in creating various types of logo designs for 

their honey products. Australian branded honey products are frequently labelled with logos that are 

either anthropomorphised (e.g., Capilano, One Flower) or presented in a naturalistic form (e.g., 

Fewster’s Farm, Genuine’s Tasmanian Leatherwood Honey).  

Honey type specification is another form of product nature-related cue (Swanson & Lewis, 

1991; Unnevehr & Gouzou, 1998), which provides consumers with information about the floral 

source of honey. All honey types can be categorized into three groups depending on their botanical 

origin: monofloral honey (unifloral), polyfloral honey (or multifloral) and honeydew (Hailu & Belay, 

2020; Utzeri et al., 2018). Honeybees produce monofloral honey by foraging nectar from one flower 

species, whereas polyfloral honey is produced from nectar originating from a wide variety of flower 

sources (Utzeri et al., 2018). Honeydew is a sugary liquid secreted by insects while sucking the plant 

sap, which is subsequently collected by honeybees (Seraglio et al., 2019).  

These different types of honey have a different market value that is derived from their quality 

and properties. Compared to polyfloral honey or honeydew, monofloral honey is usually sold at a 

higher price (Swanson & Lewis, 1991; Unnevehr & Gouzou, 1998). Its consumption is also 

increasing, signalling the importance of a floral source originating from a particular region to 

consumers (Swanson & Lewis, 1991; Unnevehr & Gouzou, 1998). The origin of honey is usually 

linked to sustainable aspects of its production, which is frequently linked to the perceived quality of 
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honey (Cosmina et al., 2016; Wu et al., 2015). Compared to other countries, Australian native flora 

has yielded some of the most highly regarded and distinctive monofloral eucalyptus honey, including 

Jarrah, Red Gum (Marri), and Manuka honey, which have high commercial value. As honey is seen 

as a high-value food product (Guelpa et al., 2017), it is, therefore, a target for adulteration and fraud 

associated with mislabelling of the origin information (Iglesias et al., 2012; Soares et al., 2017).   

2.4.2 Product assurance-related cues 

Product assurance-related attribute cues constitute information on a honey product that is required to 

be certified by regulating authorities before a product can be sold to consumers. A COO cue and 

bioactivity certification are examples of product assurance-related attribute cues that is displayed on 

honey packaging. These forms of certification aim to establish trust in product attributes and their 

overall quality.  

A COO cue informs consumers where the honey was produced (Insch & Jackson, 2014). Prior 

studies have shown that consumers perceive COO to be an important factor when purchasing honey 

products (Batt & Liu, 2012; Cosmina et al., 2016; Wu et al., 2015). A COO cue activates consumers’ 

beliefs and knowledge of a particular country, which subsequently affects the interpretation and 

evaluation of honey product quality (Liu & Murphy, 2007).  

Since 1993, Australia has been promoting its ‘clean and green’ image globally to export ‘pure’ 

Australian food products to international markets (Short, 1997). Moreover, to enhance the 

transparency of product origin information, the Australian government introduced a new COO 

labelling system in 2016, which required most food businesses to display accurate information about 

their products’ origin by 2018 (FSANZ, 2022). Additionally, the certifications of bioactivity 

properties (e.g., active honey-lab tested) are often regulated by independent laboratories and honey 

associations in various countries. In Australia, producers are only permitted to market active honey 

once the products have been substantiated by accredited laboratories (e.g., Western Australia’s 

ChemCentre).  
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2.4.3 Health-related cues 

Honey is widely recognized to represent food that possesses some medicinal and antimicrobial 

properties (colloquially referred to as a superfood) (Abeshu & Geleta, 2016; Alvarez-Suarez et al., 

2010; Kumar et al., 2010). Given that honey is often consumed for its health benefits, prior studies 

have shown that health-related attribute cues are particularly important for consumers when making 

purchase decisions (Ismaiel et al., 2014; Yeow et al., 2013). Nutritional table and bioactivity rating 

are the most common examples of health-related cues that are found on honey packaging.  

These cues inform consumers of the health benefits associated with the consumption of honey, 

as well as the therapeutic value of honey products. The nutritional components of honey mainly take 

the form of carbohydrates, such as fructose and glucose (Bogdanov et al., 2008). Apart from 

carbohydrates, honey also contains protein, amino acids, and minerals (Solayman et al., 2016). 

Bioactivity ratings, such as Total Activity (TA), Methylglyoxal (MGO) and Unified Antioxidant 

Factor (UAF), are commonly used on Australian honey labelling, which communicates the strength 

of antimicrobial properties (e.g., antioxidant) of honey. Generally, a higher bioactivity rating signifies 

greater therapeutic value, which consumers may perceive as a salient health benefit. 

 During the purchase decision-making process, the number and types of product attribute cues 

determine consumers’ attention to certain types of label information, which ultimately serves as a 

basis for product evaluation (Ares et al., 2013; Bialkova et al., 2013; Fenko et al., 2018). Given that 

a number of labels cues are presented on a typical honey packaging, understanding how these cues 

affect consumers’ attention during information processing is of increasing importance. 

2.5 Theoretical background of Study 1 

2.5.1 Consumers’ information processing  

It has been widely acknowledged that understanding consumers’ information processing is critical 

for informing marketing decisions (Briñol et al., 2015). Ever since the 1950s, researchers had been 

developing theories to understand information processing, which produced theoretical frameworks 
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such as the cognitive response model (Greenwald, 1968), multi-attribute attitude framework (Ajzen 

& Fishbein, 1975), and hierarchy-of-effects frameworks, such as the Information Processing Model 

(IPM)) (McGuire, 1978) and the Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986).    

More specifically, the consumer behaviour literature suggests that the IPM and the ELM represent 

the two most influential frameworks that can be used to explain consumers’ processing of various 

marketing-related stimuli, such as advertisements (Kerr et al., 2015), corporate social responsibility 

claims (Browning et al., 2018) and packaging (Aagerup et al., 2019). Given that label cues represent 

important marketing and communicative features of product packaging (Madilo et al., 2020; Miller 

& Cassady, 2015), IPM and ELM were applied as suitable frameworks in Study 1 to examine 

consumers’ attentional behaviour towards label cues presented on honey packaging.  

2.5.2 Information Processing Model (IPM) 

Information Processing Model (IPM) describes the process by which communication or information 

is received, interpreted, stored in memory, and retrieved by consumers (McGuire, 1978). According 

to the hierarchy-of-effect paradigm, consumers go through six mental stages when they process 

marketing-related information, which may also be applied to the processing of label cues. These 

stages include: 1) exposure, 2) attention, 3) comprehension, 4) acceptance of the comprehended 

information, 5) retention of information and 6) retrieval of information. An important aspect of 

information processing is that information is required to pass through the above-mentioned six 

sequential stages before it reaches consumers’ memory, which then influences their behaviour.  

Specifically, the exposure stage of IPM suggests that consumers need to be exposed to a 

stimulus or information first. Next, the attention stage suggests that the stimulus attracted consumers’ 

attention and was not ignored. When consumers are exposed to information and have paid attention 

to it, they then make meaning of it, and evaluate the significance of this information before it has any 

effect on their attitude (or perception towards the stimuli) and behaviour (Eagly & Chaiken, 1993; 

McGuire, 1985; Petty & Cacioppo, 1981). This framework is suitable because it focuses on the 

process of consumers’ information processing, the interpretation of meaning and evaluation of the 
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presented information in terms of its significance, which is a prerequisite for any information to 

influence behaviour (Eagly & Chaiken, 1993; McGuire, 1985; Petty & Cacioppo, 1986).  

Although marketing communications, including labelling, play a crucial role in affecting all 

stages of the above-mentioned process, attention – which is the second stage in IPM – represents the 

most important stage in information processing before individuals make any purchase decision 

(Milosavljevic & Cerf, 2008). The provision of marketing-related information to consumers is a major 

objective for many marketers as they compete to increase demand for their products or encourage 

brand switching. However, making information available to consumers does not guarantee that it will 

have the desired effect on consumers. An individual’s attention is limited in its capacity (Kahneman, 

1973; Reimer & Schubert, 2020). During the short span of time that people generally allocate to food 

purchases, they are unable to attend to all of the label cues that are presented on products’ packaging 

(Bialkova et al., 2014; Fenko et al., 2018). Thus, only a subset of label cues that is deemed important 

and relevant to consumers will be selected for information processing, while the rest of the cues will 

not be processed at all (Milosavljevic & Cerf, 2008). Ultimately, the effectiveness of label cues to 

serve as a direct shopping aid depends on cues’ accessibility and whether consumers would pay 

attention to, and subsequently process them, which will then be used as a basis for product evaluation. 

2.5.2.1 Visual attention  

The study of attention is the cornerstone of contemporary cognitive psychology and neuroscience 

(Eysenck & Keane, 2015). Attention is defined as the amount of cognitive effort and/or capacity that 

an individual directs to a particular stimulus within their range of exposure (Kahneman, 1973). 

Attention occurs only when people allocate processing capacity to a stimulus with some psychologists 

regard attention to be a representation of a spotlight. A spotlight illuminates a small area – little can 

be seen outside its beam and it can also be redirected to focus on other stimuli (Posner, 1980). Some 

psychologists (e.g., Eriksen & St James, 1986) argued that attention could be more flexible akin to a 

zoom lens, where an individual deliberately increases or decreases the area of focal attention to alter 

the visual area it covers. An example they provided included driving a car, where individuals can 
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generally attend to many stimuli within their visual field, but when they spot a potential hazard, they 

instantly focus their attention on it avoiding an accident (Eysenck & Keane, 2015).  

Overall, contemporary theories of attention are based on the notion that we are selective in 

our attention allocation. ‘Selective attention’ can be explained by a processing bottleneck that 

prevents us from information overload (Eysenck & Keane, 2015). The two most influential 

psychology theories used to study selective attention are Broadbent’s (1958) filter model of selective 

attention and Tresman’s (1964) attenuation model. Broadbent (1958) posited that a filter process 

enables only a certain amount of information to be processed cognitively. That is, unattended 

information is filtered out early on and semantic processing (extraction of meaning from information) 

is carried out only after the ‘filter’ has selected the information to attend to.  

In contrast, Tresman (1964) argued that the bottleneck location could be more flexible than it 

was originally proposed. Based on her experiments on auditory attention, it was reported that listeners 

started to process cues (syllable patterns and specific words) before moving to semantic processing 

(grammatical structure and meaning). By extrapolating these findings to selective visual attention, 

Tresman (1964) argued that full semantic processing of information would stop only when cognitive 

capacity had reached its limit. In addition, the ‘filter’ in the bottleneck process attenuated rather than 

eliminated unattended information as participants were still able to identify unattended information 

when they noticed the presence of certain information but did not engage in its effortful processing.  

Despite these slight variations, both theories support the presence of selective attention, which 

serves as a mechanism that filters information received by an individual (Deutsch & 1963; Posner & 

Petersen, 1990; Treisman, 1964). Thus, attention can be viewed as a gatekeeper for incoming visual 

information processing (Grunert & Wills, 2007).  

2.5.2.2 Types of attention processes 

It has been proposed that there are two types of attention processes, namely, involuntary (bottom-up) 

attention and voluntary (top-down) attention (Wundt, 1890). Involuntary attention is a form of 
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attentional capture that is stimulus-driven and depends on the salience of presented information, such 

as design characteristics – its shape, size, colour or contrast. The more salient an object, the higher 

the probability of it being noticed (Koch, 2004). This form of attention is typically rapid, automatic 

and occurs even when consumers are not specifically searching for any stimulus (e.g., a label cue) 

(Wolfe, 1998).  

Voluntary attention is a form of attentional capture that is goal-orientated, where consumers 

voluntarily search for, and pay attention to, specific information that is meaningful or relevant to them 

(Pieters & Wedel, 2004). Compared to a spotlight, this form of attention capture depends on 

consumers’ interests and goals when evaluating incoming information (Ares et al., 2013; Koch, 

2004). For voluntary attention, consumers pay attention to information that they are looking for and 

ignore information that does not capture their attention automatically or is deemed irrelevant.  

2.5.3 Attention toward label cues 

While most existing studies have predominantly examined consumers’ attention towards health-

related cues (nutritional table and health claims), the evidence is still contradictory. For example, 

some studies have reported that only 27 percent of respondents paid attention to nutritional 

information on a label before making a product selection (Grunert et al., 2010). In contrast, others 

have found that 69 percent of respondents claimed to have paid attention to nutritional information 

(e.g., salt percentage) when buying food products (Grimes et al., 2009). 

While these studies highlight the complex nature of consumers’ attention towards a single 

product label cue (nutritional information), consumers’ attention may be different when they are 

exposed to multiple product cues simultaneously. A handful of studies focusing on multiple cues 

(e.g., Bialkova et al., 2016; Mueller & Szolnoki, 2010; Varela et al., 2014) have suggested that 

consumers do not visually process all the products’ label cues to the same extent. For example, 

Oliveira et al., (2016) reported that most consumers paid attention to only half of the product attribute 

cues shown on milk packaging, which were brand information, nutritional label, product 

recommendation and product type.  
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Table 2.2 provides a summary of key studies that have been conducted on multiple cues and 

consumers’ attention to food labels in the last few years. The scant studies suggest that consumers 

vary in terms of the types of label cues they pay attention to and the degree of attention they may give 

to these cues. Furthermore, as mentioned previously, consumer characteristics, such as product 

involvement may also play a critical role in influencing attention towards label cues.
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Table 2.2 Studies on attention to food label cues (2013-2021) 

 

Authors 

 

Country 

 

 

Types of Visual 

Attention Capture 

 

 

Food Type 

 

Food Label Attributes Examined 

 

Consequences  

 

Ares et al., 

(2013) 

 

 

 

Uruguay 

 

Voluntary 

 

Mayonnaise 

Pan bread  

 Yogurt 

 

Brand, ingredients Nutritional 

information Product images 

 

Perceived 

healthfulness 

Purchase intention 

Bialkova et 

al., (2014) 

Netherlands 

 

 

Voluntary and 

involuntary 

Yoghurt Flavour description (texture 

information) 

 Brand name 

Flavour description Nutritional 

table 

 

Choice selection 

Steinhauser et 

al., 2019   

Germany Voluntary  Chocolate milk 

orange juice 

 

 

Health and nutritional claims  

 

Purchase intention 

Varela et al., 

(2014) 

Uruguay Voluntary and 

involuntary 

Cereal Brand 

Product names 

 Product descriptions, image, 

 Ingredients 

 Net weight 

 nutritional label 

No consequence 

is examined 

Oliveira et al., 

(2016) 

Uruguay Voluntary and 

involuntary 

Probiotic milk Brand 

Type of product 

 Type of microorganism Health 

claim 

Label background. 

No consequence 

is examined 
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Laeng et al., 

(2016)  

Norway Voluntary and 

involuntary 

Wine Overall label design (pictorial and 

texture (e.g., appellation) 

 

Willingness to 

pay 

Peschel et al., 

(2019)  

Denmark Voluntary and 

involuntary 

Chocolate Organic certification  

 Size of label 

No consequence 

is examined 

Turner et al., 

(2014)  

U.S Voluntary Chicken panini 

Corn flakes  

Saltine cracker, 

Granola bar 

Nut crunch  

biscuit 

 

Nutritional label No consequence 

is examined 

Van Loo et al., 

(2015)  

U.S Voluntary Coffee Sustainability certifications (e.g., 

Fair trade, carbon footprint label 

and organic certification) 

Willingness to 

pay 
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2.5.4 Elaboration Likelihood Model (ELM) 

Ever since its inception in 1981, ELM has become one of the most cited theoretical frameworks 

(Kitchen et al., 2014) to examine consumers’ responses to various forms of marketing 

communication, such as advertisements (Sreejesh et al., 2021; Xue & Muralidharan, 2015), social 

media (Lee & Theokary, 2021; Liao & Huang, 2021), or celebrity spokespersons (Lee & Koo, 2016). 

The basic tenet of ELM is that after exposure to a piece of information (e.g., label cue), an individual 

may undergo one of the two routes of persuasion: 1) the central or 2) peripheral route (Petty & 

Cacioppo, 1986).  

The two routes are anchored at two extreme ends on the elaboration continuum, ranging from 

low to high, which correspond to different cognitive resources expended to process a message (Petty 

& Cacioppo, 1986). When elaboration likelihood is low, information processing takes place via a 

peripheral route, in which individuals are not motivated or unable to engage in effortful thoughts 

about the presented information. In the peripheral route of processing, consumers tend to rely on 

peripheral cues (e.g., colour, sound, etc) that require little information processing. Peripheral 

processing is a nonanalytical orientation to information processing in which people focus on a subset 

of non-context-relevant information (e.g., non-product-related information such as price or label 

colours) that enables them to use simple decision rules to make a judgement (Todorov et al., 2002; 

Tversky & Kahneman, 1974).   

In contrast, when elaboration is high, consumers are more likely to go through the central 

route of information processing, where consumers are motivated to engage in effortful thoughts about 

the context-relevant information (e.g., product-related information) by allocating their attention to 

information that is relevant to their experience or knowledge (Petty & Cacioppo, 1986). Overall, as 

elaboration increases (i.e., an individual is motivated or highly involved with a product/purchase and 

is able to engage in effortful processing), the influence of peripheral cues on one’s judgement of 

information diminishes. When an individual is unmotivated (less involved with a product or a 
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purchase) or unable to engage in thoughtful processing of information, he or she would rely on 

cognitive shortcuts when making decisions.  

While the preceding discussion described the two information processing routes in which 

consumers engage in, the following section further explains how product involvement can affect the 

degree to which consumers would process information that is presented to them, which represents a 

part of the central route of information processing.    

2.5.4.1 Product involvement  

Product involvement represents a motivational, self-directed emotional state experienced by 

consumers that emerge from the perceived personal relevance of purchasing a specific product (Mittal 

& Lee, 1989; Rothschild, 1984). The perceived relevance of a consumption object is typically 

determined based on personal needs, values, and interests (Zaichkowsky, 1985). Additionally, 

product involvement may develop as a result of an established long-lasting connection with a product 

or a brand (Bruwer & Buller, 2013). 

It has been well-documented that product involvement motivates consumers to process certain 

product information more thoroughly (Atkinson & Rosenthal, 2014; Celsi & Olson, 1988; Petty & 

Cacioppo, 1981). The level of involvement differs across individuals and is typically split between 

low and high involvement (Barber et al., 2007; Behe et al., 2015; Charters & Pettigrew, 2006). As 

mentioned above, ELM suggests that the extent to which consumers attend to a cue would depend on 

their level of product involvement (Petty & Cacioppo, 1981). That is, highly involved (highly 

motivated) consumers will engage in effortful processing cues via the central route, processing 

product-relevant cues, such as a COO cue and brand-related information (name and logo). 

Conversely, less-involved (less motivated) consumers will process cues via the peripheral route in 

which their product evaluation will be based on non-product relevant cues, such as price or colour of 

the packaging.  



43 

Highly involved consumers often seek to maximise expected satisfaction through an extensive 

choice (Laurent & Kapferer, 1985) and invest more time and effort when making their purchase 

decisions (Ares et al., 2010). A higher level of involvement will lead to a more extensive pre-purchase 

information search (Breugelmans & Campo, 2011; Mittal, 1989; Verbeke, 2005) and the use of more 

criteria in buying decision-making (Behe et al., 2015; Breugelmans & Campo, 2011). Previous 

research on food commodities, such as wine, has found that highly-involved consumers tend to utilise 

more cues related to product attributes directly as they are more interested in learning about wine, 

whereas low-involved consumers tend to simplify their decision making by depending on non-

product-related cues, such as price and label design (e.g., colour) (Hollebeek et al., 2007; Lockshin 

& Hall, 2003; Yuan et al., 2005).  

2.5.5 Cultural values 

Apart from consumers’ product involvement, cultural values may also influence the way individuals 

process label cues. Culture can be defined as a shared meaning system (Fischer, 2009; Schwartz, 

2006) or as the “collective programming of the mind that distinguishes the members of one group or 

category of people from another” (Hofstede, 2001, p.9). Cultural values are linked to culture and 

represent the key components of mental programming (Fischer, 2009), where the prevailing values 

shared by the members of society represent the central feature of a particular culture (Schwartz, 2006).  

Cultural values represent powerful forces that can influence people’s perceptions and 

behaviours (Markus & Kitayama, 1991). This occurs because cultural values underly general 

preferences and cognitive processes, such as selective attention, interpretation of cues and responses 

(Steenkamp, 2001; Tse et al., 1988). Cross-cultural research confirms this by showing that shared 

cultural values lead to similar behaviour patterns through similar underlying cognitive processing that 

members of the same culture share (McCort & Malhotra, 1993; Schumann et al., 2010; Triandis & 

Vassiliou, 1972). 
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An understanding of how cultural differences affect international marketing decisions is 

extremely important. The failure to consider these differences has resulted in many business failures 

(Reinartz et al., 2011). Globalisation has also resulted in an increasing acceptance and greater research 

output on cross-cultural marketing (Malhotra et al., 1996) with Hofstede’s (2001) cultural value 

typology becoming one of the most comprehensive and widely adopted frameworks in the 

international marketing domain (Steenkamp, 2001).  

2.5.5.1 Hofstede’s cultural value framework  

Hofstede’s (2001) cultural value framework has five basic dimensions, namely, 

‘individualism/collectivism’, ‘power distance’, ‘uncertainty avoidance’, ‘masculinity’/femininity’ 

and ‘long/short-term orientation’.  

Individualism/collectivism dimension describes the relationships individuals have within their 

culture. Individualistic cultures stress the importance of personal goals and rights of a person, whereas 

collectivistic cultures place more emphasis on the importance of community and conformity to shared 

values (Soares et al., 2007). Members of an individualistic culture value independence, freedom, 

stimulation, and high-level competition (Hofstede, 2001). In contrast, people from a collectivistic 

culture tend to value interdependence, harmony, conformity, and low levels of competition (Hofstede, 

2001). Western cultures (e.g., U.S. and Australia) tend to be more individualistic, whereas Eastern 

cultures (e.g., China and Japan) are more collectivistic (Cohen et al., 2016; Hofstede, 1980).   

Uncertainty avoidance dimension refers to the extent to which people feel threatened by 

uncertainty and ambiguity, and would try to avoid them (Hofstede, 2001). Within high uncertainty 

avoidance societies (e.g., Japan), people have a higher propensity to seek order, consistency and 

structure than people in low uncertainty avoidance societies, such as U.S. and Australia (Shi & Wang, 

2011).  

Power distance dimension reflects the consequences of power inequality and authority relations 

in society (Soares et al., 2007). Members of cultures with high power distance (e.g., China) tend to 
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maintain greater social distance and have respect for hierarchy and authority. In contrast, people from 

low power distance cultures (e.g., Australia) tend to value equality (Hofstede, 2001).  

In regard to the masculinity/femininity dimension, masculinity represents a preference in a 

society for achievement, assertiveness, heroism, and material rewards for success (e.g., Japan). In 

contrast, femininity can be defined as a preference for cooperation, modesty, and quality of life (e.g., 

Sweden) (Soares et al., 2007).  

The last cultural value dimension is short/long-term orientation, which is defined as an ability 

to foster and display a future-orientated perspective with respect to past (Hofstede, 2001). This 

dimension represents values associated with ‘Confucian Dynamism’ (Soares et al., 2007). Members 

of cultures characterized as long-term orientated place more importance on perseverance and 

sustained efforts towards slow results. In contrast, people in cultures with short-term orientation 

expect immediate results for any given effort (Hofstede et al., 2005).  

Prior studies have demonstrated the relevance of cultural values in various aspects of 

consumer behaviour. Individualism/collectivism, uncertainty avoidance and short/long orientation 

dimensions have been found to influence innovativeness (Steenkamp et al., 1999; Van Everdingen & 

Waarts, 2003; Yaveroglu & Donthu, 2002). Individualism/collectivism, power distance, and 

uncertainty avoidance dimensions have been reported to influence advertising appeals (e.g., health-

related advertisements are perceived to be more appealing to consumers from societies characterised 

by greater power distance and high uncertainty avoidance) (Albers-Miller & Gelb, 1996; Cheong et 

al., 2010; Mortimer & Grierson, 2010; Paek, 2005). Moreover, masculinity/femininity dimension is 

associated with consumers’ evaluation of service performance (Van Birgelen et al., 2002).  

2.5.6 Summary of gaps for Study 1: Culture, product involvement and attention toward label 

cues  

Culture plays a major role in human food choices. Traditions, beliefs, and values are critical factors 

that influence food purchases and consumption (Mialon et al., 2002). Numerous studies have revealed 
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differences between cultures in individuals’ preferences for sensory-related and health-related 

attributes (e.g., taste and texture) when it comes to food products, such as dairy (Johansen et al., 

2011), chips (Ward et al., 1998), and chocolate (Januszewska & Viaene, 2001). When it comes to 

honey products, prior studies also provide evidence about cross-cultural differences in preferences 

for various types of honey attributes. For example, Unnevehr and Gouzou (1998) report that 

American consumers are willing to pay more for floral sources and branded honey products. In 

contrast Malaysian consumers regard product quality, medical benefits, brand reputation and pricing 

to be most important when purchasing honey (Yeow et al., 2013).  

 Although label cues communicate product attributes to consumers, cross-cultural studies that 

have examined consumer responses to label cues are still scarce. However, a few studies have 

indicated that there could be cultural differences in consumers’ responses to label cues. For example, 

Carrillo et al. (2014) indicate that consumers from Spain (Mediterranean culture) and Denmark 

(Scandinavian culture) differ in responses to health claims (i.e., meanings attached, perceived 

importance, appeal and convincingness). In another study conducted by Mialon et al. (2002) 

Australian consumers were more receptive to dietary fibre information, which had a greater influence 

on perceived food healthiness compared to Malaysian consumers.  Some studies (e.g., Ares et al., 

2011; Velikova et al., 2016) have also reported that cultural differences could influence the 

interpretation of certain pictorial components of label cues (e.g., images of the food and symbols).  

 The above-mentioned research provides some evidence that there could be cultural differences 

in consumers’ responses to product attribute cues (De Mooij, 2000). However, no specific cultural 

values (as per Hofstede’s cultural framework) have been taken into consideration previously. Past 

studies have predominantly focused on cultural influence on consumer perceptions of label cues 

disregarding the attention that was given to those cues after initial exposure. Furthermore, the types 

of label cues that consumers attend to would be largely contingent on the attributes they seek in 

products, but again this aspect has not been investigated in much detail.  
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Attention towards label cues may further differ across cultures with varying levels of 

involvement towards certain products. Scant studies have provided some evidence to support the 

influence of culture on product involvement. For example, using nationality as a proxy for culture, 

Cochrane and Quester (2005) have reported that Australian consumers responded differently to fear-

based advertisement appeals for low/high involvement products as compared to non-Australian 

consumers. In addition, a cross-cultural study by Sharma (2011), consisting of China, India, U.K and 

U.S, has indicated that consumers from societies with high uncertainty avoidance tend to rely more 

on a COO cue for low involvement products, whereas those from societies with low uncertainty 

avoidance tend to rely on such cue for high involvement products only.  Hence, depending on the 

level of involvement towards certain product categories, consumers from different cultures may differ 

in their attention towards product label cues.  

 Compared to Anglo-Saxon consumers, functional food such as honey is highly regarded by 

many Asian consumers (e.g., Chinese) as a functional food as it possesses therapeutic and medicinal 

properties (Batt & Liu, 2012; Yeow et al., 2013). Thus, the involvement in purchasing honey could 

be higher for Chinese consumers. Furthermore, due to higher uncertainty avoidance, there are greater 

considerations of the health implications associated with honey consumption for Chinese consumers 

than their Australian counterparts who exhibit lower uncertainty avoidance. Hence, Chinese 

consumers should pay more attention to certain types of label cues (e.g., health-related cues) as 

compared to Australian consumers.  

Despite abundant research on the effect of culture on consumer behaviour, the relationship 

between culture and product involvement, and its impact on consumers’ attention towards various 

label cues remains underexplored. Hence, Study 1 (Chapter three) aimed to address this gap by 

answering the following research objectives: 

1. To examine consumers’ attention (attention paid to the types of label cues and the degree of 

attention paid) to three major categories of product label cues presented on food products such 
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as honey: product nature-related (brand name/logo), product assurance-related (COO cue) and 

health-related (bio-activity rating) cues. 

2. To investigate the extent to which consumers from Western culture (Australia) and Eastern 

culture (China) differ in their attention (and degree of attention) paid to label cues.  

2.6 Theoretical background of Study 2 

2.6.1 Product value and willingness to pay 

According to IPM, consumers’ attention to specific information can impact their evaluations of 

products (Ares et al., 2013; Ballco et al., 2020; Bialkova et al., 2016). Applying IPM to honey product 

context, product nature-related cues such as brand design elements that take the form of pictorial 

logos can effectively capture consumers’ attention via bottom-up attentional processing. 

Consequently, the exposure to a pictorial logo would lead to perceptual processing and formation of 

product-related perceptions (i.e., product value perceptions), resulting in consumers’ willingness to 

pay a premium price for products. The following sections provide a review of literature relating to 

the relationships between product value perceptions and consumers’ willingness to pay a premium 

price. Subsequently, the impact of COO and ROO cues on the above-mentioned relationships are also 

discussed in detail.  

2.6.2 Product value perceptions  

The concept of product value perceptions has received considerable attention in the last 30 years in 

marketing and there is unanimous recognition of its importance (Williams et al., 2017). Value 

perceptions can be defined as consumers’ overall assessment of the utility of a product (or service) 

based on the perception of what is received and what is given (Zeithaml, 1988). The perception of 

value is highly personal and idiosyncratic (Holbrook, 1994). It varies depending on a product/service 

type and is also contingent on consumer characteristics (Zeithaml, 1988). Moreover, value 

perceptions can be generated even without the product or service being bought or consumed 

(Sweeney & Soutar, 2001). From a marketing perspective, the formation of favourable product value 
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perceptions in the minds of consumers is critical for influencing consumption and decision-making 

behaviour (Bolton & Drew, 1991; Sweeney et al., 1999; Zeithaml, 1988).  

There are two approaches to conceptualising product value. The first approach has taken a 

functional/utilitarian perspective treating value as a trade-off between benefits and costs, often 

focusing on quality-price juxtaposition (Dodds et al., 1991; Sinha & DeSarbo, 1998; Sweeney et al., 

1999). Some researchers have argued that this approach is too simplistic to fully capture the 

complexity of perceived value (Bolton & Drew, 1991; Mathwick et al., 2001; Sweeney & Soutar, 

2001). As a result, a multidimensional value perspective is nowadays considered to be more 

appropriate in examining value perceptions as a combination of utilitarian and socio-psychological 

factors (Sanchez et al., 2006; Sheth et al., 1991; Sweeney & Soutar, 2001). 

Several multidimensional value frameworks have been introduced to further capture the 

holistic and complex nature of the product/service purchase experience. Some value frameworks 

consist of two dimensions, such as hedonic and utilitarian values, while others have four (Sweeney 

& Soutar, 2001), five (Petrick, 2002), or six dimensions (Sanchez et al., 2006). Table 2.3 shows the 

studies that have adopted the multidimensional approach and the proposed dimensions of the 

construct.  
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Table 2.3 Dimensions of product value 

Author(s)          Dimensions    Context 

 

Sheth et al., (1991) 

 

• Functional value 

• Emotional value 

• Social value 

• Epistemic (Novelty) value 

• Conditional value 

 

Retail Product 

 Groth, (1995) • Cognitive: perceived utility 

• Psychological 

• Internal 

• External 

 

Service 

De Ruyter et al., (1997) • Emotional dimension or intrinsic value 

• Functional dimension or extrinsic value 

• Logical dimension 

 

Service 
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Sweeney & Soutar, (2001) PERVAL Framework: 

• Functional value (quality and economic benefits) 

• Emotional value 

• Social value 

 

 

Retail product 

Petrick, (2002)  Emotional response  

 Quality  

 Monetary price  

 Behavioral price  

 Reputation 

       

Tourism 

Sanchez et al., (2006)  Functional value: Product quality  

 Functional value: Price  

 Functional value: (professionalism) Contact personnel of the travel agency  

 Functional value: (installations) Travel agency 

 Emotional value 

 Social value  

       

 

 Tourism 
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Williams & Soutar, (2009) • Functional value 

 Value for money 

 Emotional value 

 Social value 

 Novelty value 

 

 Tourism 



53 

2.6.3 The PERVAL framework  

Sweeney and Soutar ‘s (2001) PERVAL framework is one of the most widely adopted product value 

frameworks in the consumer behaviour literature (Chi & Kilduff, 2011). The PERVAL model 

distinguishes four dimensions of product value. The first dimension is perceived functional value, 

which relates to the quality/expected performance of a product (Sweeney & Soutar, 2001). Perceived 

economic value is the second dimension in the PERVAL model that refers to price value-related 

benefits that derive from purchasing a product. The third dimension used in PERVAL is perceived 

emotional value, which refers to the feelings or emotions generated by the products or services. The 

fourth dimension is perceived social value, which relates to the prestige associated with the purchase 

of the product (Sweeney & Soutar, 2001).  

Recently, perceived novelty (epistemic) value was included in an extended version of 

PERVAL to capture an arousal of curiosity that products or services can evoke (Williams & Soutar, 

2009; Williams et al., 2017). Although novelty value has not been examined extensively in the 

literature, there seems to be a growing consensus about its relevance in food consumption (Choe & 

Kim, 2018; Perrea et al., 2017; van Trijp & van Kleef, 2008). Thus, the inclusion of novelty value 

would provide a more integrated perspective of value drivers on consumers’ behavioural intentions 

in a retailing context.  

Overall, both functional and economic value pertain to utilitarian-related product evaluation, 

whereas emotional, social and novelty values are associated with the social-psychological aspects of 

product evaluation. The section below explains which product evaluation could be triggered by 

different label cues.  
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2.6.3.1 Utilitarian-related values 

2.6.3.1.1 Functional value  

Functional value is defined as the utility acquired from the perceived quality and expected 

performance of a product (Sheth et al., 1991; Sweeney & Soutar, 2001). It is often regarded as a 

primary driver of consumers’ choices (Williams & Soutar, 2009). A product’s functional value is 

related to its ability to satisfy consumers’ basic needs (Keller, 2001), where utility is typically derived 

from the perceived quality and expected performance of a product (Sweeney & Soutar, 2001). 

Functional product attributes are commonly associated with quality, reliability, and durability 

(Williams & Soutar, 2009). In the context of food purchases, such product label cues as origin labels 

or health claims, represent quality signals that allude to taste (Machiels & Karnal, 2016), safety (Hall 

& Osses, 2013), and healthiness (Van Kleef et al., 2005) of food products, which may thus evoke 

functional value.  

2.6.3.1.2 Economic value  

Economic value denotes the value received for the price paid corresponding to perceived value for 

money (Bolton & Drew, 1991; Dodds et al., 1991; Zeithaml, 1988). The assessment of a product’s 

economic value is based on the ratio of outputs (cost incurred) and inputs (benefits received), which 

represents a comparison of what is obtained in an exchange relationship (product quality) with what 

is given for the purchase (money) (Holbrook, 1994, 1999; Sánchez-Fernández & Iniesta-Bonillo, 

2009).  

Price is an important indicator typically used by consumers to evaluate the economic value of 

products (Brucks et al., 2000; Dodds et al., 1991). Economy theory posits that price is a monetary 

measure of the amount of sacrifice needed to purchase a product, thus, higher prices negatively 

influence product evaluation and purchase intentions (Lin et al., 2007; Mitra, 1995). Based on the 

price-perceived quality relationship perspective, some researchers (Gijsbrechts, 2000; Rao & Monroe, 

1989; Zeithaml, 1988) suggested that price can be used as a cue for inferring quality during product 

evaluation.  However, as consumers favour products that maximise their utility (Zeithaml, 1988), if 
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a product’s price is perceived to be too high, it may still be considered to have poor value despite its 

high quality.   

Economic value perception is highly personal and idiosyncratic (Holbrook, 1994). Previous 

research has shown that international markets are willing to pay more for specific product attributes 

when it comes to food purchases. For example, when purchasing honey, American consumers were 

willing to pay a premium price for unique floral sources (Swanson & Lewis, 1991; Unnevehr & 

Gourzou, 1998). Malaysian consumers were willing to pay more for health-related attributes of honey 

(Yeow et al., 2013), whereas Italian consumers were willing to pay more for local honey compared 

to imported honey (Cosmina et al., 2015). Label cues can signal various attributes of food products 

(e.g., brand reputation and health-related benefits etc.) that consumers are willing to pay for, thus 

elicit economic value perception.   

2.6.3.2 Socio-psychological-related values 

2.6.3.2.1 Emotional value  

Emotional value reflects a product’s ability to arouse feelings or emotional (affective) responses, such 

as enjoyment or pleasure (Sheth et al., 1991). Emotional responses represent the feelings consumers 

experience, which may be favourable or unfavourable and may vary in their intensity (Derbaix et al., 

1998; Sanchez et al., 2006). Consumers’ product evaluation is based not only on their assessment of 

price and quality but may also be influenced by emotional responses (Bagozzi et al., 2016; Khan & 

Mohsin, 2017; Laros & Steenkamp, 2004). Furthermore, purchase decisions that are based on deep 

emotional connections tend to drive customer loyalty (Godovykh & Tasci, 2020; Lee et al., 2011).  

Consumers’ emotional responses have been researched extensively, with some studies 

examining emotional responses towards advertisements (Escalas & Stern, 2003), consumption of 

particular products (Dubé et al., 2003; Khan & Mohsin, 2017), and their influence on behavioural 

outcomes (e.g., purchase intention, intention to recommend and travel intention) (de Morais 

Watanabe et al., 2020; Hosany et al., 2017; Williams & Soutar, 2009). Another stream of research 
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has explored specific forms of emotional responses, such as surprise (Derbaix & Vanhamme, 2003) 

and anger (Bougie et al., 2003) in relation to word-of-mouth and service dissatisfaction, respectively.    

In the food context, emotional value corresponds to an extent of pleasure, indulgence or 

happiness a consumer may feel while consuming a product (Renner et al., 2012). It is well established 

that emotional responses can be elicited from the benefits consumers derive from consuming food 

products (Cantin & Dubé, 1999; Christensen & Redig, 1993; Macht & Simons, 2000). Previous 

research has shown that consuming certain types of food can provide emotional comfort (Dallman et 

al., 2003; Dubé et al., 2005; Hill et al., 1991). Consumption of high-calorie sweet foods, such as 

chocolate, ice cream, cookies alleviate negative emotions under stress (Dess et al., 1998; 

Drewnowski, 1995; Oliver et al., 2000). Wine has also been shown to elicit feelings of ‘hedonic 

pleasure’ (Barrena & Sánchez, 2009; Do et al., 2009). Furthermore, such wine label cues as ‘vintage’ 

and ‘wine type’ trigger such emotional responses as fun, pleasure and enjoyment (Barrena & Sánchez, 

2009).  

2.6.3.2.2 Social value  

Social value refers to the utility derived from a product’s ability to enhance one’s social self-image 

(Sheth et al., 1991). Products possess symbolic meanings that go beyond tangible attributes of 

perceived quality or price (Havlena & Holbrook, 1986). Branding literature often emphasizes the 

importance of social image, social role and symbolic meaning of brands because the possession of 

branded products provides consumers with means to express themselves or their ideal selves in a 

public domain (Ajitha & Sivakumar, 2017; Albrecht et al., 2013; Reyes-Menendez et al., 2021).  

According to “Veblen effects” theory, consumers will pay a higher price for a functionally 

equivalent product to advertise their wealth to achieve greater social status (Bagwell & Bernheim, 

1996; Leibenstein, 1950; Veblen, 1899). Purchases of goods/services shared with others (e.g., gifts, 

products used for entertainment) are often driven by social value (O'cass & McEwen, 2004). Luxury 

brands also tend to imbue a certain symbolic identity (e.g., wealth, exclusivity, power) within a given 
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society, and thus serve as a symbolic marker to demonstrate one’s professional position or social 

status (Li et al., 2012; Nia & Zaichkowsky, 2000).   

Previous research on social value has been primarily carried out on luxury brands (Ajitha & 

Sivakumar, 2017; Reyes-Menendez et al., 2021; Yoo & Park, 2016). Past literature on food purchases 

has primarily focused on product quality as a solution to enhance consumers’ evaluation of brands 

and motivate them to pay a premium (Ghose & Lowengart, 2001; Steenkamp et al., 2010). However, 

recently, due to the increasing cases of imitation (Verhoef et al., 2002) and adulteration (Everstine et 

al., 2013), the quality of food products provided to consumers has been gradually eroded and it is 

becoming increasingly difficult to sustain a competitive advantage solely based on product quality.  

Although research that examines social value in the food product context is limited, some 

evidence suggests that social value can be derived from food (Anselmsson et al., 2014; Anselmsson 

et al., 2007; Tikkanen & Vääriskoski, 2010). For example, Western wine brands are typically 

favoured by consumers from developing countries, such as China, especially on social and cultural 

occasions, such as gift-giving (Liu & Murphy, 2007; Shi et al., 2011; Wang & McCluskey, 2010). It 

has been also reported that Western wine brands are more likely to be approved by gift recipients as 

they are perceived to imbue quality and prestige status (Hu et al., 2008). Hence, these findings suggest 

that social value is an important utility of food purchases.  

2.6.3.3.3 Novelty value  

Novelty value is the perceived utility that consumers derive from an ability of a product or service to 

arouse curiosity, provide novelty and/or satisfy desire for knowledge (Sheth et al.,1991).  Novelty is 

frequently used to entice the trials of new products and services due to its ability to arouse curiosity 

and interest towards new products (Pihlström & Brush, 2008).   

Although some individuals fear trying new and unfamiliar food (Baah et al., 2019; 

Lähteenmäki & Arvola, 2001), novelty value of a food product can entice consumers known as 

novelty seekers or variety seekers to trial new foods because they enjoy trying something new or 
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different (Luomala et al., 2004; Pihlström & Brush, 2008). Overall, due to the proliferation of food 

products/brands and the ever-increasing popularity of ethnic cuisines, novelty-seeking behaviour is 

becoming more prevalent in the food consumption context. For example, consumers may try out local 

cuisines while travelling or make an unplanned purchase of a newly launched snack in supermarkets 

(Novak et al., 2003; Van Trijp & Steenkamp, 1992). Hence, these studies suggest that novelty value 

could influence consumers’ food purchase behaviour.  

2.6.4 Product value perceptions and its consequences  

2.6.4.1 Product value and willingness to pay a premium price 

Willingness to pay a premium price denotes the maximum amount of money a consumer is willing 

to spend on a product or service (Cameron & James, 1987; Wertenbroch & Skiera, 2002). It reflects 

the value that an individual assigns to a product/consumption experience in monetary units (Homburg 

et al., 2005). Consumers’ willingness to pay more has been studied extensively in marketing in studies 

focusing on advertising (Kalra & Goodstein, 1998), pre-test markets (Cameron & James, 1987), eco-

tourism (Bhandari & Heshmati, 2010) and luxury branding (Li et al., 2012). The amount of money 

that consumers are willing to pay would depend on both the perceived value of a product and the 

price charged for similar or related products (Monroe, 2002; Simonson & Drolet, 2004). Once 

consumers decide to make a product purchase, they are required to decide what to buy and how much 

they are willing to pay. This can turn into a complex process as consumers encounter products that 

have different attributes (e.g., brands, COO) (Battman et al., 1998; Simonson, 1999). Thus, they 

would need to determine what combination of product attributes communicated via label cues and 

price offer the best solution (Simonson & Drolet, 2004).  

Understanding consumers’ willingness to pay a premium price is critical in estimating demand 

and designing optimal pricing strategies (Wertenbroch & Skiera, 2002). Past research has examined 

willingness to pay a premium price for food products such as organic food (Napolitano et al., 2010), 

beef (Angulo & Gil, 2007), genetically modified food (Delmond et al., 2018) and wine (Skuras & 

Vakrou, 2002). A few studies have also indicated that consumers’ willingness to pay a premium price 
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for food products can be based on value perceptions such as functional (quality and safety) (Angulo 

& Gill, 2007), healthiness (Hartmann et al., 2018), organoleptic characteristics (taste/aroma) 

(Krystallis & Chryssohoidis, 2005) and social value (e.g., branded food products) (Anselmsson et al., 

2014). However, there is still a dearth of literature that has examined the relationship between product 

value perceptions and willingness to pay a premium price, especially in the context of food 

purchasing.  

2.6.5 Brand logos  

A logo refers to a visual symbol that a company uses to identify itself or its products (Henderson & 

Cote, 1998). A brand logo is one of the most salient and critical visual elements of a brand (Wallace, 

2001), which plays a vital role in organisations’ communication spanning advertisements, 

sponsorship, business cards, and packaging (Henderson et al., 2003). As logos are often the first point 

of exposure to a brand, they facilitate brand identification, differentiating brands from their 

competitors (Janiszewski & Meyvis, 2001; MacInnis et al., 1999; Melewar & Saunders, 2000).  

          Well-designed logos also play a critical role in influencing consumers’ perception of brands as 

they communicate to stakeholders meaning independent of verbal communication (Andriopoulos & 

Gotsi, 2001). Past research has shown that logo designs can generate emotions and convey brand 

meaning (Van der Lans et al., 2009), consequently fostering brand commitment (Japutra et al., 2015, 

2018; Park et al., 2013).  Thus, many organisations recognize the importance of logos investing 

extensively in brand logo creation (Hagtvedt, 2011). According to Business Insider (2013), Accenture 

spent $100 million in the year 2000 on logo design. It was also reported that PepsiCo and BP have 

spent $1 million and $211 million to redesign their logos in 2008, respectively.  

       Brand logos consist of several design elements, ranging from typography elements, which 

include wordmarks (e.g., Sony) and stylized letter marks (e.g., Coca-Cola), to image-driven elements, 

such as pictorial marks (e.g., Apple) (Kim & Lim, 2019). Logos are designed in various shapes 

(Pittard et al., 2007; Zhong et al., 2018) and colours (Hynes, 2009; Ridgway & Myers, 2014). 

Specifically, a pictorial logo is one of the most prominent features of a brand logo – it personalizes a 
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brand and provides consumers with a sense of connection that may be more effective than a brand 

name alone (Maclnnis et al., 1999). Moreover, pictorial logos communicate visually and, thus, help 

brands transcend language barriers (Kohli & Suri, 2002).  

         Pictorial logos are commonly illustrated in two main forms: 1) naturalistic – which designates 

logos depicted using biological elements, such as plants or animals (Machado et al., 2015) and 2) 

anthropomorphic – which designates logos depicted using cartoon characters (Brown, 2010; Hosany 

et al., 2013).  

2.6.5.1 Anthropomorphic Logo 

Anthropomorphism refers to an attribution of human characteristics and features (physical, 

behaviours, motivations, mental states, or emotions) to nonhuman creatures, objects, or abstract 

concepts (Epley et al., 2007). Anthropomorphism is a phenomenon that permeates human judgement 

and is prevalent in almost all cultures and aspects of human life, such as religion, art, storytelling, or 

literature (Wan & Aggarwal, 2015). Mankind has an innate tendency to see the ‘human’ in natural 

events and non-animated objects (Guthrie, 1995), because it helps people make sense of the world, 

facilitating their learning about unfamiliar objects and satisfying their desire for social connection 

(Epley et al., 2007; Guthrie, 1995).  

In marketing, brands are often strategically humanized to encourage consumers to think of 

them as humans, which represents a marketing strategy for many products and services (Kim & 

Swaminathan, 2021). The use of anthropomorphic brand logos is prevalent and can be seen on many 

products, such as Pringles, Pillsbury Doughboy and Michelin Man. Anthropomorphic brands can 

possess human physical characteristics (facial features) (Han et al., 2019) as well as display facial 

expressions (Landwehr et al., 2011) and personality traits (Delbaere et al., 2011). Anthropomorphic 

representations form perceptions of a brand as if it was a living agent with its own intentions, 

motivation and emotions (Delgado-Ballester et al., 2019).  
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Brands are also believed to possess distinctive human-like personality traits (Aaker, 1997). 

Some prior studies have shown that anthropomorphised brands are more distinctive, memorable, and 

likeable (e.g., the round headlights used on Volkswagen Beetle give it a friendly look) (Aggarwal & 

Mcgill, 2012). Consumers may develop relationships with brands and form distinctive communities 

around brands (Fournier, 1998; Muniz & O'guinn, 2001) as a result of brand personification via 

anthropomorphism (Chen, 2017; Guido & Peluso, 2015; Puzakova et al., 2009).   

Table 2.4 provides a summary of prior research on anthropomorphism. Overall, Table 2.4 

shows that most of the previous research indicates that anthropomorphism has a positive influence 

on advertisements’ effectiveness (Hart & Royne, 2017), such as developing positive attitudes towards 

products (Aggarwal & McGill, 2007; Landwehr et al., 2011), eliciting strong purchase intentions 

(Laksmidewi et al., 2017), and reducing brand switching (Chandler & Schwarz, 2010).   
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Table 2.4. Representative studies on anthropomorphism in marketing 

 

Authors 

 

 

Designs and Operationalisation 

 

Context 

 

Consequences 

 

Connell (2013)  

 

Manipulation of different animal images- Perceived similarity to 

humans)- Animal cartoon images.  

 

Animal Mascot 

 

Brand connection  

   Affect 

 

Hart & Royne (2017) 

 

Experimental Design:  

 

Direct Anthropomorphic: A car with eyes and grill as a smile 

  

Direct Non-anthropomorphic: A normal sketch of the car 

 

Indirect Anthropomorphic: A car with crowd taking photograph 

of it as if it was a human celebrity 

 

Indirect Non-Anthropomorphic: A car on a road 

 

Advertisement 

 

Attitude towards the 

brand  

Attitude towards the 

advertisement. 

 

Delbaere et al., (2011) Experimental Design:  

 

Anthropomorphic Condition: Advertisements with pictures of 

products engaged in human behaviour 

 

Non-Anthropomorphic Condition: Advertisements with a visual 

metaphor (same as the anthropomorphic ones), but the picture of 

the product was not anthropomorphised.  

 

       

Advertisement  

Emotional response 

Brand personality 

attribution  

Brand attitude 
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Wen Wan et al., (2017) Experimental Design:   

 

Anthropomorphic condition: The product was framed with 

human-like descriptions written in first-person language (“I am a 

new member of my dehumidifier family”). 

 

Non-anthropomorphic condition:  product description written in 

third person and more formal language (“This is a new machine in 

the dehumidifier product line”).  

Advertisement Amount of time and 

money spent 

searching for 

attribute-related 

information. 

Product preference  

Purchase intention  

Aggarwal & Mcgill, 

2007 

Experimental Design:  

 

Anthropomorphic prime condition: Product description written 

in first person to prime human schema of a product as family 

(“We are family”). 

 

Non-anthropomorphic prime condition: product description 

written in third person and more formal language (“our product 

line”).   

Product 

(Beverage) 

Affect 

Product evaluation  

Laksmidewi et al., 2017 Experimental Design:  

 

Anthropomorphic condition: product (Anti-influenza medication 

depicted as a hero character) fighting off horrific green human-

like monsters.  

 

Non-anthropomorphic condition:  no hero character and product 

name described verbally (“anti-influenza”). 

 

 

Television 

(Advertisement) 

Perceived product 

efficacy 

Purchase intention 
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2.6.5.2 Naturalistic logo 

Naturalistic logo design reflects the degree to which it depicts “biological objects”, which refers to 

the objects from the natural world (animals, flowers, fruits, landscapes) (Henderson & Cote, 1998; 

Machado et al., 2015). Humans’ preference for naturalistic design can be explained by biophilia 

theory, which denotes that mankind has an innate tendency to affiliate with life and life-like processes 

(Kellert & Wilson, 1993; Myers Jr et al., 2004; Wilson, 1984). Researchers believe that this proclivity 

arises from an evolutionary process developed during environmental adaptation starting from 

approximately 1.8 million years ago to the emergence of modern human civilizations around 100,000 

years ago (Buss, 2019; Riaz et al., 2018).  

Since mankind has evolved to co-exist in the environment with other biological elements, 

humans developed “biologically in-wired preferences” for designs reflecting natural principles 

(Norman, 2004; Veryzer, 1999). Notably, the theory of biophilia does not just posit a relationship 

between naturalistic stimuli and human responses but also suggests that these responses have a partly 

genetic basis and are likely to occur across cultures (Ulrich, 1993). Naturalness is a critical design 

dimension that influences consumers’ cognitive and affective responses not only to architectural 

designs (many shopping malls incorporate natural designs to enhance the shopping experience and 

mall image) (Ortegón-Cortázar & Royo-Vela, 2019; Rosenbaum et al., 2018; Tifferet & Vilnai-

Yavetz, 2017), but also logo designs (Henderson, Cote, Leong, & Schmitt, 2003; Torres et al., 2019).  

` Table 2.5 provides a summary of key studies that have examined naturalistic design in the 

marketing domain. Table 2.5 shows that although studies on naturalistic designs in marketing are 

limited, some studies have indicated that naturalistic logos that depict natural elements (animals or 

landscapes) are generally more recognizable (Henderson & Cote, 1998), trigger more positive 

emotional responses toward such logos (Machado et al., 2015; Torres et al., 2019), and foster positive 

brand impressions (Orth & Malkewitz, 2008) compared to logos that depicted manufactured (non-

natural) objects.
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Table 2.5 Representative studies on naturalistic designs in marketing 

 

Authors 

 

 

Designs and Operationalisation 

 

Context 

 

Consequences 

 

Machado et al., (2015) 

 

Experimental Design:  

 

Abstract: Design depicts objects that have no connection with the 

real world and are artificially constructed (square, rectangles, 

triangles). 

 

Culture: Design depicts manufactured/industrialised objects 

(building, furniture and transport vehicles). 

 

 Natural: Design depicts objects from natural world (flowers, 

landscape and animals) 

 

 

 

Brand logo 

 

Affect 

Logo recognition 

Torres et al., (2019) Experimental Design:  

 

Abstract: Design depicts objects that have no connection with the 

real world and are artificially constructed (square, rectangles, 

triangles). 

 

Culture: Design depicts manufactured/industrialised objects 

(building, furniture and transport vehicles). 

 

 Natural: Design depicts objects from natural world (flowers, 

landscape and animals) 

Brand logo   Logo appeal 

Affect 
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Henderson & Cote 

(1998) 

Experimental Design:   

 

Naturalistic: Design depicts commonly experienced object from 

natural world (flowers, landscape and animals) 

 

Harmony: Design depicts a congruent pattern or arrangement of 

parts that combines symmetry and balance which captures good 

design from a Gestalt perspective.  

 

Elaborate: Design that captures its richness and the ability to use 

simple lines to capture the essence of something. It is comprised 

of complexity, activeness, and depth.  

 

Parallel design: Design consists of multiple lines or elements that 

appear adjacent to each other. 

 

Repetition of elements: Design consists of certain elements that 

are similar or identical to one another.  

 

Proportion: Design depicts the relationship between the 

horizontal and vertical dimensions.  

 

Round designs: Design consists of curved lines and circular 

elements.  

 

 

Brand logo  Recognition 

(true/false) 

Familiar meaning  

Affect   

Tempesta et al., (2010) Experimental Design:  

 

Evocative landscape: Design depicts historical buildings (castle, 

church) placed in vineyard background. 

 

Traditional landscape: Design depicts vineyards cultivated on 

small plots of land with scattered hedges, meadows and tress.  

 

Product 

(Wine) 

Percevied quality 

Product 

evaluation  
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Modern Landscape: Design depicts modern large-scale 

vineyards cultivated on large plots.  

 

Degraded landscape: Design depicts modern 

buildings (industrialized wineries, modern dwellings) are visible 

in the vineyard background).   
 

  

Orth & Malkewitz 

(2008) 

Experimental Design:  

 

Naturalistic: Design depicts commonly experienced object from 

natural world (flowers, landscape and animals). 

 

Harmony: Design depicts a congruent pattern or arrangement of 

parts that combines symmetry and balance which captures good 

design from a Gestalt perspective.  

 

Elaborate: Design that captures its richness and the ability to use 

simple lines to capture the essence of something. It is comprised 

of complexity, activeness, and depth.  

 

Packaging Brand impression  
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2.6.6 Processing of pictorial logos: Picture superiority effect and associative priming theory 

Different cognitive processing may occur contingent on different forms of branding design elements 

(textual information versus pictorial) that marketers use. According to the literature (see Paivio, 1971 

and 2007’s dual coding theory), humans process textual information and pictorials via two 

independent cognitive subsystems – verbal system for processing of textual information and imagery 

system for image processing. Some studies have also observed the differences between these two 

types of information processing in terms of hemispheric lateralisation, indicating that the processing 

of textual information exhibits left-brain dominance, while the processing of pictorials exhibits right-

brain dominance (McKeever & Huling, 1971; Rizzolatti et al., 1971). More recent studies on brain 

imaging have confirmed that textual and pictorial information are processed in different parts of the 

brain and these two mental subsystems function independently from each other (Childers & Jiang, 

2008).  

Past research has also shown that the processing of pictorials forms vivid mental presentations 

(also known as imagery) in the working memory, which is more effective in facilitating information 

retrieval from memory compared to textual information (Childers, 1986; Childers & Houston, 1984; 

Costley & Brucks, 1992). Image processing is multi-sensory, which means that is able to evoke 

various senses, such as sight, taste, and smell (Lwin et al., 2010). Hence, a pictorial evokes imagery 

that “concretizes” a stimulus (e.g., a product), facilitating the activation of product-related 

information from consumers’ memory which is also known as ‘picture superiority effect’ (Childers 

& Houston, 1984; Hockley, 2008; Unnava & Burnkrant, 1991).   

Past research has extensively examined consumers’ processing of pictorial and textual 

information, pointing to the presence of the ‘picture superiority effect’ across various contexts that 

used images, such as advertisements (Kim et al., 2019), online reviews (Yang et al., 2017) and social 

media marketing (Filieri et al., 2021). Prior studies have also shown that pictorials are readily 

imaginable and are more distinctive than text (Meyvis et al., 2012). Moreover, image processing is 
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more effective in influencing attitude formation and purchasing intention (Babin & Burns, 1997; 

Fennis et al., 2012; Kim & Lennon, 2008).  

Based on these studies on pictorial designs, it is plausible that well-designed pictorial logos 

can help brands become more salient in the minds of consumers, facilitating favourable product 

evaluations and purchasing behaviours. However, this can occur only when images prompt 

consumers to infer the desired attributes from the pictorial analogous to priming. Associative priming 

occurs when consumers’ exposure to a stimulus (texture, verbal and visual concept) that on a 

subconscious level increases the availability of a specific type of information, which activates another 

concept stored in the memory (Collins & Loftus, 1975; Postman & Keppel, 1970). The activation of 

stored information by associative priming increases the likelihood of consumers using this 

information to interpret events or objects (e.g., a product), influencing consumers’ responses (Baxter 

et al., 2018; Janiszewski & Wyer, 2014; Mandel & Johnson, 2002). Past research has shown that 

associative priming can be used to evoke favourable outcomes from consumers by means of music 

(North et al., 2016), text (Chartrand et al., 2008), images (Mandel & Johnson, 2002), or colour (Baxter 

et al., 2017).  For example, exposure to prestige brand names makes consumers attribute greater 

prestige associations to a product (Chartrand et al., 2008) or infer brand personality from colour 

(Baxter et al., 2017).  

Applying associative priming to a brand logo context, it is proposed that when the concepts 

and meanings associated with the image depicted by a pictorial logo (e.g., an anthropomorphic or a 

naturalistic design) are coupled with an unknown product (an Australian branded honey), those 

associations regarding the pictorial logo transfer or become associated with the unknown the product; 

ultimately influencing product-related evaluations such as value perceptions.        

2.6.7 Anthropomorphic and naturalistic logos: product value and its consequences 

Drawing on associative priming theory, anthropomorphic and naturalistic designs can act as a prime 

that triggers product-specific thoughts in consumers’ minds evoking product value perceptions 

without their conscious awareness (Aggarwal & McGill, 2012; Meyers-Levy, 1989; Shen & Chen, 
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2007), subsequently influencing their willingness to pay a premium price. Moreover, due to 

differences in their visual presentation, anthropomorphic and naturalistic logos may also differ in 

their effectiveness in influencing the relationship between product value perceptions and consumers’ 

willingness to pay a premium price. 

  Some studies (e.g., Hartmann et al., 2009; Machado et al., 2015) have shown that naturalistic 

designs that feature various aspects of the natural environment (e.g., sceneries and animals) can evoke 

positive emotions. However, stronger positive emotions could be elicited by anthropomorphism 

logos. Prior studies have shown that people tend to react favourably towards anthropomorphic designs 

(e.g., spokes character) (Hellen & Sääksjärvi, 2013) due to their neotenous (round and childlike) 

facial features that elicit positive emotions of cheerfulness and warmth (Hosany et al., 2013). Ample 

research has also shown that anthropomorphising the appearance of products or brands can have a 

positive influence on consumers’ affective-related responses, such as emotions and affinity towards 

a product (Kim & Swaminathan, 2021; Landwehr et al., 2011), brand love (Delgado-Ballester et al., 

2019), brand liking (Aggarwal & McGill, 2012), and brand affect (Payne et al., 2013). With the 

employment of anthropomorphism theory to the food context, it is plausible that an anthropomorphic 

logo can act as a prime that activates thoughts of adorable cartoon characters in consumers’ minds, 

which in turn evoke stronger emotional value towards a product via a feeling of happiness or pleasure 

than a naturalistic logo.  

Distinctiveness theory posits that certain facets in the environment are more effective in 

capturing people’s attention as they are perceived to be different compared to other stimuli (McGuire, 

1984). Moreover, the conceptualisation of creativity is associated with artistic, uniqueness and 

divergence of thought (Ang et al., 2007; Smith & Yang, 2004). Drawing upon these theories, a 

creative marketing stimulus such as an anthropomorphic brand spokes character contains elements of 

uniqueness and creativity as it tends to possess atypical characteristics that are distinctive from other 

types of marketing stimuli that are ubiquitous (e.g., a naturalistic design that depicts commonly 

experienced agents such as humans or animals) (AHCng et al., 2007; Phillips & Lee, 2005; Smith & 
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Yang, 2004). Prior research has also shown that advertisements that feature anthropomorphic 

(cartoon) characters are generally perceived to be more novel as they are regarded to be more 

distinctive and creative than non-anthropomorphic ones (Heiser et al., 2008). Since the depiction of 

naturalistic logos will activate thoughts of commonly experienced objects (e.g., human endorsers), 

and which are commonly on product advertisements, it is expected that the priming of an 

anthropomorphic logo is more effective in eliciting the novelty value of a product than a naturalistic 

logo.   

Although anthropomorphic characters have been used to promote high-involvement products, 

such as cars (Aggarwal & McGill, 2007) and insurance (Sheehan et al., 2020), the majority of cartoon 

characters are still predominantly used for children-related packaged food (Niemyjska et al., 2021; 

Veer, 2013). Hence, most consumers may view anthropomorphic brands to be ‘childish,’ 

undervaluing products’ utilitarian benefits (Hart & Royne (2017). Based on the preceding discussion, 

naturalistic brand logos may be more effective in eliciting utilitarian-related values (functional value 

and economic value) for a functional food product such as honey than anthropomorphic logos.  

Past research on naturalistic design has mainly focused on the positive effect of nature on 

human’s physical and psychological well-being (Dannenberg et al., 2003; Davis & Stamps, 2004; 

Frumkin, 2003), whereas its influence on product evaluations and behavioural intentions (willingness 

to pay a premium price) is limited. However, scant studies (e.g., Sáenz-Navajas et al. 2013; Tempesta 

et al. 2010) have reported the positive influence of naturalistic design on functional value (perceived 

quality) on product evaluations. For instance, Tempesta et al. (2010) have shown that naturalistic 

design label depicting vineyards cultivated on small plots of land with hedges, meadows, and trees, 

has a significant positive effect on consumers’ perceptions about wine quality and their preferences 

compared to non-naturalistic label design depicting modern industrialized wineries. Given the 

association between nature and quality perception (Sáenz-Navajas et al. 2013; Tempesta et al. 2010), 

a naturalistic logo can prime thoughts relating to the natural environment in which a product was 

produced, triggering nature associations and perceptions of high-quality. Therefore, a naturalistic 
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logo depicted by a photo-realistic bee would be more effective in eliciting functional value than an 

anthropomorphic logo depicting a cartoon bee. Furthermore, as economic value is tantamount to 

product quality received for the price paid or perceptions of value for money (Sheth et al., 1991; 

Sweeney & Soutar, 2001; Zeithaml 1988), a naturalistic logo could also evoke higher products’ 

economic value.   

Despite the potential of pictorial logos to evoke favourable value perceptions, many 

businesses design logos without any guidelines or proven techniques. As a result, managerial 

implications of anthropomorphic and naturalistic logos for consumers’ product evaluations and 

behavioural intentions remain limited (Henderson & Cotes, 1998).  

Although the use of anthropomorphic and naturalistic logos is ubiquitous, it is surprising that 

no study has examined the differential effects of these pictorial logos on the relationship between 

product value perceptions and consumers’ willingness to pay a premium price. This study posits that 

different pictorial logo designs (anthropomorphic logo vs naturalistic logo) would differ in their 

effectiveness in eliciting certain value perceptions, which consequently would have a differential 

effect on willingness to pay a premium price. 

Considering that not every product can be fully experienced before they are purchased and 

consumed, the formation of favourable product values that prompt product purchase via pictorial 

brand logos such as anthropomorphic and naturalistic logos would play a critical role in persuasion 

strategy. Therefore, Study 2 (Chapter Four) was undertaken to address the following research 

objectives:   

1. To investigate the impact of pictorial brand logos (anthropomorphic and naturalistic 

logos) on the relationship between product value perceptions (functional value, 

economic value, emotional value, and novelty value) and consumers’ willingness to 

pay a premium price for food products such as honey. 
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2. To examine the relative effects of an anthropomorphic logo and a naturalistic logo on 

these relationships.  

2.7 Theoretical background of Study 3 

2.7.1 Geographical labels: Product value and other behavioural outcomes   

Product assurance-related label cues, such as geographical labels (COO and ROO cues), are generally 

used by consumers as proxy indicators for various benefits associated with food products such as 

quality and safety (Chamorro et al., 2015; Marcoz et al., 2016; Umberger et al., 2003) as well as 

social-related benefits (e.g., prestige and social recognition) (Balestrini & Gamble, 2006; Camillo, 

2012; Hu et al., 2008), which ultimately influence their purchase decisions. In this regard, we posit 

that COO and ROO cues could also lead to the formation of specific product-related perceptions 

(value perceptions and product authenticity), which influence consumers’ behavioural intentions 

(purchase intention and willingness to pay a premium price). Given that personal health has become 

an important concern for consumers during the current Covid-19 pandemic (Aksoy et al., 2021; 

Cranfield, 2020; Zwanka & Buff, 2021), consumers’ health consciousness could also influence 

consumers’ product evaluations and purchase behaviours of food products such as honey. The 

following sections provide a review of literature relating to the relationships between product value 

perceptions, product authenticity, and consumers’ behavioural intentions (purchase intention and 

willingness to pay a premium price). The impact of geographical labels (COO and ROO cues) and 

health consciousness on the above-mentioned relationships will also be discussed in detail.  

2.7.2 Product value perceptions and purchase intention  

Purchase intention refers to the likelihood that consumers will plan or be willing to purchase a certain 

product or service in the future (Martins et al., 2019; Wu et al., 2011). Purchase intention represents 

an important construct in marketing literature because it is predictive of consumers’ future purchasing 

behaviour (Ajzen & Fishbein, 1975; Kalwani & Silk, 1982; Morwitz, 2014). The concept of purchase 

intention has been empirically examined in various areas, such as new product testing (Tuu & Olsen, 
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2012), forecasting sales (Infosino, 1986), advertising research (Banik & Dhar, 2021) and market 

segmentation (Qing et al., 2012).   

The creation of favourable product value perceptions is a crucial prerequisite for purchase 

intention (Sweeney & Soutar, 2001). In particular, the positive relationship between product value 

perceptions on consumers’ purchase intention has been reported in studies focusing on mobile apps 

(Hsiao & Chen, 2016), souvenirs (Lin & Wang, 2012), luxury brands (Dall’Olmo Riley et al., 2015), 

hotel booking (Lien et al., 2015), or apparels (Chae et al., 2020). When it comes to food purchases, 

scant studies have shown that consumers’ desire to purchase food may depend on the value 

perceptions elicited by a specific food product. For example, Wang (2010) has shown that economic 

value and emotional value have a positive influence on consumers’ purchase intention of snack food. 

Also, Lee and Hwang (2016) have found that functional value and economic value have a positive 

influence on the purchase intention of organic food.  

2.7.3 Product authenticity as a mediator  

The study of authenticity originated in the 1980s (Timothy & Boyd, 2006) and to this day continues 

to drive research, as well as the debate around consumer experiences. The search for authenticity is 

“one of the cornerstones of contemporary marketing” (Brown, Kozinets & Sherry, 2003, p.21). 

Specifically, product authenticity has emerged as a consumer-desired attribute that reflects a 

perception of a product as being original, genuine, or unique (Bruhn et al., 2012). Authenticity helps 

companies create a strong point of differentiation in the age of similar and undifferentiated products 

offerings (Beverland, 2005; Dwivedi & McDonald, 2018). The demand for authentic products may 

be also attributed to increasing consumer mistrust of businesses (Mazutis & Slawinski, 2015; Morhart 

et al., 2015).  

Product authenticity is a dynamic concept with several theoretical perspectives, but there is 

little agreement on its nature or conceptualisations among academics and marketers. Some 

researchers consider product authenticity as an inherent characteristic of a product itself, such that 

authenticity is inferred from the evident or objective attributes of a product (objective authenticity) 
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(Leigh et al., 2006; Reisinger & Steiner, 2006). For example, a branded handbag that says that it is 

made in France (via its COO cue) would be commonly perceived as authentic. Based on the 

objectivist perspective, evaluation of products as authentic or inauthentic relies on objective criteria 

that require objects to be manufactured or designed by local people using traditional methods. Due to 

its association with a historical period or spatial origin, authenticity becomes imbued onto the object 

(Grayson & Martinec, 2004).  

An alternative perspective on product authenticity regards it as highly subjective, which 

cannot be objectively determined (constructive authenticity) (Belhassen et al., 2008; Ewing et al., 

2012; Su, 2018). According to the constructivist perspective, authenticity is socially constructed 

based on what is observed rather than what is inherent in a product (Beverland, 2006; Grayson & 

Martinec, 2004; Rose & Wood, 2005). For example, a French branded handbag may be considered 

to be authentic because of its brand origin and design, even though it was manufactured in other 

countries. The differences in perspectives of authenticity have led to various conceptualisations of 

this construct (Table 2.6). Some researchers (Lacœuilhe et al., 2017; Newman & Dhar, 2014; 

Schallehn et al., 2014) have treated authenticity as a unidimensional construct that can be assessed 

by objective product attributes, whereas others (Beverland, 2006; Beverland et al., 2008; Napoli et 

al., 2014) have defined authenticity as a multi-dimensional construct that considers both objective 

and subjective product attributes.  

Beverland et al., (2008) have identified three forms of authenticity: pure, approximate, and 

moral authenticity in the context of Trappist beer. Pure authenticity requires a verifiable link between 

a product and traditions associated with the manufacturing process and product origin. Approximate 

and moral authenticity correspond to the subjective aspects of the concept, in which the authenticity 

of a product is inferred from the impression or feelings the product evokes. Hence, a product is 

perceived to be authentic as long as it suggests the presence of traditions in terms of producers’ 

motivation, passion and attention paid to product quality (Zhang & Merunka, 2015).   
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 Despite multiple interpretations applied to authenticity, product authenticity is considered to 

represent contrivance rather than reality in the marketing literature (Rose & Wood, 2005). Product 

authenticity is highly subjective as evaluations of authenticity differ across individuals and can be 

formed from a wide range of attributes (Grayson & Martinec, 2004). Hence, the same product can be 

judged as authentic or inauthentic depending on consumers.  

Although there is extensive research on authenticity in marketing and tourism domains, the 

value drivers of product authenticity are less understood, especially in the food product context. Scant 

studies conducted on wine have shown that product authenticity can be formed from attributes such 

as the commitment to quality, emotional attachment to the use of traditional methods of production, 

or relation to place of production (Beverland, 2006; Lacœuilhe et al., 2017). Some studies (e.g., Bruhn 

et al., 2012) have also suggested that product authenticity can be manifested in terms of product 

uniqueness and originality. Hence, the evaluation of various product attribute cues could trigger 

certain value perceptions, which would subsequently affect products’ authenticity.  

Whilst the value drivers of product authenticity are less understood, the rapidly increasing 

scholarship on authenticity has highlighted its critical role in purchasing behaviours as a powerful 

motive for consumption (purchase intention and willingness to a premium price) (Beverland & 

Farrelly, 2010). Previous research has reported a positive relationship between product authenticity 

on purchase intention for souvenirs (Lin & Wang, 2012), online games (Wu & Hsu, 2018) and 

accommodation (Airbnb) (Liang et al., 2018). Although a similar relationship between product 

authenticity and purchase intention for food products has received lesser scholarly attention, a few 

studies have reported a positive effect of product authenticity on purchase intention for terroir food 

products (Spielmann & Charters, 2013) and wine (Pelet et al., 2020), suggesting its relevance in the 

food consumption context. 

Furthermore, tourism research has shown that tourists demand for authentic sites and artefacts 

(Grayson & Martinec, 2004; Olsen, 2002; Park et al., 2019), and they are willing to pay a premium 

price for such authentic travel experiences (Ahn et al., 2021; Kim et al., 2018; Lin, 2017). From a 
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marketing perspective, brands that are perceived to be authentic generally enjoy greater brand equity, 

which can command a higher premium price (Beverland, 2009; Fritz et al., 2017; Kadirov, 2015). In 

the context of food products, some studies have indicated that consumers are willing to pay more for 

authentic food products, where authenticity was inferred from the place of origin (Moulard et al., 

2015; Skuras & Vakrou, 2002), organic cues (Wier & Calverley, 2002) and brand sincerity (Kadirov, 

2015). While existing research that has examined the effects of product authenticity on consumers’ 

willingness to pay a premium price in the food context is limited, the above-mentioned studies 

provide some evidence to support that product authenticity of food products can lead to higher 

willingness to pay a premium price, which should be examined in more detail. 
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Table 2.6 Conceptualisation of authenticity 

 

 

Authors 

 

 

Definition  

 

Conceptualisation 

 

Product Context 

 

  

Consequences 

 

Lacoeuilhe et al., (2017) 

 

Product characteristic that attaches 

product to its origin and 

distinguishes it from other products. 

Authenticity is triggered by 

knowledge of the origin, which can 

be historical, geographic, 

sociocultural, or technical. 

 

 

Unidimensional 

 

Terrior products 

 

Perceived value 

Attachment  

Brand loyalty 

 

Newman & Dhar (2014) 

 

Encapsulates what is genuine, real/or 

true. 

 

Unidimensional  

 

Apparels (jeans) 

 

Willingness to pay  

 

Schallehn et al., (2014)  

 

Refers to original and is contrasted 

with the copy.  

 

Unidimensional  

 

Brand (General) 

 

Brand trust  

Moulard et al., 2020 No definition. Multi-dimensional: 

True-to-ideal (established 

brand essence and product 

category exemplar) 

True-to-fact (explicit and 

implicit claims) 

True-to-self (management, 

employee and customers).  

 

Brand (General) Ability beliefs 

Satisfaction  

Percevied quality 

Trust 

Integrity beliefs  

Benevolence beliefs 

Admiration  
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Becker et al., 2019  No definition. Multi-dimensional:  

Brand Essence  

Brand Heritage 

Realistic Plot 

Message Credibility  

Advertising Ad spending  

Brand sales  

 

Beverland (2005) 

 

No definition. 

 

Multi-dimensional:  

Heritage pedigree  

Stylistic consistency 

Quality commitments 

Relationship to place 

Method of production, 

Downplaying commercial 

considerations 

 

Luxury Wine  

 

No consequence is 

examined 

 

Beverland et al., (2008) 

 

No definition. 

 

Multi-dimensional: 

Pure authenticity: reflects 

consumers’ overall 

impressions about a product’s 

authenticity if it has a strong 

connection to the place of 

origin and strong 

commitment to tradition.  

Approximate authenticity: 

reflects consumers’ overall 

impressions about a product’s 

authenticity authentic if it 

 

Trappist Beer  

 

No consequence is 

examined 
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corresponds to abstract or 

overall traditions.  

Moral Authenticity: reflects 

consumers’ overall 

impressions about producer’s 

motivation, passion, merit or 

attention paid to product 

quality. 

 

 

Grayson & Martinec 

(2004) 

 

Used to describe something that is 

not a copy or imitation. Authentic 

object is believed to be the “the 

original” or “the real thing”.  

 

Multidimensional: Indexical 

Authenticity: triggered by 

factual or spatio-temporal 

link with a cue (e.g., 

COO/ROO cue). Iconic 

Authenticity: triggered by 

objects that are 

reproduced/recreated to 

imbue authenticity. (e.g., a 

sliver piece in a museum gift 

shop is authentic as it looks 

similar to coins made in the 

sixteenth-century Spanish 

colonies) 

 

 

Tourist 

destination 

(Museum)  

 

Perceived 

connection with the 

past 

 

Napoli et al., (2013) 

 

It has been defined in terms of 

sincerity, originality and such 

concepts as natural, honest, simple 

and unspun.  

 

 

 

Multidimensional: Quality 

commitment  

Heritage  

Sincerity  

 

 

 

Brand (General)  

 

Brand trust 

Purchase intentions 

Brand credibility 
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Morhart et al., (2015) 

 

Can be conceived in terms of 

continuity, credibility, integrity and 

symbolism. 

 

Multidimensional: 

Credibility  

 Integrity  

 Symbolism 

 Continuity  

 

Brand (General) 

 

Emotional brand 

attachment 

Word-of- mouth  

Brand choice  

 

Fu et al., (2018)  

 

 

Defined as beliefs, ideas, and 

impressions regarding the 

genuineness, uniqueness, 

workmanship, aesthetics, utility, 

cultural and historical integrity of 

products and their attributes. 

 

Multidimensional: 

Traditional features  

Local production  

Display (accessibility of 

information relating to 

authenticity)  

 

 

 

 

 

 

 

Souvenir 

 

Purchased intention 

Perceived value 
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2.7.4 Health consciousness as a moderator 

Health consciousness can be defined as the degree to which an individual plays an active role in 

maintaining his or her health (Hong, 2009). Specifically, it is a motivational factor that encourages a 

person to enhance or sustain their physical well-being by engaging in health care and preventive 

behaviours (e.g., exercise and healthy-eating) (Mai & Hoffmann, 2015; Michaelidou & Hassan, 

2008). Specifically, prior studies indicate that highly (vs low) health-conscious consumers are self-

conscious about their health and are willing to adopt health-oriented changes in their consumption 

habits (Chen, 2011; Rahamat et al., 2022). As more consumers believe that food contributes directly 

to their health (Niva, 2007), healthiness has become an important determinant of food purchases and 

an indicator of food quality (Chen, 2011; Magnusson et al., 2001).  

Some studies indicate that health consciousness is a key determinant of healthy eating-related 

behaviours such as purchasing of healthy food products (e.g., organic and functional food) (Chen, 

2011; Nagaraj, 2021; Shin & Mattila, 2019) and reading of food labels (e.g., nutritional information) 

(Buhrau & Ozturk, 2018; Choi et al., 2021; Rahamat et al., 2022). However, the effects of health 

consciousness on consumers’ food product evaluations and purchase behaviours could be particularly 

pronounced during cataclysmic events such as the Covid-19 pandemic.  

Global crisis such as the Covid-19 pandemic represents the causative agent of a potentially 

fatal disease that is of unprecedented global public health concern (Rothan & Byrareddy, 2020). 

Covid-19 is a strain of coronavirus that is highly contagious; the reported symptom of the virus is 

primarily acute respiratory distress syndrome which consequently leads to death in most severe cases 

(Fu et al., 2020; Vindegaard & Benros, 2020). Emerging studies have also reported the negative 

impact of Covid-19 infection on other organs, such as the brain (Asadi-Pooya & Simani, 2020; Filatov 

et al., 2020; Nath, 2020).  

The trepidation associated with getting infected by Covid-19 and other related health issues 

has driven consumers to be more health conscious and are willing to adopt healthy-eating behaviours 

(e.g., emphasis on having a nutritional diet) (Cranfield, 2020). Some studies (e.g., Aksoy et al., 2021; 
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Butler & Barrientos; Zwanka & Buff, 2020) have also indicated that increased health-consciousness 

will lead to higher demand for high-quality food products that can help them develop a strong immune 

system. Most of the research conducted during the pandemic is primarily on the general medical 

complications of the virus (Fu et al., 2020; Nath, 2020; Vindegaard & Benros, 2020) and its 

implications for the economy (Ashraf, 2020; Khalid et al., 2021; Phillipson et al., 2020), Despite the 

heightened level of health consciousness during the Covid-19 pandemic and strong link between 

health consciousness and food choices, there is still a lack of understanding of how consumers’ level 

of health consciousness (low vs high) would influence the relationship between consumers’ product 

evaluation and behavioural intentions (purchase intention and willingness to pay a premium price), 

particularly on the geographical labelling context.   

2.7.5 Geographical labels 

2.7.5.1 Country-of-Origin (COO) 

The role of COO in shaping consumers’ preferences, perception of quality, and purchasing behaviour 

is one of the most widely studied topics in international marketing and consumer behaviour (Dekhili 

& Achabou, 2014), which has produced numerous publications (Thøgersen et al., 2017; Usunier, 

2006). COO was originally defined as the ‘made in country’ concept (Bilkey & Nes, 1982; 

Nagashima, 1970; Nebenzahl et al., 2003) or the ‘country-of-manufacture’ (COM) (Fetscherin & 

Toncar, 2010; Samiee, 1994). Other variations of COO have subsequently emerged, such as country-

of-design (COD), which refers to the country where the product was designed or developed (Usunier, 

2006); brand of origin (BOO) or country of brand (COB), which is used by global companies to 

indicate brand origin in response to increasingly complex multi-national production (Kotler & 

Gertner, 2002; Phau & Prendergast, 2000; Usunier, 2011).  

Companies such as Louis Vuitton (France), Toyota (Japan), Gucci (Italy) have adopted brand 

names that clearly signal their geographical origins to consumers. Some brands have also explicitly 

incorporated the names of capitals cities into their brand names (e.g., Donna Karen New York 

(DKNY), Pierre Cardin Paris and Kraft’s Philadelphia cream cheese) (Dinnie, 2004). Sometimes 
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companies adopt BOO as part of their marketing strategy to make their products appear to originate 

from a more favourable origin (e.g., Samsung electronics are in fact assembled in China; Haagen 

Dazs and Doritos may sound foreign, but they are actually made in the U.S) (Josiassen & Harzing, 

2008). Hence, the perceived origin of brands may not always be the same as the country where 

products are produced. Despite various conceptualisations of COO, it essentially refers to the country 

with which consumers associate a particular product or brand (Usunier, 2006).  

Individuals tend to hold stereotyped images about countries and these images (also named 

country image) are used as information cues to judge products from different origins (Han, 1989; 

Lotz & Hu, 2001; Roth & Romeo, 1992). Two distinct effects can be expected from a COO cue: a 

halo effect and a summary construct (Han, 1989). If consumers are unfamiliar with a product or 

unable to assess its quality before the purchase, the country image associated with COO can serve as 

a “halo” from which consumers would infer product quality (Thøgersen et al., 2017). In this case, the 

country image affects consumers’ beliefs about product attributes, which in turn affect overall product 

evaluation (Erickson et al., 1984; Johansson et al., 1985). That is, the country image triggers positive 

or negative beliefs associated with a particular country, which indirectly affect overall product 

evaluation (Erickson et al., 1984; Hong & Wyer Jr, 1989).  

Alternatively, if consumers are familiar with one product category originating from a specific 

country, the country image will be formed based on the beliefs about the attributes of a product 

category originating from the country (Han, 1990; Parameswaran & Pisharodi, 1994; Skaggs et al., 

1996). For example, on their knowledge of a particular French wine (summary construct), consumers 

may infer that all of the French food products should also be of high quality.  

2.7.5.2 Region-of-Origin (ROO) 

The influence of a product’s place of origin on product evaluation has been mainly studied from a 

COO perspective (Basfirinci, 2013; Roth & Diaman\topoulos, 2009). Although research on more 

specific geographical indications is still in its infancy, some researchers suggest that similar influence 

may be expected for other geographical origins, such as regions (Van der Lans et al., 2001; Van 
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Ittersum et al., 2003). Specifically, a region refers to a geographical area within one or more countries, 

which forms an entity based on local characteristics, such as traditions, culture, and scenery (Van 

Ittersum, 2001).  

In the marketing literature, this phenomenon has been captured using the ROO concept, which 

captures beliefs about traditions, culture and inhabitants of a region (Dekhili et al., 2011). Similar to 

a COO cue, a ROO cue can also trigger associations linked to a particular region, which is then used 

to evaluate a product (Van Ittersum et al., 2003). As consumers’ product evaluation is based on their 

stereotypical beliefs about specific products originating from their geographical places (Nagashima, 

1977; Parameswaran & Pisharodi, 1994), the perception that consumers have regarding a regional 

product would also be based on the perceived suitability of a region to produce such products (Van 

Ittersum et al., 2003). Hence, the success of regional products is determined by the perceived 

congruity between the product and regional image (Van der Lans et al., 2001).  

Even though the effects of ROO are expected to operate through a similar process as COO, 

ROO may possess some unique aspects (Moulard et al., 2015; van Ittersum et al., 2003). Because 

regions are demarcated by natural characteristics in contrast to countries’ national borders (Dekhili 

et al., 2011), regions are much more homogeneous in terms of the natural environment and human 

factors compared to countries (Van der Lans et al., 2001; Van Ittersum et al., 2003; Zhang & Merunka, 

2015).  

Natural environment is typically defined as the natural and climatic suitability of a region to 

produce a particular product (Van Ittersum et al., 2003). For example, Australian agri-food products 

are regarded as high quality, healthy and safe due to Australia’s ‘clean and green’ environment 

(Chang & Kristiansen, 2006). Human factor refers to the craftsmanship and expertise that are present 

in a region, which produces a specific product (Van Ittersum et al., 2003). Both craftsmanship and 

expertise represent critical factors for the production of high-quality products that allow consumers 

to discern between products from different places (Johansson, 1989; Shimp et al., 1993) For example, 

the production of Parma ham is known for its artisanal technique.   
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Therefore, regional products can link production to social, cultural, and environmental aspects 

present in specific places, which distinguish them from anonymous/nationally branded, mass-

produced products, increasing the importance of a place. Currently, ROO cue as a geographical label 

is regarded to represent the only form of intellectual property related to place or territory (Barham, 

2003). In recognition of its unique position in global trade, the World Intellectual Property 

Organisation (WIPO) has set up a special committee dedicated to developing a better understanding 

of ROO’s effect as intellectual property (Barham, 2003).  

In various European countries, the display of ROO cues is currently heavily regulated and can 

only be administered by state governments. The purpose of such labelling schemes is two-fold. First, 

to prevent consumer fraud by overseeing certification systems (Braham, 2003). Second, to preserve 

traditional production and promote regional products in niche markets (McCluskey & Loureiro, 

2003). Unlike a trademark, regional products are grounded in place – producers of regional products 

are prohibited from marketing their products with ROO cues if they move their production outside 

the designated region (Braham, 2003; Spielmann & Charters, 2013). As such, a ROO cue serves to 

identify products that conform to specific production rules that render them a distinctive character 

(Gade, 2004; Spielmann & Charters, 2013). Because regions are inherent to their local products, 

providing them with exclusive and unique ‘individual fingerprints’ (Iversen & Hem, 2008), a ROO 

cue may offer better opportunities for differentiating a product from both foreign and domestic 

competitors.  

2.7.6 Product origins and their consequences 

Product origin (e.g., COO and ROO) has been widely recognised as a potential source of market value 

by both marketing academics and practitioners (Orth et al., 2005). Food embodies strong links with 

its geographical origin (Demossier, 2011), where interaction between natural resources and place 

lifestyles often form strong historical and symbolic associations in terms of its natural resources and 

inhabitants, which is consequently bestowed on food (Delamont, 2002; Tregear et al., 1998). Table 

2.7 and Table 2.8 provide a summary of the key existing COO and ROO studies that have been 
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conducted in food marketing domains. These studies have shown that a connection to a particular 

country/region could play a key role in developing various product-related perceptions that 

consequently influence consumers’ behavioural intentions.  
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Table 2.7. Studies on COO in food product 

 

Author (s) 

 

Country (ies) Context 

 

Food Product Category 

 

Consequences 

 

Kaynak et al., (2000)  

 

India, Bangladesh, USA, 

Germany and England 

 

 

General food products 

 

Percevied quality 

Ahmed et al. (2004)  France, Singapore, Indonesia, 

Malaysia, Switzerland and 

Colombia 

Coffee and bread Perceived quality Taste/aroma 

Prestige 

Purchase intention 

Liu et al., (2006) 

 

USA and Australia  Bread store signs Purchase intention 

Yeh et al., (2010) USA and Japan Fruit and beer Value for money 

 Safety 

Food consumption 

Lai et al., (2019) 

 

Australia Australian cuisine  Travel intention 

Lee & Lockshin (2012)  

 

 

Australia and Chile  Copper artifacts and wine  Product perception 

Destination perception 
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Table 2.8. Studies on ROO in food product context 

 

Authors 

 

Region (s) 

 

Product Context 

 

Consequences 

 

Van Ittersum et al., 

(2003) 

 

Dutch regions (Friesland, Limburg, 

and Zeeland) 

 

Beer and potatoes 

 

Quality 

Healthiness 

Exclusivity 

Product preference 

Lorenz et al., (2015) German regions (North-Rhine 

Westphalia), Bergisches Land, and 

Rhein-Sieg  

Pork Cognitive attitude 

Affective attitude 

Perceived authenticity 

Purchase intention 

Van Ittersum et al., 

(2007) 

Greece (Ipiros and Zagora), Italy 

(Parma) Netherlands (Opperdoes) 

Cheese, apples, ham and 

potatoes 

Willingness to purchase 

Willingness to pay 

Spielmann & Charters, 

2013 

French region (Terroir product) Wine Perceived quality 

Satisfaction 

Purchase intention 

Chamorro et al., 2015  Spanish region (Catalonia) Cava Product choice 
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Previously, the functional value of food products has been commonly linked to organoleptic 

characteristics (e.g., taste and aroma) (Kunz et al., 2020), healthiness (Huang & Lu, 2016) and safety 

(Neill & Holcomb, 2019). Some studies have shown that geographical labels, such as COO and ROO 

cues could influence the functional value (overall quality and safety) of food products such as beef 

(Umberger et al., 2003), cheese (Marcoz et al., 2016) and wine (Chamorro et al., 2015). Similarly, 

the economic value of products originating from certain countries or regions was found to be higher 

with consumers willing to pay more for such products. These findings have been reported for a variety 

of food products, such as olive oil (Fotopoulos & Krystallis, 2001), beef (Mesías et al., 2005), wine 

(Chamorro et al., 2015; Orth et al., 2005) and beer (Lentz et al., 2006).  

 Environmental psychology and tourism studies have also shown that people often experience 

emotions associated with a place (Halpenny, 2010; Hosany et al., 2017; Morgan, 2010). Hence, COO 

and ROO cues could elicit emotional associations linked to a specific place and its product in 

consumers’ minds (Henseleit et al., 2007; Lorenz et al., 2015; Septianto et al., 2020), subsequently 

triggering the emotional value of a product. Purchasing food produced from a certain geographical 

place can also provide social benefits, such as enhanced social status or prestige (Camillo, 2012). 

Extant research indicates that wine produced in such Western countries as France and Australia are 

favoured by consumers from the developing countries (Chinese consumers), because it is perceived 

to guarantee quality and confirm prestigious status (Balestrini & Gamble, 2006; Camillo, 2012; Hu 

et al., 2008; Liu & Murphy, 2007). In this regard, COO/ROO cues that mention certain 

countries/regions should be able to evoke the social value of a particular product.  

Furthermore, novelty value can also be triggered by the consumption of food produced in 

certain countries or regions. For example, food tourism research has shown that tourists derive 

novelty experience (acquiring knowledge about the origin of the food and new ways of 

cooking/consumption) from trying out local cultural foods (Choe and Kim, 2018; Ji et al., 2016). 

Hence, COO/ROO cues that mention certain countries/regions should be able to evoke products’ 

novelty value.  
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The proliferation of food safety crises and adulteration has also led to an increased demand 

for food authenticity (Dimara & Skuras, 2005; Gilg & Battershill, 1998; Ilbery & Kneafsey, 1999). 

These issues could further be aggravated by restrictions on the supply chain, increased demand for 

food, suspension of food inspections and audits (Brooks et al., 2021) during the global crisis such as 

the Covid-19 pandemic. Past studies indicate that product authenticity of food products can be formed 

a place of origin via knowledge about the natural environment (e.g., climate), production facility in 

which the product was produced, or the use of local ingredients or local expertise in product 

production (Beverland, 2006; Newman & Dhar, 2014; Zhang & Merunka, 2015). As COO and ROO 

cues could trigger consumers’ thoughts related to specific aspects of a geographical origin, this, in 

turn, may evoke a range of value perceptions. Therefore, product authenticity could be manifested 

itself as a driver of these values.  

Currently, there is a dearth of research on how geographical labels, such as COO and ROO 

cues influence the complex relationship between value perceptions, product authenticity, and 

behavioural intentions (purchase intention and willingness to pay a premium price). Moreover, the 

influence of a geographical origin on product evaluation and purchasing behaviours has been mainly 

examined from a COO perspective (Van Ittersum et al., 2003). The recent emergence of hybrid and 

multi-national products (with more than one COO) has diluted the accuracy of COO labels, making 

it more challenging for consumers to determine products’ origin (Usunier, 2006). This led to 

increasing demand for high quality and authentic products (rather than standardised or mass-produced 

products with uncertain origins), which has created a market for foods that identify with particular 

geographical regions (Elaydi & McLaughlin, 2012; Loureiro & McCluskey, 2000; Melewar & 

Skinner, 2020).  

Furthermore, a growing number of businesses, especially smaller-scale companies, 

distinguish their products by promoting regional variants of their products due to increasing global 

competition (Van Ittersum et al., 2003). There have been many products that are marketed as regional 

food specialities worldwide (i.e., Parma ham, Florida oranges) (Ittersum et al., 2007). Various French 



92 

regions (e.g., Burgundy, Camembert and Champagne), in particular, have a long tradition of 

promoting regional products (often referred to as terroir products) labelled as Appellation d’Origine 

Contrôlée for wine, cheese and olives (Marcoz et al., 2016). Some researchers (Agnoli et al., 2014; 

Van Ittersum et al., 2003) have suggested that a ROO cue may be more effective in signalling quality 

and influencing food purchases than a COO cue. Moreover, since intrinsic characteristics of regional 

products are reflected in the natural ingredients and time-honoured production techniques originated 

in a specific region, some studies have also suggested that such products are positively associated 

with product authenticity (Spielmann & Charters, 2013; Zhang & Merunka, 2015).  

 Despite its potential as a marketing tool, an understanding of how consumers might use a 

ROO cue (‘Made in Western Australia’) and a COO cue (‘Made in Australia’) is still lacking. The 

relative effect of these geographical labels on product evaluation (value perceptions and product 

authenticity) and behavioural intentions (purchase intention and willingness to pay a premium price) 

in food product context (e.g., honey) also remains unclear. Furthermore, consumers are more 

conscious about their health during the Covid-19 pandemic (Cranfield, 2020; Nicomedes & Avila, 

2020). As such, the heightened level of health consciousness among consumers has become an 

intrinsic driver for them to think about their health and make informed food choices (Aksoy et al., 

2021; Zwanka & Buff, 2020). However, considering the important role label cues play in food 

purchase decisions, no study has investigated how health consciousness can influence product 

evaluations and behavioural intentions when they are exposed to different geographical labels. 

The above-mentioned research gap has led to the development of Study 3 (Chapter Five), 

which has examined the following research objectives: 

1. To investigate the impact of geographical labels (COO and ROO cues) on the relationships 

between product value perceptions (functional value, economic value, emotional value, 

social value and novelty value) and behavioural intentions (purchase intention and 

willingness to pay a premium price) of food products such as honey.  



93 

2. To examine the mediating effect of product authenticity on the relationship between 

product value perceptions (functional value, economic value, emotional value, social 

value and novelty value) and behavioural intentions (purchase intention and willingness 

to pay a premium price) of food products such as honey.  

3. To investigate which geographical labels (COO and ROO cues) will exhibit stronger effect 

on the above-mentioned relationships.    

4. To examine the moderating effect of health consciousness on the relationship between 

product value perceptions (functional value, economic value, emotional value, social 

value and novelty value) and behavioural intentions (purchase intention and willingness 

to pay a premium price) of food products such as honey.  

2.8 Concluding remarks 

Chapter Two provided an extensive review of the literature on the important theories and concepts 

that underpinned the three studies (Chapter Three to Chapter Five) conducted in this PhD project. 

This Chapter first discussed the relevant literature on consumers’ attention toward three major 

categories of food label cues (product nature-related, product assurance-related and health-related), 

and the influence of cultural values and product involvement, which provides the theoretical 

foundation for study 1 (Chapter Three). This is followed by a discussion of the literature on the 

potential effects of pictorial brand logos (anthropomorphic and naturalistic) on product value 

perceptions and willingness to pay a premium price, which is relevant to Study 2 (Chapter Four). The 

chapter concluded by presenting a review of prior research on geographical labels (Country-of-origin 

and region-of-origin cues) and discussed their potential impact on product value perceptions and 

product authenticity along with consumers’ purchase intention and willingness to pay a premium 

price, which informed the development of Study 3 (Chapter Five). This chapter acts as a precursor to 

Chapter Three to Chapter Five which examined the relationships between the aforementioned 

constructs in more detail.    
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Chapter Three: Cross-cultural differences in consumers’ attention to 

food labels 
 

This chapter presents the first study included in the PhD thesis that answers the following research 

questions:  

a) Which label cues (product-related, product assurance-related and health-related) do 

consumers pay attention to when they evaluate food products? 

b) To what extent do consumers from Eastern culture (China) and Western culture (Australia) 

differ in their attention to label cues presented on food products?   

c) Does product involvement influence the relationship between culture and consumers’ 

attention towards label cues presented on food products?   

3.1 Abstract 

Extended from Hofstede’s (2001) cultural framework, this study investigated differences between 

Australian (representing the Western culture) and Chinese (representing the Eastern Culture) 

consumers regarding their attention paid to food product label cues, and the degree of such attention, 

controlling for an individual level moderator of product involvement. Data were collected using face-

to-face interviews with semi-structured questionnaires for both Australian and Chinese samples. The 

findings revealed that Chinese consumers, as compared to Australian consumers, paid attention to 

more product-assurance cues (e.g., country of origin) and health-related cues (e.g., bioactivity 

indicators). The degree of attention to these cues was also greater among Chinese consumers than 

Australian consumers. Product involvement moderated the relationship between culture and attention 

towards product nature- and product assurance-related cues. Results from this study enable exporters 

to customize their labelling designs by strategically including label cues that are more salient to 

certain export markets.  

 
 This chapter is supplemented by a manuscript (‘Cross-cultural differences in consumers’ attention to food labels’) 
has been accepted by the British Food Journal (ahead-of-print) (Ho, K.F.X., Liu, F., Tarabashkina, L., & Volery, T., 2022). 
(Appendix A) 
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3.2 Introduction  

Making purchase decisions is a complex process, as consumers are required to compare, evaluate, 

and find the product that they want from a wide range of available products (Simmonds and Spence, 

2017). In most purchasing situations, detailed product information is not always available to 

consumers at the time of exposure (Dean, 1999). Consumers also do not often have an opportunity to 

try product samples, especially when it comes to food and beverages. As a result, they have to make 

judgements about product quality based on attribute cues presented on packaging labels before 

making a purchase decision (Simmonds and Spence, 2017).  

Product labels consist of various cues that can generate expectations about product attributes 

(Piqueras-Fiszman & Spence, 2015) and influence consumers’ satisfaction with products and 

subsequent purchase behaviours (Liem et al., 2012; Oliver, 1980). However, the effectiveness of 

labels, as direct shopping aids, depends largely on consumers’ attention. Most products have an 

overwhelming amount of information on their labels. Due to time constraints and limited cognitive 

capacity, consumers may not be able to pay attention to all attribute cues presented on labels (Fenko 

et al., 2018; Milosavljevic & Cerf, 2008) and may exhibit selective attention toward certain label cues 

that are relevant to them, such as country-of-origin (COO) (Berry et al., 2015) or health-related 

information (Grunert et al., 2010). Therefore, examining consumer attention is crucial for a better 

understanding of the relative salience of product attributes in the purchase decision-making process.  

Additionally, consumers may not be able to alter their culturally conditioned responses to 

certain aspects of a product and its packaging when purchasing food products (Liu et al., 2006). A 

few studies have reported that consumers differ in their responses to food product label cues, such as 

ingredients (Grunert et al., 2018); health-related (nutritional) information (Carrillo et al., 2014) and 

regulatory information (e.g., expiry dates) (Harcar & Karakaya, 2005). These studies overall provide 

some evidence that there may be cross-cultural differences in consumers’ responses to product label 

cues. However, cross-cultural research on food products is limited. 
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The current study contributes to the existing literature by addressing three important research 

gaps. First, studies on consumer attention to packaging labelling have been limited. Attention is a 

poorly defined phenomenon, and the actual attention process is difficult to measure (Bialkova & van 

Trijp, 2010). Most studies have examined consumer perceptions of product labels (Arcia et al., 2012; 

Imm et al., 2012; Wansink et al., 2000) overlooking consumer attention to labels after an initial 

exposure. To address this gap, this study allowed consumers to view a product in their hands (a free 

viewing condition) to provide a more realistic assessment of consumer attention. It also examined 

two forms of consumers’ attention to product label cues:1) attention paid to the type of label cues and 

2) the degree of attention given to those label cues, which have not been previously considered.   

Second, previous studies (Becker et al., 2015; Prendergast et al., 2010) have predominantly 

examined consumers’ responses to one or two label cues, which could have exaggerated the effect of 

a particular attribute. To address this gap, this study systematically examined consumers’ attention to 

three major categories of product label cues commonly found on food products, namely product 

nature-related (e.g., brand name), product assurance-related (e.g., bioactivity certification) and 

health-related (e.g., bioactivity rating).  

Third, as noted earlier, a handful of empirical studies reported national differences in 

consumers’ responses to product labels such as label usage (Grunert et al., 2018) and perception of 

labels (Harcar and Karakaya, 2005). However, they have not taken into consideration of the cultural 

values of the studied countries. To overcome this limitation, this study will employ Hofstede’s (2001) 

cultural values framework to examine the extent to which consumers from Western cultures 

(Australia) and Eastern cultures (China) differ in their attention to product label cues.  

3.3 Conceptual Development 

3.3.1 Types of product label cues 

Attributes represent features or characteristics of a product. According to the Means-End Chain 

Theory, consumers purchase products with attributes that offer desired benefits and minimize 
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undesired consequences (Gutman, 1982). During the product evaluation process, consumers typically 

relate specific attributes of a product to either positive or negative consequences associated with its 

consumption (Audenaert & Steenkamp, 1997). The overall quality of food products is often evaluated 

based on various attributes, such as its brand (Anselmsson et al., 2014), safety (Barbarossa et al., 

2016), and nutritional benefits (Batt & Liu, 2012). Product labels play a critical role in communicating 

these attributes to consumers (Blanc et al., 2021). Specifically, product labels consist of three main 

types of cues that influence consumers’ product evaluation: 1) product nature-related, 2) product 

assurance-related, and 3) health-related.  

Product nature-related cues contain label information that is directly related to the products. 

These labels aim to communicate general product characteristics, ranging from product/brand name 

to serving size. Product assurance-related cues refer to the information that has been certified by 

regulating authorities. For example, COO is an important product-assurance cue that designates the 

place where a product is produced (Li & Wyer Jr, 1994). COO aims to activate consumers’ beliefs 

and knowledge about a particular country, which subsequently affect the interpretation and evaluation 

of product attributes (its quality or safety) (Liu and Murphy, 2007). The third label category is health-

related cues, which include nutritional and health claims (see Bialkova & van Trijp, 2010; Turner et 

al., 2014). These cues are frequently embedded into food labels and represent a popular method to 

convey information about food healthiness related to food content (i.e., low sugar) and health benefits 

(i.e., providing a heart-healthy diet) to consumers (Van Trijp & Van der Lans, 2007). The quality of 

health-related attributes that food products possess cannot be evaluated even after consumption. 

Hence, health-related cues help consumers make well-informed food purchases.  

3.3.2 Attention to label cues  

In a decision-making process, the number and type of product attributes determine consumers’ 

attention to certain types of label cues that serve as a basis for product evaluation (Aday & Yener, 

2014). Attention represents a vital way to acquire information and product labels play a crucial role 

in attracting consumers’ attention that could potentially influence purchase decisions (Ares et al., 
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2013). McGuire’s (1978) information processing model (IPM) is one of the most widely adopted 

models to examine consumers’ processing of commercial information. According to this model, 

consumers go through sequential stages when processing information, such as exposure, attention, 

comprehension, acceptance of the comprehended information and retention and retrieval of 

information (McGuire, 1978). Although marketing communication efforts (e.g., labelling) affect all 

stages of information processing, attention represents the key step preceding any purchase decision 

(Milosavljevic & Cerf, 2008). 

Attention is typically defined as the amount of cognitive effort and/or capacity that an individual 

directs to a particular stimulus (Kahneman, 1973). Attention occurs only when people allocate 

processing capacity to the stimulus. There are two forms of attention. The first one is involuntary (or 

bottom-up) and represents a stimulus-driven form of attentional capture, which is dependent on the 

design characteristics of the stimulus (shape, size, colour and contrast) (Wolfe, 1998). This form of 

attention is rapid and automatic and occurs when consumers do not specifically search for this 

stimulus. Voluntary (or top-down) attention occurs when consumers voluntarily search for specific 

information that is meaningful or relevant to them (Pieters & Wedel, 2004). This type of attention 

depends on consumers’ interests and goals when evaluating the stimulus (Koch, 2004). Essentially, 

consumers will pay attention to information that they are looking for disregarding information that 

seems to be irrelevant, unless it catches their attention automatically (bottom-up process).  

3.3.3 Cross-cultural differences in attention to product label cues  

Numerous studies provide evidence of cross-national differences in food product attribute preferences 

(e.g., Wright et al., 2001; Nielse et al., 1998; Prescott et al., 2002). For example, it has been found 

that Malaysian consumers regard product quality, medical benefits, brand reputation and pricing to 

be important when purchasing honey (Yeow et al., 2013). In contrast, American consumers were 

willing to pay premiums for honey products based on attributes such as floral sources and brands 

(Unnevehr & Gouzou, 1998). These studies provide some evidence to suggest that there could be 

cultural differences in consumers’ responses to product attribute cues (De Mooij, 2000). However, it 
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appears that no specific cultural framework (or cultural values) has been taken into consideration in 

past studies.  

 Hofstede’s (2001) cultural values framework is one of the most widely adopted frameworks 

in marketing (Steenkamp, 2001). The framework has five basic dimensions: ‘power distance’, 

‘uncertainty avoidance’, ‘individualism/collectivism’, ‘masculinity and femininity’ and ‘long/short- 

term orientation’ (Hofstede, 2001). This study focused on four dimensions 

(individualism/collectivism, Uncertainty avoidance, power distance and long/short term orientations) 

as they have been identified by prior studies to be directly applicable to food communications (e.g., 

Tai & Chan, 2001; Cheong et al., 2010). 

Past literature has indicated that Western cultures (e.g., U.S and Australia) are more 

individualistic, whereas Eastern cultures (e.g., China and Japan) are more collectivistic (Triandis, 

1990). People from an individualistic culture value independence, freedom, stimulation, and high-

level competition. In contrast, people from a collectivistic culture tend to value interdependence, 

harmony, conformity, and a low level of competition (Hofstede, 2001). Past studies have reported 

that people from an individualistic culture prefer an explicit and direct form of information. 

Conversely, people from a collectivistic culture prefer to receive an implicit and indirect form of 

information (Liu et al., 2009; Liu et al., 2019). The reason for this is that in a collectivist society, 

people perceive explicit information as ‘aggressive’ and ‘pushy,’ while people from individualistic 

cultures think of this form of information as persuasive and informative (Choi et al., 2008; Liu et al., 

2019). Product nature-related attribute cues are regarded as explicit information that communicates 

functional benefits to consumers. Due to this difference, a few studies have suggested that consumers 

from a collectivistic culture may place less importance on functional benefits compared to consumers 

from an individualistic culture (Liu et al., 2019; Zakour, 2004).  

Besides the collectivism/individualism dimension, the uncertainty avoidance dimension may 

also influence consumers’ responses to product nature-related information. Uncertainty avoidance 

refers to the extent to which people feel threatened by uncertainty and ambiguity and would try to 
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avoid these situations (Hofstede, 2001). Cultures that are characterized by high uncertainty avoidance 

may react more favourably to explicit and direct information, as it would reduce perceived uncertainty 

(Tai & Chan, 2001). Within high uncertainty avoidance societies, such as China, people have a greater 

tendency to seek orderliness, consistency, and structure than people in low uncertainty avoidance 

societies, such as Australia (Shi & Wang, 2011).  

The collectivism/individualism and uncertainty avoidance dimension seem to suggest opposite 

directions for the Australian-Chinese comparison. Therefore, it is postulated that: 

H1a: Australian and Chinese consumers will be significantly different in their attention to 

product nature- related cues. 

H1b: Australian and Chinese consumers will be significantly different in their degree of 

attention to product nature- related cues. 

Power distance refers to the extent to which members of a culture accept inequality of power 

distribution in society (Hofstede, 2001). People from cultures with high power distance (e.g., China) 

tend to maintain greater social distance and have respect for hierarchy and authority, while people 

from low power distance cultures (e.g., Australia) tend to value equality (Liu et al., 2019). Past 

marketing literature has also found that authority appeal is more accepted in cultures with greater 

power distance compared to that with less power distance (Albers-Miller & Gelb, 1996; Cheong et 

al., 2010). Due to the respect given to power and authority, it can be inferred that consumers from 

high power distance societies (e.g., China) would prefer label cues that are regulated by accredited 

authorities (e.g., government) than consumers from low power distance societies. In addition, Chinese 

consumers have been reported to have a high level of trust in certifications issued by authorities, such 

as the government and medical doctors (Liu et al., 2014). 

The uncertainty avoidance dimension may also influence consumers’ responses to product-

assurance information. People from cultures with high uncertainty avoidance (e.g., China) are less 

open to change and innovation than people from cultures of low uncertainty avoidance (e.g., 
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Australia) (De Mooij & Hofstede, 2011). Therefore, compared to Australian consumers, Chinese 

consumers may be less comfortable with uncertain situations and would be more cautious about 

purchasing products that they have not consumed before. Furthermore, Chinese consumers have been 

reported to have a high level of concern over food safety due to frequent food contamination scandals 

that had occurred in China (Maitiniyazi & Canavari, 2021; Liu et al., 2014). Hence, in comparison to 

Australian consumers, Chinese consumers may be more likely to place more importance on the 

credibility of the information and to rely more strongly on authority-certified attributes when making 

purchase decisions. Thus, it is postulated that:  

H2a: Chinese consumers will pay attention to more product assurance-related cues as compared 

to Australian consumers.  

H2b: Chinese consumers will pay a higher degree of attention to product assurance- related 

cues as compared to Australian consumers.  

Long-term orientation is defined as the ability to foster and display a future-orientated perspective 

with respect to past (Hofstede, 2001). People from cultures with long-term orientation place more 

importance on perseverance and sustained efforts towards slow results. In contrast, people in cultures 

with short-term orientation expect immediate results for any given effort (Hofstede et al., 2005). It 

has been well established that Eastern cultures (e.g., China) are long-term orientated compared to 

Western cultures (i.e., Australia) (Hofstede et al., 2005). Past advertising studies have reported that 

health-related appeals tap in the long-term orientation dimension as it emphasises on the consumption 

of nutritious food products to attain health benefits as opposed to instant benefits (Cheong et al., 

2010). Considering that sustaining a healthy lifestyle is a long-term goal that requires life-long 

commitment (Kelly, 2008), consumers in societies that are long-term orientated (e.g., China) would 

place more importance on product information pertaining to health attributes than cultures with short-

term orientation (e.g., Australia).  
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             Apart from the short/long term orientation dimension, the uncertainty avoidance dimension may 

also influence consumers’ responses to health-related information. Past research has indicated that 

consumers in a high uncertainty avoidance culture (e.g., China) are influenced more by healthy and 

nutrition advertising appeals than those in a low uncertainty avoidance culture (e.g., Australia) (De 

Mooij & Hofstede, 2010; Cheong et al., 2010). Based on the preceding discussion, it is postulated that:   

H3a: Chinese consumers will pay attention to more health-related cues as compared to Australian 

consumers. 

H3b: Chinese consumers will pay a higher degree of attention to health-related cues as compared 

to Australian consumers. 

3.3.4 Interaction effect of cross-cultural differences and product involvement in attention to 

product label cues  

Besides cross-cultural differences, consumers from different markets would differ in their 

attention towards food label information due to differences in product involvement. Product 

involvement has been defined as a motivational, self-directed emotional state that determines the 

personal relevance of a specific product to a particular consumer (Zaichkowsky, 1985). According to 

the elaboration likelihood model (ELM) (Petty & Cacioppo, 1986), the extent to which a consumer 

attends to information would always depend on their level of product involvement and purchase 

decision (Celsi & Olson, 1988). Current research indicates that high-involved consumers process 

information in more detail and use more criteria in buying decision making, such as taking more 

brands/product attributes into consideration compared to low-involved consumers (Behe et al., 2015; 

Breugelmans & Campo, 2011; Hollebeek et al., 2007).  

A few studies (e.g., Cochrane & Quester, 2005; Sharma, 2011) have also indicated that 

depending on the level of involvement towards certain product categories, consumers from different 

markets will differ in their attention towards product label attributes. For example, when comparing 

consumers from China, India, UK and U.S, Sharma (2011) reported that  consumers from societies 
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with high uncertainty avoidance tend to rely more on COO cue for low involvement products, 

whereas those from low uncertainty avoidance societies tend to rely on this cue for high involvement 

products.  

In the context of food, past research has shown that Asian consumers primarily regard honey 

as a health product, as compared to Anglo-Saxon consumers (Batt & Liu, 2012; Yeow et al., 2013). 

In this aspect, Chinese consumers may be characterised as having a higher level of uncertainty 

avoidance and would be more involved in food product purchases as they have greater considerations 

for the health implications of honey consumption compared to Australian consumers. Hence, high 

(low) involved Chinese consumers would likely attend to more product attribute cues that are 

available in comparison to their Australian counterparts. Hence, it is postulated that:  

H4a:  High (low) involved Chinese consumers will pay attention to more 1) product nature-

related cues 2) product assurance-related cues 3) health-related cues than high (low) involved 

Australian consumers. 

H4b: High (low) involved Chinese consumers will pay a higher degree of attention to 1) 

product nature-related cues 2) product assurance-related cues 3) health-related cues than high (low) 

involved Australian consumers. 
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Figure 3.1: Conceptual Model of Paper 1  

 

 

 

 

 

 

 

 

 

 

 

 

3.4 Methods 

3.4.1 Product Selection 

Honey was chosen as the context for this study for several reasons. The Australian honeybee 

industry has a significant contribution to the success of Australian agriculture. The gross value of 

production of the honeybee industry in Australia was estimated to be 125 million Australian dollars 

(van Dijk et al., 2016) with approximately 4,500 tonnes of honey exported annually (Austrade, n.d.). 

China is the top export market for Australian honey that is valued at 6,965,739 Australian dollars 

(Australian Bureau of Statistics, 2019). Honey is also consumed for a variety of reasons. Apart from 

being a savoury product, it is widely regarded as a health product in different parts of the world 

(Ismaiel et., 2014; Yeow et al., 2013). Therefore, it is imperative to understand if consumers from 

different countries may attend and respond differently to honey product label cues.  

3.4.2 Stimuli and measures 

The stimuli used in this study were native Australian honey, Jarrah and Wildflower (Appendix B). 

The products were sourced from a relatively new to the market Australian brand (One Flower). The 

use of an unfamiliar brand was critical to eliminate any influence of brand familiarity. In addition, 
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the overall label designs were standardized across both honey products. Past research has shown that 

types of label cues (Oliveira et al., 2016), and label designs (i.e., location of label information) 

(Antúnez et al., 2013; Bialkova & van Trijp, 2010) affect consumers’ attention towards product 

labels. Hence, the use of unknown brands and standardization of label content/placements helped 

eliminate any confounding effects which could potentially bias the results.  

The survey instrument was a four-page questionnaire consisting of three sections. The 

questionnaire was developed in English (Appendix C) and subsequently translated into ‘Simplified 

Chinese’ using the back-to-back translation method (Appendix D). The first section consisted of 

questions relating to consumers’ attention to the types of label information and the degree of attention 

given to it. To assess consumers’ attention to the types of product label cues, respondents were asked 

‘Did you pay attention to this label?’ Respondents answered either ‘yes’ or ‘no’ for the product 

attribute cues which were grouped into ‘product nature-related’, ‘product assurance-related’ and 

‘health-related cues. To assess the degree of attention given to the product cues, participants were 

asked to specify how much attention they paid to the attended cues (‘How much attention did you 

pay to this label information?’) on a 7-point response scale ranging from 1-paid a little attention to 7-

paid a lot of attention.  

The second section consisted of questions relating to product involvement. Product 

involvement was measured using the three items adapted from Liu et al., (2007) (e.g., ‘I definitely 

have a wanting for honey products’). Involvement items had good internal consistency reliability (α 

= 0.85). The third section collected demographic information, such as age, gender, education level, 

household size and nationality.  

The questionnaire was pre-tested on a representative sample of store shoppers (n=30). Minor 

adaptations were made to the wording, structure and presentation of the questionnaire based on the 

pre-test feedback and opinions of two marketing experts.  



106 

3.4.3 Sampling procedure 

A mall-intercept technique approach was used to recruit participants and collect data. The Australian 

participants were recruited at a local shopping centre where its patrons consisted of typical shoppers 

of all ages. The recruitment of Chinese participants was conducted at an Australian merchandise store 

which was popular among Chinese tourists. Both data collection venues were based in Perth, Western 

Australia. 

A quota sampling approach was employed to ensure that recruited participants for both samples 

(Australian and Chinese) were approximately equivalent (Moser & Stuart, 1953). The used quota 

consisted of nationality, gender, age, honey-type conditions (Jarrah and Wildflower).  

3.4.4 Data Collection  

Data were collected during the stores’ opening hours (10 pm to 6 pm, Monday to Sunday). The 

selection of the time frame enhanced the representation of the sample and minimised potential 

sampling biases (i.e., length-bias – frequent shoppers/shoppers who shop longer are more likely to be 

selected for the study) (Nowell & Stanley, 1991).  

Participants were instructed to view one of the two honey products (Jarrah or Wildflower 

honey) as if they were to purchase them in a supermarket. Subsequently, surveys were administered 

to the participants based on the types of honey that they have viewed. Participants took approximately 

20 to 30 minutes to complete the survey and the total time taken for the entire data collection 

amounted to more than 60 hours. 

3.4.5 Data analysis 

Data were imported into IBM® SPSS® Statistics 24, where it was re-coded for analysis. Any invalid 

or incomplete responses were eliminated (Tabachnick & Fidell, 2007). Initial descriptive statistical 

analysis of the sample was conducted to gain an understanding of consumer profiles. The means of 

attention counts and degree of attention for each product attribute cues were aggregated based on the 

three product label cues. Factorial between-groups analysis of variance (ANOVA) was used to 
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investigate the influence of culture and product involvement on the attention/degree of attention paid 

to product nature-related, product assurance-related and health-related cues.  

3.5 Results 

3.5.1 Sample 

A total of 121 participants were recruited with a 40% response rate. Of all participants recruited, 54 

participants were Australians and 67 were Chinese consumers. There was an even split between males 

and females in the Australian (male: 50% and female: 50%) and Chinese samples (male: 41.8% and 

female: 58.2%). Within the Australian samples, the age range was relatively equal (18 to 35 years 

old: 55.6% and 35 years old and above: 44.4%). Whereas, in the Chinese sample, there were a slight 

over-representation of younger participants (18 to 35 years: 74.6% and 36 years and above: 25.4%). 

In both samples, most participants had a bachelor’s degree (46.3%). Based on the equivalence of 

characteristic profile, both samples were suitable to be subjected to subsequent cross-comparison 

analysis. 

3.5.2 Hypotheses testing 

As shown in Table 3.1, there were significant differences in the attention given to product assurance 

and health-related cues by Australian and Chinese consumers. Chinese consumers reported they paid 

attention to more product assurance- and health-related label cues and with a greater degree of 

attention) than Australian consumers, supporting H1a to H3b.  
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Table 3.1 Results of hypotheses testing

Hypotheses Australian Chinese F (1,117) P 

 M SD M SD   

 

H1a: Australian and Chinese consumers will be significantly different in 

their attention to product nature-related cues.  

 

 

6.70 

 

2.07 

 

7.39 

 

2.01 

 

5.28 

 

0.20 

H1b: Australian and Chinese consumers will be significantly different in 

their degree of attention to product nature-related cues.  

 

3.13 1.05 3.40 1.05 4.19 0.04 

H2a: Chinese consumers will pay attention to more product assurance-

related cues as compared to Australian consumers.  

 

1.57 1.21 1.99 0.91 5.80 0.02 

H2b: Chinese consumers will pay a higher degree of attention to product 

assurance-related cues as compared to Australian consumers.  

 

2.12 1.68 2.87 1.39 10.01 P < 

0.001 

H3a: Chinese consumers will pay attention to more health-related cues 

as compared to Australian consumers.  

 

1.30 0.69 1.55 0.53 4.62 0.03 

 

H3b: Chinese consumers will pay a higher degree of attention to health-

related cues as compared to Australian consumers. 

 

 

3.53 1.87 4.49 1.74 2.74 0.01 
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As shown in Table 3.2, the moderating effects of product involvement on the relationship 

between culture and consumers’ attention towards these label cues were also significant. Low-

involved Chinese consumers paid attention to more product nature-related and assurance-related cues 

(and with a higher degree of attention) than low-involved Australian consumers, supporting H4a-1, 

H4a2, H4b-1 and H4b-2. The attention given (and degree of attention paid) to health-related cues 

were not significant, providing no support for H4a-3 and H4b-3.  
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Table 3.2 Results of hypothesis testing (H4a to H4b) 

 

Hypotheses 

Australian 

(low-involved) 

Chinese  

(low-

involved) 

P Australian 

(high-involved) 

Chinese (high-

involved) 

P F (2,117) 

 M SD M SD  M SD M SD   

 

H4a-1: High (low) involved Chinese 

consumers will pay attention to more 

product nature-related cues. 

 

 

5.90 

 

1.90 

 

7.02 

 

1.90 

 

0.02 

 

7.64 

 

1.87 

 

8.19 

 

2.04 

 

0.35 

 

8.18 

H4a-2: High (low) involved Chinese 

consumers will pay attention to more 

product assurance-related cues. 

 

1.14 1.16 1.85 0.89  < 0.001 2.08 1.08 2.29 0.90 0.49 7.31 

H4a-3: High (low) involved Chinese 

consumers will pay attention to more 

health-related cues.  

1.31 0.71 1.57 0.54 0.08 1.28 0.68 1.52 0.51 0.18 0.05 

H4b-1: High (low) involved Chinese 

consumers will pay a higher degree of 

attention to product nature-related cues 

than high (low) involved Australian 

consumers. 

 

 

 

2.7 0.96 3.15 0.91  < 0.001 7.64 1.87 8.19 2.04 0.35 11.71 
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H4b-2: High (low) involved Chinese 

consumers will pay a higher degree of 

attention to product assurance-related 

cues than high (low) involved Australian 

consumers.  

 

1.46 1.47 2.61 1.43  < 0.001 2.88 1.60 3.44 1.15 0.19 9.03 

 

H4b-3: High (low) involved Chinese 

consumers will pay a higher degree of 

attention to health-related cues than high 

(low) involved Australian consumers.  

 

 

3.62 1.74 4.42 1.74 0.06 3.54 2.05 4.62 1.75 0.06 0.27 
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3.6 Discussion  

The purpose of this study was to examine cultural differences in consumers’ attention to product label 

cues. Specifically, we have employed Hofstede’s (2001) cultural dimension framework to investigate 

the extent to which Australian consumers and Chinese consumers differ regarding their attention to 

label cues presented on honey product packaging.  

First, results indicate that Chinese consumers paid attention to product assurance-related cues 

as well as with a greater degree of attention than their Australian counterparts did. This suggests that 

the influence of cross-cultural differences in the degree of power distance and uncertainty avoidance 

significantly influenced consumers’ attention to product assurance-related cues. The Eastern cultures 

(China) are characterized by a high level of power distance and uncertainty avoidance. Thus, in 

comparison to Australian consumers, Chinese consumers would value authority-certified product 

label cues (COO) and perceive such cues to be more credible than other forms of marketing claims.  

Due to the food contamination scandals in China and recent negative publicity around 

adulterated honey produced (Strayer et al., 2014; Wu et al., 2015), Chinese consumers are more likely 

to express concern over food scares, which would heighten their level of uncertainty avoidance. Thus, 

Chinese consumers may actively seek product assurance-related cues, such as the COO logo of 

Australia, which could serve as a mark of quality for them. The beekeeping industry in Australia is 

widely recognised for its commitment to quality assurance by ensuring that produced products are 

clean, safe and free from chemical contamination. Furthermore, members of the Australian 

beekeeping industry, such as in Western Australia, have access to the country’s most pristine forests 

and coastal wildflowers that enable beekeepers to produce unique floral honey products that are not 

found elsewhere in the world (Batt & Liu, 2012).  

Chinese consumers also paid attention to more health-related cues as well as a higher level of 

attention in comparison to their Australian counterparts. These findings are consistent with the 

proposition that maintaining a healthy lifestyle takes a long-life commitment (Cheong et al., 2010; 

Kelly, 2008). Thus, consumers from an Eastern culture (China) (characterized by long-term 
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orientation) would place more importance on health-related cues than those from a Western culture 

(characterized by short-term orientation). Compared to Australian consumers, Chinese consumers 

may be more likely to take into consideration future health implications of consuming certain food 

products. These findings are consistent with previous cross-cultural studies (e.g., Cheong et al., 2010) 

that have reported that health-related appeals were more influential in high uncertainty avoidance 

societies (China) than in low uncertainty avoidance societies (Australia).  

Past research (e.g., Yeow et al., 2013) also suggests that functional foods, such as honey, is 

highly regarded as a health product in Asian cultures than in Western cultures. For example, Batt & 

Liu (2012) reported that Asian consumers were more likely to consume honey for its medicinal 

benefits, as compared to Anglo-Saxon consumers. Hence, Chinese consumers would rely more on 

health-related cues, such as bioactivity indicators, when purchasing honey than their Australian 

counterparts. Bioactivity indicators represent the potency of honey, and consumers might develop 

perceptions that honey products with higher bioactivity levels may be more beneficial for their health. 

Consumers from both cultures do not differ in their attention toward product nature-related cues. A 

plausible explanation for this result is that product nature-related cues (e.g., brand name/logo and 

product description) provide general information about product characteristics. Hence, most 

consumers would seek for such information to learn about the product, regardless of their cultural 

background.  

This study also indicates that cultural differences in product involvement do influence 

consumers’ attention toward label cues. Specifically, low-involved Chinese consumers paid attention 

to more product nature-related cues and with a greater degree of attention than low involved 

Australian consumers. For low-involved consumers, product purchases (especially food) are often 

based on intuitive judgement, heuristic decision-making or habits (Thøgersen et al., 2021). Moreover, 

as previously mentioned, Chinese consumers possessed a high level of uncertainty avoidance. Thus, 

low-involved Chinese consumers would pay attention to more explicit functional product nature-
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related cues, such as brand name and product name (honey type specification), to make purchase 

decisions than their Australian counterparts.  

Similarly, low-involved Chinese consumers paid more attention to product assurance-related 

cues and a greater degree of attention than their Australian counterparts. This finding is consistent 

with some prior studies which found that low-involved consumers would base their quality 

evaluations on product assurance-related cues, such as COO, as these cues are more accessible and 

easier to process (Sáenz-Navajas et al., 2014). Also, compared to Australians, Chinese consumers are 

generally more risk-averse and would regard authority regulated certification as more trustworthy. 

Therefore, when evaluating a product, low-involved Chinese consumers would base their purchase 

decision on reliable and accessible cues, such as the COO. 

Contrary to our prediction, the interaction effect of culture and involvement on consumers’ 

attention to health-related cues was insignificant. Specifically, high (low) involved Chinese 

consumers do not differ from high (low) involved Australian consumers in their attention towards 

health-related cues. With reference to the findings of cross-cultural comparison, it suggests that the 

differences in attention towards health-related cues are solely attributed to cross-cultural differences, 

regardless of consumers’ level of product involvement.  

It is interesting to note that high-involved consumers from both countries do not differ in their 

attention towards any of the product label cues. One of the plausible explanations is that expertise is 

generally associated with the level of involvement a consumer has with a specific product category 

(Bruwe et al., 2017), where high-involved consumers would considerably be more knowledgeable 

about honey. Hence, these consumers may adopt a similar way of evaluating the quality of a product 

(i.e., paying attention to certain types of product label cues), regardless of their cultural backgrounds.  

3.7 Concluding remarks 

This Chapter presented the results of the first study (Paper 1) undertaken to examine the cultural 

differences in consumers’ attention towards three major types of food label cues (product nature-
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related, product assurance-related and health-related). McGuire’s (1978) information processing 

model and Hofstede’s (2001) cultural framework, which underpinned the research have demonstrated 

that cultural differences in consumers’ attention towards product labels can be explained by cultural 

values such as power distance, uncertainty avoidance and short/long term orientation. One of the most 

important implications is that consumers from Eastern cultures (characterized by high power distance, 

high uncertainty avoidance and long-term oriented) would pay more attention to product assurance-

related and health-related cues when purchasing food products, as compared to consumers from 

Western cultures (who are characterised by low power distance, low uncertainty avoidance and short-

term oriented). Product involvement was also found to be crucial when examining cross-cultural 

differences in the context of food labelling. Having a good understanding of the potential influence 

culture may have on consumers’ attention to food product labels would have important implications 

not only for food labelling design but also for communication strategies, such as traditional and digital 

advertising to target international markets. The next Chapter further discuss how processing of 

product nature- related cues such as brand logos can influence consumers’ product evaluations 

(product value perceptions and product authenticity) and their behavioural intentions (willingness to 

pay a premium price).
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Chapter Four: ‘Pictorial branding: How anthropomorphic and 

naturalistic logos drive product value perceptions and willingness to 

pay a premium price?’ 
 

This chapter presents the second study included in the PhD thesis that answers the following 

research questions:  

a) How does consumers’ processing of brand logos (pictorial logo designs: anthropomorphic versus 

naturalistic logos) influence product value perceptions and their willingness to pay a premium 

price for food products such as honey?  

b) What are the differential effects of an anthropomorphic logo and a naturalistic logo on the 

relationship between product value perceptions and consumers’ willingness to pay a premium 

price for food products such as honey?   

4.1 Abstract 

Building on associative priming, anthropomorphism, and biophilia theories this study explains that 

anthropomorphic and natural logos act as a prime and imbue specific product value perceptions, 

which subsequently influence willingness to pay a premium price when products have not been used 

by or are unfamiliar to consumers. A between-subjects experiment was conducted. Structural 

equation modelling was used to test the hypotheses.  The results indicate that a naturalistic logo 

evokes stronger functional value perceptions, which triggered greater willingness to pay premium 

price compared to an anthropomorphic logo. The effect of emotional and novelty values on premium 

price was stronger when an anthropomorphic logo was used. Naturalistic and anthropomorphic logos 

were equally effective in prompting willingness to pay premium price via economic value. This study 

offers novel theoretical contributions highlighting the importance of careful logo design to imbue 

desired value perceptions when products have not yet been consumed or trialled. Anthropomorphic 

 
 This chapter consists of the manuscript (‘Pictorial branding: How anthropomorphic and naturalistic logos drive product 

value perceptions and willingness to pay a premium price?’) which is under review by the Journal of Consumer Marketing 

(Ho, K.F.X., Tarabashkina, L., & Liu, F., 2022)  
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and naturalistic logos can provide different benefits to brand managers and can be used strategically 

to form the desired value perceptions. Brands that wish to enhance premium pricing via emotional 

and novelty values should consider using an anthropomorphic logo. Conversely, naturalistic logos 

would be more suitable for brands that want to emphasise superior functional value.  

4.2 Introduction 

Brand logo represents a symbol that an organisation uses to identify itself or its products, thus, 

differentiating itself from competitors (American Marketing Association, 1960). Brand logos 

typically contain elements of typography, shape, or colour, which act as a visual representation of 

brand meaning to build brand awareness and foster the desired brand image (Henderson & Cote, 

1998). Numerous studies suggest that a well-designed logo can increase market share (Doyle & 

Bottomley, 2004) and financial performance (Park et al., 2013), which is why companies invest a 

significant amount of time and effort in logo design (Henderson & Cote, 1998).  

Brand logos are diverse and range from wordmarks (text that displays companies’ names) to 

pictorials that contain visual elements. Because images are faster and easier to process compared to 

text (Paivio, 2007; Unnava & Burnkrant, 1991), pictorial logos are believed to offer richer and more 

tangible representations compared to wordmarks (Kim & Lim, 2019). Pictorial logos can also more 

easily convey brand benefits and transcend language barriers (Henderson et al., 2003; Park et al., 

2013) due to mental imagery elicited as part of image processing (Paivio, 2007).  

Two common types of pictorial logos include anthropomorphic and naturalistic logos. An 

anthropomorphic logo typically depicts a non-human agent (e.g., a cartoon character) that has human 

physical features (Hosany et al., 2013), whereas a naturalistic logo depicts biological agents (e.g., 

animals) (Machado et al., 2015). Prior studies have shown that pictorial logos can influence brand 

recognition and brand affect (Kim & Lim, 2019; Machado et al., 2021). However, research on other 

effects of pictorial logos, such as their ability to imbue product value perceptions, which go beyond 

cognitive and affective responses, remains scarce despite industries’ heavy reliance on pictorial logos.  
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Product value perceptions represent consumers’ overall assessment of the utility that a product 

can provide (Zeithaml, 1988). Past literature has identified quality and trust as the main antecedents 

of product value perceptions that trigger purchase intentions (Li et al., 2021; Sweeney & Soutar, 

2001; William & Soutar, 2009) with limited insights into how values may be inferred from pictorial 

brand logos, especially when a product has not yet been purchased or consumed.  

The aim of this study is two-fold. First, building on associative priming theory (Collins & Loftus, 

1975; Postman & Keppel, 1970), this study explains that exposure to pictorial logos acts as a prime 

that activates specific thoughts in consumers’ minds (Meyers-Levy, 1989; Schmitt, 1994), which 

prompt product value perceptions and subsequently influence willingness to pay premium price. 

Second, this study draws on anthropomorphism (Epley et al., 2007) and biophilia theories (Wilson, 

1984) to explain why anthropomorphic and naturalistic logos would imbue different product value 

perceptions, yielding different benefits to brand managers via priming.   

This study provides several important contributions to branding literature. First, it points out that 

pictorial logos can imbue specific product value perceptions via priming prompted by naturalistic and 

anthropomorphic images that form part of logos. Many businesses design and use anthropomorphic 

or naturalistic logos without a clear understanding of their effects on product value perceptions 

(Henderson & Cotes, 1998). This study explains the underlying mechanism behind pictorial logos’ 

influence on product value that managers may not be aware of but can be capitalised on. Second, it 

explains which product value perceptions can be enhanced by anthropomorphic and naturalistic logos, 

demonstrating that brand managers should expect different outcomes contingent on the type of 

pictorial logo used, offering clearer managerial guidelines in relation to logo design. Finally, this 

study demonstrates that just like brand associations (Dwivedi et al., 2018; Massara et al., 2019), 

favourable product value perceptions can also command premium price. Because the effects of 

product value perceptions on the willingness to pay premium price have remained poorly understood, 

this study pinpoints a novel pathway to prompt premium price via careful brand logo design. The rest 

of the paper is structured as follows. First, the conceptual framework and hypotheses are explained. 
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This is followed by, methodology, results, theoretical contributions, managerial implications, 

limitations, and directions for future research.  

4.3 Theoretical background and hypotheses  

4.3.1 Product value perceptions and willingness to pay a premium price    

Product value perceptions capture consumers’ overall assessment of a product’s utility, which can be 

formed from any marketing information (Zeithaml, 1988). Product value is multi-dimensional and 

consists of: 1) functional value (designating quality); 2) economic value (designating ‘value for 

money’); 3) emotional value (corresponding to positive emotions derived from purchasing a product); 

4) social value (designating social recognition that can be gained from purchasing a product) and 5) 

novelty value (representing an arousal of curiosity evoked by a product) (Sheth et al., 1991; Sweeney 

& Soutar, 2001). Functional and economic values typically capture utilitarian benefits that can be 

derived from a product, whereas emotional, social, and novelty values provide social or psychological 

benefits (William & Soutar, 2009).  

Past studies suggest that product value perceptions (functional and economic) can be elicited 

by price or labels (e.g., eco-labels, organic certification), which favourably influence consumers’ 

purchase intentions (De Toni et al., 2018; Khan & Mohsin, 2017). Several studies (Anselmsson et al., 

2014; Suhandoko et al., 2021) have also demonstrated that product value perceptions positively 

influence consumers’ willingness to pay higher price, which represents one of the strongest indicators 

of brand equity sought by many marketers (Kim et al., 2010; Netemeyer et al., 2004). Since product 

value is linked to behavioural outcomes, such as willingness to pay a premium price, this study further 

examines how product value perceptions may be contingent on consumers’ processing of pictorial 

logos displayed on products.  
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4.3.2 Anthropomorphic and naturalistic logos as associative primes  

Literature suggests that exposure to visual content (e.g., pictures, images, or drawings) triggers image 

processing (Paivio, 2007), which is distinct from text processing in a number of ways. First, compared 

to text, image processing tends to elicit more vivid representations in the working memory that can 

more effectively facilitate information retrieval from stored memory (Childers, 1986). Second, visual 

information is more readily imaginable compared to textual information, which is more pallid or 

decontextualized (Meyvis et al., 2012). Third, compared to text, exposure to pictorial stimuli is 

believed to be more effective in generating imagery and thoughts that concretize an object and 

activate more concrete, object-related information in consumers’ minds (Meyvis et al., 2012; Paivio, 

2007). 

While pictorial logos represent images and should provide the processing benefits mentioned 

above (i.e., faster information retrieval and concrete object construal), the content of the image (what 

is depicted as part of a pictorial logo) can also affect information processing when it acts as an 

associative prime (Collins & Loftus, 1975). Associative priming refers to consumers’ exposure to a 

stimulus (verbal, textual, or visual concept) that on a subconscious level increases the availability of 

specific type of information, which activates another concept stored in the memory (Collins & Loftus, 

1975; Postman & Keppel, 1970). The activation of stored information by associative priming 

typically increases the likelihood of consumers using this information to interpret events or objects, 

influencing consumers’ responses (Baxter et al., 2018; Janiszewski & Wyer, 2014; Mandel & 

Johnson, 2002). When applied to a logo context, anthropomorphic and naturalistic logos contain 

specific visual cues, and these can act as associative primes, triggering an activation of specific 

concepts associated with an image (Higgins et al., 1985; Janiszewski & Wyer, 2014; Minton et al., 

2017). This activaiton should influence how product value perceptions are formed and whether 

consumers would be willing to pay a premium price.  

Because anthropomorphic and naturalistic logos contain inherently different imagery, they 

should evoke different value perceptions and vary in their influence on consumers’ willingness to pay 
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premium price. Specifically, anthropomorphic logos typically depict non-human agents that possess 

human physical features (Hosany et al., 2013). In contrast, naturalistic logos illustrate biological 

agents, such as animals or nature (Machado et al., 2015). According to anthropomorphism theory, 

humans have an innate propensity to attribute human characteristics and mental states (emotions) to 

non-human agents, such as pets, supernatural entities, or objects (e.g., personal computers) (Chartrand 

et al., 2008; Epley et al., 2007; Waytz et al., 2010). In regards to naturalistic logos, biophilia theory 

suggests that humans have an innate tendency to seek connections with nature and other life forms as 

we have historically evolved to co-exist with animals, plants, and other natural phenomena (Wilson, 

1984). Nature also has positive effects on humans’ physical and psychological well-being (Davis & 

Stamps, 2004; Frumkin, 2003) and consumers possess an inherent preference for designs that reflect 

or feature nature (Ulrich, 1993; Veryzer, 1999).   

Building on biophilia (Wilson, 1984) and associative priming theories (Collins & Loftus 1975; 

Higgins & Kong, 1981), exposure to naturalistic logos should activate nature concepts, priming 

consumers to think about the natural environment in which a product was produced, triggering the 

formation of specific product value perceptions. There is an inherent association between the 

environment/nature and consumers’ attributions of health and quality to a product when it comes to 

food (Sáenz-Navajas et al., 2013; Tempesta et al., 2010). For example, Tempesta et al. (2010) 

reported that naturalistic labels featuring vineyards, hedges, meadows, and trees had a positive 

influence on perceived wine quality and product preferences compared to labels that feature modern 

landscapes (industrialized wineries or modern buildings).  

Since functional value perceptions reflect a product’s quality, reliability, or durability (William 

& Soutar, 2009), naturalistic logos should positively prime consumers by activating thoughts about a 

product’s natural origin and authentic sources of production. Nature imagery should be more 

accessible and more easily imaginable upon exposure to naturalistic logos, which should activate 

nature concepts. The latter should subsequently influence product value perceptions. Hence, a 

naturalistic logo should be more effective in evoking functional value perceptions compared to an 
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anthropomorphic logo, triggering greater intentions to pay premium for a product that can deliver 

greater functional value.  

Anthropomorphic characters are typically used to promote non-food products (for insurance 

services see Sheehan et al., 2020; for cars see Aggarwal & McGill, 2007) and when they were applied 

to food products, they were commonly used to food that targets children (Niemyjska et al., 2021; 

Veer, 2013). Since anthropomorphized characters are usually presented to look friendly and cute, an 

exposure to an anthropomorphic logo should activate different associative concepts, priming 

consumers thought process toward friendliness, cuteness, or childishness, which may inadvertently 

undermine products’ utilitarian value (Hart & Royne, 2017). Moreover, an anthropomorphic logo 

may simply fail to prime quality, reliability, or durability perceptions associated with functional 

product value. Therefore, anthropomorphic logos should not be as effective in priming product quality 

to influence consumers’ willingness to pay premium price (Figure 4.1):  

 

H1: The positive effect of functional value on consumers’ willingness to pay a premium price 

will be greater for a naturalistic logo than for an anthropomorphic logo.  

 

Given that economic value denotes the benefits that consumers are likely to receive for the price 

paid (aka ‘value for money’) (Dodds et al., 1991; Zeithaml, 1988), a naturalistic logo should also be 

more effective in triggering greater economic value perceptions compared to an anthropomorphic 

logo. This should occur because a naturalistic logo can activate vivid natural imagery that can trigger 

perceptions of product’s authenticity (its natural origin and production methods) in consumers’ mind. 

Subsequently, the product that provides ‘value for money’ should encourage greater intention to pay 

premium since the amount paid would deliver value. Considering that an anthropomorphic logo 

mostly triggers positive associations from a friendly character, it would be less effective in priming 

nature concepts that could imbue ‘value for money’ inferences to influence intention to pay a 

premium price. Hence, a naturalistic brand logo should be more superior in triggering economic 

product value perceptions (Figure 4.1). Therefore:  
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H2: The positive effect of economic values on consumers’ willingness to pay a premium price 

will be greater for a naturalistic logo than for an anthropomorphic logo.  

 

As mentioned above, emotional value typically captures consumers’ expectations regarding the 

product’s ability to arouse favourable feelings or positive affective states (William & Soutar, 2009). 

Anthropomorphic logos typically contain facial features or display facial expressions that may be 

perceived as possessing human characteristics or personality traits, which enhanc their likability 

(Guido & Peluso, 2015; Han et al., 2019). Brand anthropomorphism exerts a positive impact on 

consumers’ affective responses, such as brand love (Delgado-Ballester et al., 2019), brand affect 

(Payne et al., 2013), and brand liking (Delbaere et al., 2011). Research also suggests that individuals 

tend to react more favourably to anthropomorphic brand characters (Hellen & Sääksjärvi, 2013) 

because of their round and child-like physical features, which subsequently evoke positive emotions 

in a form of warm feelings or overall cheerfulness (Hosany et al., 2013).  

While there are little insights into the effects of anthropomorphic logos on product value, it is 

plausible that anthropomorphic logos may prime consumers (Higgins & Kong, 1981) by eliciting 

favourable affective states from an exposure to a cute and friendly-looking anthropomorphised 

character. The more favourable affective state associated with a character can subsequently produce 

greater emotional product value perceptions, such as pleasure and happiness associated with its 

consumption that would trigger greater premium price. Although some studies (Hartmann et al., 2009; 

Machado et al., 2015) have shown that naturalistic designs can evoke positive emotions, it is expected 

that naturalistic logos cannot prime affective states as effectively as anthropomorphic logos due to 

the less readily available pleasure and happiness associations, which the anthropomorphised 

characters trigger (Figure 4.1):  

H3: The positive effect of emotional value on consumers’ willingness to pay a premium price 

will be greater for an anthropomorphic logo than for a naturalistic logo.  
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Novelty value is typically elicited when a product arouses curiosity, provides novelty, or satisfies 

consumers’ desire for knowledge (William & Soutar, 2009). Naturalistic logos make nature imagery 

and concepts more readily accessible in consumers’ minds by priming thoughts related to the 

environment and product origin. Such associative priming should prompt consumers’ curiosity to try 

a product and gain knowledge about its consumption (its naturalness), imbuing novelty value and 

triggering greater willingness to pay premium price. Advertisements that feature anthropomorphic 

characters tend to be more attention-catching compared to non-anthropomorphic advertisements 

(Garreston & Niedrich, 2004; Neeley & Schumann, 2004; Zhang et al., 2020). Anthropomorphic 

brand characters are also frequently perceived to be more creative and distinctive compared to the 

commonly used or previously seen biological agents (e.g., animals) or human endorsers, thus they 

can be perceived to be more novel (Heiser et al., 2008). Furthermore, since anthropomorphised 

characters are typically used to promote children’s food products (Niemyjska et al., 2021; Veer, 

2013), when they are applied to adult food products, such logos may prompt curiosity and greater 

novelty value perceptions in the eyes of consumers. Thus, anthropomorphic logos may be even more 

effective than naturalistic logos in triggering greater willingness to pay via novelty value because 

(Figure 4.1):  

H4: The positive effect of novelty value on consumers’ willingness to pay a premium price will 

be greater for an anthropomorphic logo than for a naturalistic logo. 
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Figure 4.1: Conceptual Model of Paper 2 

 

 

4.4 Method 

4.4.1 Research design 

A 2 (naturalistic logo vs anthropomorphic logo) factorial between-subjects experiment was conducted 

to test the postulated hypotheses. Each stimulus showed the same product with different logo design. 

The anthropomorphic logo was presented as a cartoon bee with a human-like face. The naturalistic 

logo used a photo-realistic bee as it would appear in nature (Appendix E). Honey was used as a 

product context because consumers typically cannot sample it before a purchase. Experimental 

stimuli were created using Photoshop CS software based on the brand logo of a real Australian honey 

brand.  

4.4.2 Measures 

A seven-item scale developed by Sheth et al. (1991) and Sweeney and Soutar (2001) were used to 

measure perceived product value with answer options ranging from 1 (‘strongly disagree’) to 7 

(‘strongly agree’). A three-item scale was adopted from Newman and Dhar (2014) to measure 

consumers’ willingness to pay a premium price with answer options ranging from 1 (‘strongly 

disagree’) to 7 (‘strongly agree’). Two manipulation check questions were adopted from Hart and 

Royne (2017) to ensure that logos created for this study were perceived as depicting either an 

anthropomorphic or a naturalistic logo (‘This brand logo looks humanlike’ and ‘This brand logo made 
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me think of the product as a human’). Respondents also specified their age, income, and education. 

The experiment was administered online using Qualtrics. The survey used for this paper is provided 

in Appendix F.  

4.4.3 Participants 

China was selected as a context for this study for several reasons. First, most research on logo designs 

has been conducted in Western countries (Dong & Gleim, 2018; Henderson et al., 2003) and the 

effects of logos on product value perceptions in Asia or other regions have been scarce. Second, 

consumers who have grown up using logographic writing systems (e.g., China, South Korea, and 

Japan) are more receptive to brands with pictorial elements than consumers who use phonological 

language systems (e.g., the U.S.) (Tavassoli & Han, 2002). Finally, China represents the world's 

largest importer of food and its growing middle-class is increasingly buying food products imported 

from other countries (South China Morning Post, 2020).    

The questionnaire was developed first in English and then translated into simplified Chinese 

(Mandarin) using a back-translation method to ensure linguistic accuracy (Brislin, 1970). The 

translation was verified by native speakers and all inconsistencies were resolved via in-depth 

discussions. Participants were recruited from Guangzhou (one of the most developed cities in China) 

by one of the largest research companies in China that had access to 30 million panel members. Only 

middle-income respondents who had resided in Guangzhou for more than six months, had purchased 

honey, and were aged between 25 to 50 years were recruited, as this sample was considered to be 

consistent with the imported food buyers’ segment (Caputo & Pochat, 2021). To minimise brand 

awareness and brand attitude bias (Henderson & Cote, 1998; Machado et al., 2015, participants were 

asked if they visited Australia or were familiar with the presented brand. Only those who have 

responded ‘no’ were allowed to participate.  

Three hundred respondents were recruited and randomly assigned to one of the two conditions 

(Nanthropomorphic logo=150, and Nnaturalistic logo=150). There was an equal gender split in the sample. The 

majority of the participants had a Bachelor’s degree, which reflected the growth in student enrollment 
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in higher education institutions in China (National Bureau of Statistic of China, 2019). The mean age 

was 37 years. The majority of the participants belonged to the middle or high-income group (85%) 

(median monthly discretionary income of 12,000 RMB, equivalent to around 2,516 Australian 

dollars), which reflected the rising wealth of Chinese cities (Mckinsey, 2013), providing a good 

presentation of the Guangzhou population. 

4.5 Data Analysis  

4.5.1 Preliminary analysis  

Results of confirmatory factor analysis (CFA), average variance extracted (AVE), composite 

reliability (CR) (Fornell and Larcker, 1981), and Cronbach’s α (Hair et al., 2010) are shown in Tables 

1 and 2. The standardized loadings were satisfactory (0.68 to 0.85) and each item loaded adequately 

on each respective construct (Table 4.1). Most standardized factor loadings were above 0.7, 

supporting convergent validity. AVE exceeded the threshold of 0.50 for each construct (Fornell and 

Larcker, 1981). CR and Cronbach’s α were above the recommended threshold of 0.7 (Hair et al., 

2014) across all constructs. Discriminant validity was supported as the square root of a construct’s 

AVE was greater than its bivariate correlation with other constructs (Table 4.2) (Fornell and Larcker, 

1981). 
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Table 4.1 Construct measurements-psychometric properties assessment 

Constructs Mean SD CFA 

Loadings 

Cronbach’s α, CR, AVE 

Functional value: 

This honey product: 

…has a good quality 

5.47 0.92 0.79  

α = 0.80 

CR= 0.86 

AVE = 0.55 

…is well produced 5.57 0.90 0.69 

…is good for health 5.65 0.91 0.76 

…has good taste 5.48 0.96 0.69 

…has acceptable standard of safety 5.48 0.97 0.77 

Economic value:  

This honey is: 

…sold at AUD$25 which is reasonably priced 

5.39 0.99 0.79  

α = 0.73 

CR = 0.84 

AVE = 0.65 

…good for the price 5.41 0.93 0.80 

…economical compared to other foreign honey products 5.44 0.93 0.82 

Emotional value:  

This honey product would: 

….make me feel good 

5.51 0.89 0.77  

α = 0.78 

CR = 0.86 

AVE = 0.61 

…make me want to consume more 5.50 0.92 0.78 

…give me pleasure 5.54 0.93 0.77 

…evoke thoughts of happiness 5.53 0.92 0.80 

Novelty value:  

I have curiosity towards this honey product 5.47 0.90 0.74  

α =0.78 

CR = 0.85 

AVE = 0.60 

This honey product represents things that are different to me 5.53 0.90 0.77 

I would want to try this honey product because I am curious 

about new products 

5.48 0.99 0.79 
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I would consume this honey product because I like to 

experience things are different 

5.54 0.95 0.79 

Willingness to pay premium price: 

I am willing to pay a premium price in order to own this 

particular type of honey product 

5.45 0.99 0.81  

α = 0.76 

CR = 0.86 

AVE = 0.68 

I am willing to pay more for this particular honey product in 

relative to the average honey products more substantially 

5.43 0.98 0.85 

I am likely to accept a higher price for this particular honey 

 

5.54 1.01 0.81 

Measurement model fit: χ2/300=1.367, GFI = 0.92, CFI= 0.97, TLI= 0.96, RMSEA=0.03 

Note: SD – standard deviation; CFA – confirmatory factor analysis, AVE – average variance extracted, CR – composite reliability
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Table 4.2 Discriminant and convergent validity of construct 

 

 

 

 

 

 

 

 

 

Note: Elements in bold designate the square root of the Average Variance Extracted; the off-diagonal elements represent the squared inter-construct 

correlations.

Constructs 1 2 3 4 5 

Functional value  0.74     

Economic value  0.63 0.81    

Emotional value  0.62 0.56 0.78   

Novelty value  0.64 0.57 0.61 0.77  

Willingness to pay premium price 0.62 0.63 0.58 0.67 0.82 
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4.5.2 Manipulation checks  

Independent Samples T-test showed that participants were more likely to perceive the 

anthropomorphic logo (M=5.52, SD=0.84) to be more humanlike in comparison to the naturalistic 

logo (M = 5.26, SD = 0.99, t(298) = 2.52, p < 0.001), suggesting that manipulation worked as intended.   

4.5.3 Hypotheses testing 

Structural-equational modelling (SEM) was used to test the postulated hypotheses (Hair et al., 2014) 

using AMOS 27. SEM was deemed suitable given the large sample size (n=330) (Hoogland & 

Boomsma, 1998) and normally distributed data (skewness and kurtosis values between -2 and +2 as 

per Hair et al. (2010). Following recommendations in the literature (Bryne, 2010; Hair et al., 2014), 

SEM was carried out in two steps. First, the overall structural model was estimated using the total 

sample. Second, a multi-group comparison was carried to test the moderating effect of 

anthropomorphic and naturalistic logos on the relationship between perceived product value and 

willingness to pay premium price. The constrained structural model was compared with the 

unconstrained model in which all relationships were set free between the groups. The significant 

differences in the chi-square values between the models indicated whether the logo type acted as a 

moderator and influenced the relationship between product value and willingness to pay premium 

price (Bryne, 2010).   

 Table 4.3 shows the results of the overall structural model. The relationship between value 

perceptions and willingness to pay a premium price were significant. Multi-group analysis is shown 

in Table 4.4. In line with H1, the positive effect of functional value on willingness to pay a premium 

price was stronger when participants were exposed to the naturalistic logo (βnaturalistic logo = 0.295 vs 

βanthropomorphic logo =0.190, p < 0.001). Contrary to H2, there was no difference between 

anthropomorphic and naturalistic logos in their effects on willingness to pay premium price via 

economic value (βaanthropomorphic logo = 0.165 vs βnaturalistic logo = 0.182, p = 0.715), suggesting that both 

anthropomorphic and naturalistic logos imbued similar economic value perceptions and subsequent 

willingness to pay premium price. In line with H3, the anthropomorphic logo outperformed 
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naturalistic logo in producing a greater positive effect on willingness to pay premium by triggering 

greater emotional value (βanthropomorphic logo = 0.241 vs βnaturalistic logo = 0.150, p < 0.001). The positive 

effect of novelty value on willingness to pay premium price was also stronger when anthropomorphic 

logo was used (βanthropomorphic logo = 0.177 vs βnaturalistic logo = 0.087, p = 0.042), providing support for 

H4.  
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Table 4.3 Structural model (anthropomorphic and naturalistic logos combined) 

Path Standardised 

β 

p 

Functional value   

→ Willingness to pay premium price 

0.182 0.003** 

Economic value  0.149 0.004** 

Emotional value  0.236 0.001*** 

Novelty value  0.235 0.001*** 

Structural Model fit: χ2/299 = 1.470, GFI= 0.90, TLI= 0.95, CFI= 0.96, and RMSEA=0.04 

Note: * p < 0.05, ** p < 0.01, *** p < 0.001. 

 

Table 4.4. Multi-group comparison between anthropomorphic and naturalistic logos 

 

Hypothesis  Path  χ2 /df p βanthropomorphic logo  βNaturalistic logo  

  Baseline unconstrained model  1.826 0.040* - - 

H1 ✓ Functional value   

→ willingness to pay 

premium price 

1.831 0.001*** 0.190 0.295 

H2 x Economic value  1.822 0.715 0.165 0.182 

H3 ✓ Emotional value  1.845 0.001*** 0.241 0.150 

H4 ✓ Novelty value  1.832 0.042* 0.177 0.087 

Note: * p < 0.05, *** p < 0.001. 
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4.6 Discussion  

4.6.1 Summary 

While there is research on how anthropomorphic and naturalistic logos should be designed is prolific 

(Payne et al., 2013), there are no studies that have examined the effects of anthropomorphic and 

naturalistic logos on the formation of product value perceptions and subsequent purchase behaviour. 

This study shows that while anthropomorphic and naturalistic logos produce similar intentions to pay 

premium via economic value, they differ in their ability to prompt premium price via functional, 

emotional, and novelty values due to the inherent differences in the underlying cognitive processing 

triggered by distinct logo designs.   

4.6.2 Theoretical implications 

This study provides several important contributions to theory. First, current theory clearly states that 

images are processed faster than text (Paivio, 2007). It also indicates that associative priming can be 

used to elicit favourable outcomes from consumers by means of music (North et al., 2016), text 

(Chartrand et al., 2008), images (Mandel & Johnson, 2002), or colour (Baxter et al., 2017). Yet, very 

little theoretical work has been carried out on the associative priming of brand logos specifically on 

the formation of product value perceptions. While past priming literature has shown that exposure to 

prestige brand names makes consumers attribute greater prestige associations to a product (Chartrand 

et al., 2008) or infer brand personality from colour (Baxter et al., 2017), this study demonstrated that 

images used in pictorial logos can also prime consumers’ information processing. By focusing on the 

pictorial nature of anthropomorphic and naturalistic logos, this study explained that when consumers 

are exposed to pictorial logos, anthropomorphic and naturalistic images act as associative primes, 

activating value-specific concepts, subsequently influencing willingness to pay a premium price. This 

information processing has not been previously explicated, and this study is the first to point out the 

associative priming effects of pictorial logos on product value inferences, extending current theory 

on brand logo processing.  
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The second contribution of this study relates to a more nuanced theoretical explanation of the 

differential effects of anthropomorphic and naturalistic logos on the relationship between perceived 

values and willingness to pay premium price. This has been accomplished by combining 

anthropomorphism (Epley et al., 2007) and biophilia theories (Wilson, 1984) with associative priming 

theory (Collins & Loftus, 1975; Higgins & Kong, 1981; Postman & Keppel, 1970). This study 

demonstrated that an anthropomorphic logo is more effective in boosting willingness to pay premium 

price via emotional and novelty values than a naturalistic logo. This phenomenon occurs because 

individuals respond more favourably to neotenous (adorable and childlike) characteristics (Hellen & 

Sääksjärvi, 2013; Hosany et al., 2013) (associative primes) and find them to be more distinctive 

(Heiser et al., 2008; Neeley & Schumann 2004; Zhang et al., 2020), which evokes more positive 

emotions and curiosity. While some studies (Machado et al., 2015, 2021) have demonstrated that 

naturalistic logos positively influence affect, an anthropomorphised cartoon bee used in this study 

activated novelty, curiosity, and positive affective states more effectively than the naturalistic bee, 

which primed only nature-related thought processes. By applying biophilia theory (Wilson, 1984) 

and drawing upon the understanding of humans’ attribution of healthiness and restorative 

characteristics to nature (Davis & Stamps, 2004; Frumkin, 2003), this study has also explained why 

naturalistic logos should be more effective in enhancing the relationship between functional product 

value and premium price compared to anthropomorphic logos. By explaining the underlying 

associative priming mechanism behind pictorial logos, this study has contributed to the existing 

anthropomorphism (Hart & Royne, 2017; Laksmidewi et al., 2017; Payne et al., 2013) and naturalistic 

designs literature (Machado et al., 2015, 2021) and has opened avenues for future theoretical research 

in this area. 

The third contribution of this work relates to the advancement of theory on the formation of 

product value perceptions. It is currently believed that product values typically form after a product 

has been purchased or experienced (Coelho et al., 2020; de Morais et al., 2020; Li et al., 2021). This 

study points to a new mechanism, whereby product value perceptions can be formed and be 
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effectively influenced before a product has been trialled by using logo design elements to prime 

consumers’ thought processes and subsequent intentions to pay premium price.   

4.6.3 Managerial implications  

Several managerial implications emerge from this study. First, it is currently assumed that quality 

perceptions or actual experience with a product/service can imbue product value perceptions (Li et 

al., 2021; William & Soutar, 2009). This study shows that companies can use pictorial logos to imbue 

value perceptions prior to a purchase with images used in pictorial logos being crucial to facilitating 

this process, providing novel and actionable insights to marketing managers. Anthropomorphic and 

naturalistic logos are frequently used by companies and represent the factor that is controlled by firms 

and can be leveraged.  

Second, this study offers more nuanced recommendations for brand logo design by 

highlighting which value perceptions companies can tap into via pictorial logos. For example, brands 

that wish to enhance premium pricing via emotional value should consider using an anthropomorphic 

logo. This logo type would allow companies to highlight hedonic experiences, such as happiness, 

pleasure, and favourable affective states before a product is purchased. Emotional value could in 

particular appeal to ‘comfort seekers.’ Companies that want to promote novelty value can also deploy 

anthropomorphic logos, but their applicability to luxury products needs to be further tested. 

Naturalistic logos would be more suitable for brands that want to emphasise utilitarian benefits and 

superior functional value (quality, unique or special production method, taste, or safety). Many brands 

experience fierce competition and the formation of favourable product value perceptions could 

represent a strategy for many firms to explore to encourage differentiation. Ultimately, favourable 

product values can encourage willingness to pay premium price if product value is triggered by the 

appropriate logo cues. 

The above-mentioned recommendations are applicable to new product development processes 

when companies are at the early stages of brand logo design as well as novice and established brands 

that wish to strengthen or revise their current branding. The choice of the appropriate strategy to 
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facilitate the desired product value perceptions should be considered using the nature of brands’ 

offerings, competitive landscape, and suitable pictorial designs. It is important that brand managers 

understand what benefits pictorial logos can provide to create strong value perceptions and 

differentiation.  

4.7 Limitations and future research  

There are several limitations in this study. First, the anthropomorphic and naturalistic logos used in 

this study were based on one character (a bee) and future research may examine the impact of other 

anthropomorphic/naturalistic designs (e.g., animal cartoon characters, natural landscapes, and/or a 

combination of both). Second, abstract logos are also frequently used in the industry (e.g., Nike, 

Adidas, and Airbnb) and future studies may explore the effects of pictorial logos against abstract 

logos on the relationship between value perceptions and willingness to pay a premium price to 

identify further differences. Finally, since the product used in this study could not imbue substantial 

social value, the later was not tested (Lee et al., 2018; Loureiro & de Araújo, 2014) and future research 

can use luxury food items (wine or truffles) to study the effect of logos on the social value.  

4.8 Concluding remarks 

This Chapter outlined the findings of the second study (Paper 2) undertaken to investigate the impact 

of pictorial brand logos on consumers’ product evaluations (product value perceptions) and 

consumers’ behavioural intention (willingness to pay a premium price). Associative theory (Collins 

& Loftus, 1975; Postman & Keppel, 1970), and Sweeney & Soutar’s (2001) product value (PERVAL) 

framework that underpinned this research advances the understanding of the mechanism through 

which pictorial logos designs such as anthropomorphic and naturalistic logos can evoke both 

utilitarian-related (functional value and economic value) and socio-psychological-related (emotional 

value, social value and novelty value) product value perceptions, even before the product is purchased 

or consumed. Drawing upon anthropomorphism (Epley et al., 2007) and biophilia (Wilson, 1984) 

theories, the results further provide an understanding of the differential effects of anthropomorphic 

and naturalistic logos on the relationships between product value perceptions and consumers’ 
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willingness to pay a premium price. Moreover, the Chapter presented several important implications 

for brand logo design strategies. However, the discussion of this Chapter is limited to the effects of 

pictorial designs of the product labels, which occurs in bottom-up information processing (an 

involuntary and a stimulus-driven form of cognitive processing) (Wolfe, 1998). As mentioned 

previously (in Chapter Two), consumers’ processing of food labels can also be voluntary and goal-

orientated (top-down information processing); such as when consumers actively attend to product 

assurance-related cues such as geographical labels (COO and ROO cues) to ascertain product quality 

(Pieters & Wedel, 2004). Thus, this research gap has led to the development of Study 3 (Paper 3), 

which will be discussed in more detail in Chapter Five.  
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Chapter Five: A closer look at geographical indicators: How food 

labels influence product values, authenticity, and willingness to pay 

premium price  
 

This chapter presents the third paper included in the PhD thesis that answers the following research 

questions:  

a) How does consumers’ processing of geographical indications (Country-of-origin and Region-

of-origin cues) influence product value perceptions and behavioural intentions (purchase 

intention and willingness to pay a premium price) of food products such as honey products?     

b) Is a region-of-origin cue more effective than a country-of-origin cue in influencing the 

relationship between product value perceptions and behavioural intentions (purchase intention 

and willingness to pay a premium price)? 

c) Does product authenticity evoked by geographical labels (country-of-origin and region-of-

origin cues) influence the relationship between value perceptions and behavioural intentions 

(purchase intention and willingness to pay a premium price)?  

d) Does (low vs high) health consciousness moderate the relationship between value perceptions 

and behavioural intentions (purchase intention and willingness to pay a premium price) when 

consumers are exposed to geographical labels (country-of-origin and region-of-origin cues)? 

5.1 Abstract 

The effects of country-of-origin (COO) cues on product evaluations are well documented. However, 

research on the relative effects of COO and other geographical indicators, such as region-of-origin 

(ROO) cues, on food purchases is limited. This study investigates how geographical origin labels 

influence Chinese consumers’ perceptions of the value and authenticity of foreign food products and 

their subsequent purchase intentions and willingness to pay a premium price. The moderating role of 

 
 This Chapter consists of the manuscript (‘A closer look at geographical indicators: How food labels influence product 

values, authenticity, and willingness to pay premium price’) which is under review by the Asia Pacific Journal of 

Marketing and Logistics (Ho, K.F.X., Liu, F., & Tarabashkina, L., 2022)  
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health consciousness on these relationships is also examined in light of the Covid-19 pandemic. This 

study adopted a between-subjects quasi-experimental design. A total of 1,500 subjects were initially 

contacted and the final valid sample consisted of 300 middle- and high-income Chinese consumers 

aged between 25 to 50 years. Hypotheses were tested using Structural Equation Modelling. Under 

both COO and ROO cues, all five product values positively influence consumers’ willingness to pay 

a premium price. Conversely, a product’s functional, economic, and novelty values appeared to only 

influence purchase intention. A ROO cue performed significantly better than a COO cue in eliciting 

functional, economic, and novelty value perceptions, which led to stronger purchase intention and 

willingness to pay a premium price. These relationships were mediated by product authenticity and 

moderated by consumers’ health consciousness, respectively. The main contribution of this study lies 

in distinguishing the effects of COO and ROO cues on product values, authenticity, purchase 

intention and willingness to pay a premium price.  Furthermore, this study provides valuable insights 

into the role of health consciousness in consumers’ purchase decisions, which adds to the 

understanding of the impact of a global crisis on food purchases. 

5.2 Introduction  

Value is a central element in consumers’ purchase decisions (Hsiao & Chen, 2016; Swait & Sweeney, 

2000) but has received considerably less attention for food products than for other retail products 

(Yang et al., 2021) and services (Li et al., 2021). Food-related value perceptions may vary due to the 

unique risk and uncertainty consumers experience when making food purchases. Although much of 

the research on product value has focused on utilitarian benefits (i.e., sensory and health properties) 

(Devia et al., 2021; Swahn et al., 2012; Yan et al., 2016), food is also a source of hedonic benefits 

(e.g., eating certain foods provides a sense of indulgence or prestige) (Anselmsson et al., 2014; ), 

especially in times of a global crisis such as a pandemic. Moreover, given that higher prices can reflect 

better product quality and other benefits (Davcik & Sharma, 2015), consumers’ purchase intention 

and willingness to pay a premium price might be a function of their perceived product values. Even 
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so, the mechanisms through which product values influence consumers’ purchase decisions remain 

underexplored in the food purchase context.  

The proliferation of globally reported food adulteration cases has also elicited growing consumer 

concern about food products’ authenticity (Dimara & Skuras, 2005). The proliferation of food 

adulteration cases could be facilitated by restrictions on the supply chain, increased demand for food, 

suspension of food inspections and audits (Brooks et al., 2021). A product that is viewed as ungenuine 

or unnatural could diminish product values, which would negatively impact consumer purchase 

decisions. Despite the importance of product authenticity, this concept is poorly defined and highly 

personal (Leigh et al., 2006). A few studies on food products have suggested that product authenticity 

arises from subjective elements connected to a place of origin (e.g., the use of local ingredients and 

local expertise in producing a product) (Napoli et al., 2014; Zhang & Merunka, 2015). However, little 

is known about the value drivers of product authenticity or its influences on purchase intentions and 

responses to premium prices (Van der Lans et al., 2001).  

A physical connection to a given place can play a key role in forming product-related perceptions 

(Newman & Dhar, 2014). Geographical labels such as country-of-origin (COO) and region-of-origin 

(ROO) cues have been found to increase perceived food quality (Yang et al., 2021) and safety 

(Marcoz et al., 2016). However, the impact of a product’s geographical origin on product perceptions 

has mainly been examined from a COO perspective (Van Ittersum et al., 2003). The emergence of 

hybrid and multi-national products (with more than one COO) has diluted the accuracy of COO cues, 

making it increasingly difficult for consumers to determine a product’s origin (Usunier, 2006).  

Furthermore, in today’s competitive and globalised market, a growing number of businesses are 

seeking to differentiate their products from competing brands by developing regional variations (Van 

Ittersum et al., 2003). ROO labelling could therefore serve as a valuable marketing tool. Yet the 

literature has revealed little about how consumers may use ROO labelling (e.g., “Product of Western 

Australia”) differently from COO labelling (e.g., “Product of Australia”) when evaluating a product’s 
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values and authenticity, especially in times of the COVID-19 pandemic. Furthermore, as the 

pandemic persists, consumers would be more health-conscious (Zwanka & Buff, 2020), thus more 

consumer-focused research is needed to determine how health consciousness may influence 

consumers’ product evaluations and behavioural intentions, particularly when they are exposed to 

different types of geographical origin labels.  

The present study aims to address several gaps in the literature. First, this study extends the COO 

research into broader issues of place-based marketing by considering the effect of a more specific and 

localised geographical region (ROO). Second, this study is among the first to provide a 

comprehensive understanding of the relative effects of COO and ROO cues on perceived product 

values as well as consumers’ purchase intention and willingness to pay premium prices in relation to 

packaged food products. Sweeney & Soutar’s (2001) product value (PERVAL) model, a 

multidimensional framework integrating utilitarian and socio-psychological perspectives, will be 

employed to capture the complexity of food product evaluation. Third, the current study also provides 

a more nuanced understanding of the complex relationships between product value and consumers’ 

behavioural intentions by examining the mediating role of product authenticity. Finally, by 

considering the COVID-19 pandemic, the study provides important insights into the role of health 

consciousness in influencing the relationships between product value and consumers’ behavioural 

intentions in a geographical labelling context.  

5.3 Theoretical background and hypotheses  

5.3.1 Country-of-origin (COO) and region-of-origin (ROO) labels 

COO labelling reflects the country with which consumers associate a certain product or brand 

(Usunier & Cestre, 2010). Consumers often hold stereotypical beliefs about product attributes based 

on the country image, and these beliefs are used as information when evaluating products from 

different countries (e.g., Roth & Romeo, 1992). Many researchers have argued that country image 

varies across products for every country and that each country is known for a certain product (Laroche 
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et al., 2003). COO is pivotal to the marketing of numerous imported food products (e.g., French wine, 

American beef, and Japanese beer (Loureiro & Umberger, 2005;Yeh et al., 2010).    

Some scholars (e.g., Van Ittersum et al., 2001) have suggested that the same effect is expected 

for other geographical origins, such as regions (e.g., states and provinces) within a country. ROO has 

thus emerged as another means of indicating products’ origins based on a more specific and distinct 

geographical place (Van Ittersum et al., 2003). ROO typically evokes beliefs about a region’s 

traditions, culture, and inhabitants (Dekhili et al., 2011), all of which influence the production of a 

product. Similar to a COO cue, a ROO cue can trigger consumers’ associations with a product and 

its regional origin, which are then used to evaluate the product.  

Although ROO effects are expected to operate through a similar process as COO, ROO possessed 

some unique aspects (Moulard et al., 2015). Regions are much more homogeneous than countries in 

their natural and human factors (Delamont, 2003). A region’s natural environment represents the 

natural and climatic suitability for producing a product, while human factors convey the expertise 

present in the region to produce a product (Van Ittersum et al., 2003). Specifically, craftsmanship is 

a core factor distinguishing places and their products (Shimp et al., 1993). Consumers can identify 

products from different places based on the perceived expertise required to produce high-quality items 

(Liu et al., 2006). For example, a region may be well-known for its wine production, but the same 

place will not necessarily be known for great beer.  

Therefore, regional products may possess attributes that closely reflect these products’ 

associations with their geographical origins (Spielmann & Charter, 2013; Zhang & Merunka, 2015). 

Regions are inherent to their local products and can therefore provide brands with “individual 

fingerprints that are unique” (Iversen & Hem, 2008). A ROO cue can in turn trigger images of a 

specific region and may inform consumers’ product evaluations and subsequent purchase behaviour 

more strongly than a COO cue.  
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5.3.2 Product value perceptions  

The concept of value has been examined in marketing for the last three decades, with unanimous 

acknowledgement of its importance (Gallarza et al., 2011; Williams et al., 2017). Value perceptions 

are highly subjective and idiosyncratic (Holbrook, 1994); they vary by product and service types as 

well as consumer characteristics (Zeithaml, 1988). According to Sweeney & Soutar’s (2001) product 

value (PERVAL) framework, perceived value is a multidimensional construct containing five key 

dimensions: 1) functional value (favourable product quality and performance) 2) economic value  (a 

product’s perceived value for money) 3) emotional value (a consumer’s favourable emotions towards 

a product) 4) social value (social recognition gained for purchasing the product) and 5) novelty value  

(curiosity elicited by the product) (Sheth et al., 1991; Sweeney & Soutar, 2001).  

Functional and economic values are utilitarian-related benefits that be derived from purchasing 

or consuming a product, whereas emotional, social, and novelty values denote socio-psychological-

related aspects of a product’s benefits. Studies have outlined how value perceptions can be formed 

and affect purchases in contexts such as tourism (Li et al., 2020), brand management (Wiedmann et 

al., 2018), and retailing (products and services) (Li et al., 2012).   

For food, value perceptions could vary based on the unique risk and uncertainty consumers 

experience when making purchases. Specifically, due to the disruption of the global food supply 

chain, restrictions on import/export and panic-buying in supermarkets experienced in many countries, 

the global crisis, such as the COVID-19 pandemic, has aggravated the issue of food security and 

nutritional crisis (Aday & Aday, 2020). Consequently, these events negatively impact food 

accessibility, limiting consumers’ access to high-value food in the market (Fan et al., 2021).   

 The far-reaching physical and psychological impact of COVID-19 has also been reported 

(Aksoy et al., 2021; Serafani et al., 2020), resulting in significant changes in consumers’ food 

consumption behaviour. It is well-established that food choices are associated with physical and 

mental health (Snuggs & McGregor, 2021). Recent studies have shown that there is an increasing 
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demand for food that consists of high utilitarian values (e.g., high quality, safe and nutritious) as 

consumers seek to improve their physical health during the pandemic (Aksoy et al., 2021; Zwanka & 

Buff, 2020). Furthermore, emerging studies have reported a higher number of mental health problems 

(e.g., stress, anxiety and depression) in times of the pandemic, exacerbated by social isolation during 

lockdowns, anxiety about one’s health and stress about unemployment and finances (Sarlio-

Lahteenkorva et al., 2004). Hence, consumers are consuming food that is rich in emotional value 

(pleasure and enjoyment) to enhance their emotional state (Muscogiruri et al., 2020). As proxy 

indicators of product quality, both geographical labels (COO and ROO cues) could evoke various 

value perceptions which affect consumers’ food purchases in times of the pandemic.  

5.3.3 Consequences of product value perceptions  

Product value perceptions are essential criteria in consumers’ purchase decisions (Sweeney & Soutar, 

2001). Purchase intention is the likelihood that consumers will plan to (or be willing to) purchase a 

certain product or service in the future (Liu & Murphy, 2007). Research has reported the positive 

effects of perceived values on consumers’ intentions to purchase various products and services, such 

as mobile apps (Hsiao & Chen, 2016), souvenirs (Lin & Wang, 2012), and apparel (Chae et al., 2020). 

Several studies have also indicated that value perceptions largely influence purchase intention toward 

food products (De Temmerman et al., 2021; Wang et al., 2020). For example, Lee and Hwang (2016) 

found that functional and economic values positively affected consumers' intentions to purchase 

organic food originating from certain countries.  

Contrary to purchase intention, willingness to pay a premium price refers to the maximum price 

a consumer will voluntarily pay for a product or service (Wertenbroch & Skiera, 2002). It is a measure 

of the value that an individual assigns to a consumption experience in monetary units (Homburg et 

al., 2005). A product warrants a premium price when consumers are willing to pay more for it than 

for similar competing products (Shimp et al., 1993). Understanding consumers’ willingness to pay is 

critical in forecasting demand and designing optimal pricing strategies (Sichtmann & Stingel, 2007). 
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The price that consumers are willing to pay generally reflects the perceived values of the product 

(or service) that can be obtained. Limited studies have been conducted involving food, but relevant 

findings suggest that consumers’ willingness to pay for food products is based on perceived product 

values. For example, utilitarian benefits, namely food safety (Angulo et al., 2005), healthfulness 

(Hartmann et al., 2018), taste and aroma (Krystallis & Chryssohoidis, 2005) along with socio-

psychological-related benefits such as the prestige of purchasing food from certain origins (Liu & 

Murphy, 2007). Considering the increased demand for high-quality and healthy food to improve one’s 

physical and mental well-being (Aksoy et al., 2021), the changes in food purchasing in response to 

the pandemic may also be driven by utilitarian and socio-psychological values. It is therefore 

postulated that:  

H1. Product values, including functional value (H1a), economic value (H1b), emotional value 

(H1c), social value (H1d), and novelty value (H1e), will be positively related to consumers’ 

purchase intention. 

H2. Product values, including functional value (H2a), economic value (H2b), emotional value 

(H2c), social value (H2d), and novelty value (H2e), will be positively related to consumers’ 

willingness to pay a premium price. 

5.3.4 Mediating role of product authenticity 

Product authenticity has been examined in multiple domains, spanning tourism (Hede et al., 2014), 

reality television (Rose & Wood, 2005), and branding (Moulard et al., 2016). Much of this research 

indicates that product authenticity plays a major part in consumption behaviour. Perceived product 

authenticity has emerged as a consumer-desired attribute embodying one’s perception of a product as 

original or genuine (Napoli et al., 2014; Newman & Dhar, 2014). Product authenticity enables 

businesses to create a strong point of differentiation in the age of indistinguishable “me too” food 

product offerings (Dwivedi & McDonald, 2018). Moreover, product authenticity serves as a 

guarantee of food quality and safety (Kamruzzaman, 2016).  
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However, food authenticity has been compromised due to the incidence of adulteration of food, 

food ingredients and commodities, which has proliferated in recent years due to the globalisation of 

supply chains and increasingly complex distribution system (Manning & Managhan, 2019). The 

COVID-19 pandemic has exacerbated the issues of food adulteration as a result of increased food 

demand, restrictions on supply chains and suspension of food inspection (Brooks et al., 2021). 

Moreover, adulterated food products are less likely to be detected due to the requirement for workers 

to self-isolate, work from home, hospitalisation and fatalities caused by infection (Singh, 2020).  

 Food shortages caused by increased global food demand further provide opportunities for 

fraudsters to illicit inauthentic food into the supply chain (McGrath et al., 2021). Specifically, there 

has been an increased demand for high-value food such as olive oil, dairy products and honey during 

the pandemic; these products are already susceptible to adulteration. Thus, these products are 

expected to be at an even greater risk of adulteration as the likelihood of detection is significantly 

reduced during the pandemic (Singh, 2020). Considering the heightened consumers’ concerns for 

food authenticity in this crisis, it is imperative that food retailers understand how product authenticity 

can be communicated to the consumers and are able to verify authenticity through its provenance, 

especially when they are imported from overseas and sold for a premium price.  

The notion of authenticity extends beyond simply being genuine or real, even though many early 

definitions align with this perspective (Alexander, 2009). The concept of product authenticity is 

highly subjective: consumers perceive authenticity differently and use a range of attributes to evaluate 

it in products (Napoli et al., 2014). Different consumers can deem the same object either authentic or 

inauthentic, depending on their evaluations of how authentic the representation looks or feels (Rose 

& Wood, 2005). Product authenticity may thus be contrived rather than reality. 

According to the Means-End Chain Theory (Gutman, 1982), consumers purchase products that 

can lead to desired consequences (e.g., product value perceptions). Some studies indicate that various 

geographical origin-related attributes can elicit product authenticity, including the commitment to 
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quality, emotional attachment to the use of traditional production methods, and expertise of local 

producers (Napoli et al., 2014; Lacœuilhe et al., 2017). Researchers have also suggested that product 

authenticity manifests through a product’s originality and uniqueness (Bruhn et al., 2012). Therefore, 

geographical labels, such as COO and ROO cues, can trigger thoughts associated with a product from 

a specific region, subsequently evoking various product values that could influence product 

authenticity.  

Moreover, some studies have also shown a positive association between product authenticity and 

behavioural intentions. For example, Spielmann and Charters (2013) found that authenticity 

positively influenced consumers’ intentions to purchase terroir products. Pelet et al. (2020) more 

recently reported that the authenticity of wines (from a particular origin) positively influences 

purchase intention. Other studies have also indicated that consumers are willing to pay more for 

authentic products originating from specific countries/regions (Park et al., 2016; Skuras & Vakrou, 

2002). For example, Moulard et al. (2015) found that consumers perceived wines from the “Old 

World” (e.g., the Burgundy region of France) to be more authentic which subsequently evoke a 

stronger willingness to pay compared with wines from the “New World” (e.g., the United States).  

Therefore, the formation of product authenticity resulting from product values evoked by COO 

and ROO cues will consequently influence purchase intention and willingness to pay a premium price. 

Following this rationale, it is postulated that:  

H3. Product authenticity will mediate the effect of product values functional value (H3a), 

economic value (H3b), emotional value (H3c), social value (H3d), and novelty value (H3e) on 

purchase intention. 

H4. Product authenticity will mediate the effect of product values functional value (H4a), 

economic value (H4b), emotional value (H4c), social value (H4d), and novelty value (H4e) on 

willingness to pay a premium price.  
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5.3.5 COO versus ROO labels  

The extant literature is replete with evidence of how closely consumers associate products with their 

COO (e.g., Dimara & Skuras, 2005; Yeh et al., 2010). A ROO cue can communicate product 

characteristics based on a region’s natural environment and human expertise, rendering this labelling 

more effective than a COO cue in triggering product-related thoughts and feelings.  

The functional value of food products is often associated with taste (Machiels & Karnal, 2016), 

safety (Hall & Osses, 2013), and healthiness (Van Kleef et al., 2005). Prior research has shown that 

COO and ROO cues can enhance food quality perceptions and imply food safety. These findings have 

been confirmed for food products such as cheese (Marcoz et al., 2016), wine (Liu et al., 2007), and 

beef (Umberger et al., 2003). Regional products (e.g., terroir wine) are commonly seen as being made 

by devoted local producers who use natural ingredients and time-honoured production techniques. 

Hence, regional products are often regarded as being of higher quality than mass-produced options 

(Bizjak et al., 2018; Napoli et al., 2014; Zhang & Merunka, 2015). Moreover, ROO label use (e.g., 

the European Union’s protected designation of origin label and protected geographic identification 

label) is subject to stringent regulations in an effort to preserve and guarantee consistent product 

quality (Barham, 2003). As such, a ROO-labelled product may be perceived as being of higher 

functional value than a COO-labelled product. Consumers also appear more willing to pay premium 

prices for imported food products, such as wine (Dimara & Skura, 2005), olive oil (Fotopoulos & 

Krystallis, 2001), and beer (Lentz et al., 2006), which originate from certain places. As some regions 

are known for producing specific products (e.g., Burgundy wine), consumers may view regional 

products as offering better value for money compared with mass-produced products. A ROO cue 

could therefore evoke higher economic value than a COO cue.  

Both COO and ROO cues can trigger emotional associations with a place and influence product 

evaluation (Lorenz et al., 2015). Work in environmental psychology and tourism has revealed that 

people experience place-based emotions (Hosany et al., 2017; Yan et al., 2016). Moreover, food is 

strongly associated with its geographical origin (Demossier, 2011). Interactions between natural 
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resources and lifestyles often bring about profound historical and symbolic associations between 

places and food (Delamont, 2002; Tregear et al., 1998). Considering the strong historical and 

symbolic links between regions and food (Delamont, 2002; Van Ittersum et al., 2003), a ROO cue 

may be more effective in eliciting a product’s emotional value.   

Social value can also be derived from purchasing food with certain geographical origins 

(Somogyi et al., 2011;). For instance, wine originating in specific regions (e.g., Burgundy) is 

generally favoured by consumers from developing countries (e.g., China), especially for social and 

cultural occasions such as gift-giving as reputable products are thought to signal quality and prestige 

(Liu & Murphy, 2007). Thus, the sophisticated image of consuming food produced in certain regions 

can generate perceived social benefits, such as enhanced social status and relationships (Camillo, 

2012).  

As regional products carry strong place–product connections (Spielmann & Charters, 2013), a 

product produced in a specific region is typically regarded as natural and rare in comparison to a 

mass-produced product (e.g., a wine produced in Burgundy versus wine produced in France). Rarity 

is one reason why consumers purchase conspicuous products such as luxury brands (Chailan, 2018). 

Consumers tend to be drawn to the exclusivity of regional products; purchasing them is desirable 

from a reference group standpoint. Thus, a ROO label may elicit higher social value over a COO cue.  

Novelty value can also further be derived from consuming food that originates from certain 

countries or regions. Research on food tourism indicates that tourists consider local food consumption 

a novel experience and a means of acquiring new knowledge or cultural capital (e.g., by learning 

about new ways of cooking and eating or discovering a food’s origin) (Ji et al., 2016). Since a specific 

region can benefit from the reputation of producing a particular product, a regional product possesses 

distinctive “individual fingerprints” (Van Ittersum et al., 2003). Consumers might therefore perceive 

a regional product as more novel than a COO-labelled product.  
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As such, ROO labels should be more effective in evoking product values and consequently, have 

a stronger impact on purchase intention and willingness to pay a premium price.  Therefore, it is 

posited that: 

H5. The positive effects of product values (functional value (H5a), economic value (H5b, 

emotional value (H5c), social value (H5d) and novelty value (H5e) on purchase intention would 

be greater for a ROO cue than for a COO cue.  

H6: The positive effects of product values, namely functional value (H6a), economic value (H6b), 

emotional value (H6c), social value (H6d) and novelty value (H6e), on willingness to pay a 

premium price will be greater for a ROO cue than for a COO cue. 

Product authenticity is often associated with meanings affiliated with a place of origin, including 

history, culture, and tradition (Leigh et al., 2006). Put simply, authenticity reflects a product’s 

intrinsic elements—the use of local expertise/knowledge in production, the use of natural local 

ingredients, and time-honoured production methods (Chousou & Mattas, 2021; Melewar & Skinner, 

2020; Napoli et al., 2014;). Regional products thus hold specific qualities, such as organoleptic 

characteristics, that cannot be found in products from other places (Van Ittersum et al., 2003). No 

studies have directly compared COO and ROO labelling; however, a few studies (e.g., Spielmann & 

Charters, 2013; Zhang & Merunka, 2015) have suggested that regional products are perceived as 

more authentic. Additionally, Usunier and Cestre (2010) contended that French products labelled 

with “appellation contrôlée” (AoC, a regional certification) are less susceptible than other products 

to counterfeits; AoC products are legally prohibited from being produced outside of France.  

Therefore, product authenticity elicited by a ROO cue should be greater than a COO cue and 

subsequently enhance the relationships between product values and behavioural intentions. Hence, it 

is postulated that:  
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H7. The mediating effect of product authenticity on the relationships between product values 

(functional value (H7a), economic value (H7b), emotional value (H7c), social value (H7d), and 

novelty value (H7e) on purchase intention will be greater for a ROO cue than for a COO cue.  

H8. The mediating effect of product authenticity on the relationships between product values 

(functional value (H8a), economic value (H8b), emotional value (H8c), social value (H8d), and 

novelty value (H8e) on willingness to pay a premium price will be greater for a ROO cue than 

for a COO cue. 

5.3.6 Health consciousness 

Health consciousness refers to an individual’s readiness to undertake action to maintain and/or 

improve their health (Hong, 2009). Health consciousness shapes consumers’ attitudes towards health-

enhancing behaviours (Mai & Hoffmann, 2012). Consumers with a higher level of health-

consciousness (or more health-conscious consumers) monitor their health and well-being more 

consistently to prevent illness compared with less health-conscious consumers (Aksoy et al., 2021). 

Moreover, when making food purchase decisions, more health-conscious consumers are more 

concerned than less health-conscious consumers about products’ quality and nutritional value (Butler 

& Barrientos, 2020).  

Cataclysmic events, such as the COVID-19 pandemic, have caused profound negative effects on 

the global health crisis and have been found to elevate consumers’ health consciousness, causing 

notable changes in their food consumption (Hassen et al., 2021). Such behavioural change also leads 

to greater demand for high-quality, safe and nutritious food as consumers are exposed to higher 

health-related risks (Rodríguez- Pérez et al., 2020; Zwanka & Buff, 2020). As mentioned previously, 

consumers are also concerned about the effect of COVID-19 on their mental health, thus consumers 

are increasingly consuming high-quality food to enhance their mood and to relieve the stress they are 

experiencing in times of the pandemic (Aday & Aday, 2020; Hughes, 2020).  

As consumers’ heightened health consciousness is a consequence of the COVID-19 crisis, 

concerns about food quality and its origin among the public could be greater as health risks associated 
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with the infection persist. Consumers often associate origin with food quality (Liu et al., 2007; 

Marcoz et al., 2016) and food produced from certain countries is perceived to be of higher quality 

than others (Umberger et al., 2003; Yeh et al., 2010). A recent study conducted by Armstrong and 

Reynolds (2020) during the Covid-19 lockdown in the U.K indicates that consumers’ perceived food 

quality is influenced by COO cues. Specifically, food from China is rated less favourable as compared 

to U.S and U.K due to its hygiene and animal welfare practices.  

As noted previously, COO and ROO cues could signal various benefits associated with a food 

product, including functional value (taste, safety, healthiness) and emotional value (pleasure derives 

from consuming high-quality food products). Hence, more health-conscious consumers may regard 

such cues to be particularly appealing and important in facilitating their product evaluation and 

making informed food purchases as compared to less health-conscious consumers. Therefore, it is 

postulated that: 

H9a. For both COO and ROO cues, the relationships hypothesised in H1 will differ significantly 

between the less and the more health-conscious consumers. 

H9b. For both COO and ROO cues, the relationships hypothesised in H2 will differ significantly 

between the less and the more health-conscious consumers.  
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Figure 5.1: Conceptual Model of Paper 3  

 

5.4 Research method  

5.4.1 Product and country selection 

The food product context was chosen to test the conceptual model because food typically displays 

geographical origin labels (COO and ROO cues) (Insch & Jackson, 2014). Specifically, honey was 

used as a product context for this study as it is a widely consumed product (Batt & Liu, 2012). 

Furthermore, China was selected as the focal market as it is the world’s largest food importer and 

Chinese consumers have also displayed a growing interest in premium imported food products, such 

as natural honey (Zheng, 2018). Honey consumption in China is expected to increase from 5% to 

10% annually, with a projected rise in average price from 55.6 RMB in 2012 to 79.8 RMB (Zheng et 

al., 2011).  



 
 

5.4.2 Research design  

A between-subjects quasi-experimental design was adopted to examine the effects of two 

geographical origin labels. The experimental mock-up featured a 250-gram bottle of Jarrah honey 

against a white background. The first group of participants was exposed to a honey product with a 

clear COO indication, “Product of Australia”; the second group was exposed to an identical honey 

product with a ROO indication, “Product of Western Australia” (Appendix G). Participants in the 

main experimental groups were randomly assigned to one of the two experimental conditions. 

5.4.3 Data collection 

Data were gathered through Horizon Research, a large consumer research panel provider in China, 

and the survey was administered online to the residents of Guangzhou, China. This city is the capital 

of Guangdong Province and is one of China’s most prosperous cities with strong demands for foreign 

goods (Zhang, 2021). Participants were required to have lived in Guangzhou for more than one year 

and have had the experience of purchasing and consuming imported honey. All respondents were 

between 25 and 55 years old with a monthly income of more than 4500 yuan (A$900) to ensure they 

had disposable income to purchase imported honey. To assess participants’ awareness of the 

country/region indicated by the geographical labels, they were screened to ensure that they had heard 

of Australia/Western Australia (Van Ittersum et al., 2003). A qualifying panel of 1,500 subjects were 

initially contacted via an invitation email to participate in the survey.  

The final valid sample included 300 consumers across the COO (n = 150) and ROO experimental 

conditions (n = 150) and was gender-balanced (50% men and women). Participants’ mean age was 

38, and most held a bachelor’s degree (89%). The education level of the sample reflected the 

enrollment growth in China’s higher education sector (around 60%-70% admission rates) (NBS, 

2019). The sample’s average monthly discretionary income was 13,397 RMB (A$2,674) and half of 

the participants belonged to the moderate- to high-income group. This income figure is also 

representative of China’s first-tier cities (such as Guangzhou), given the rising prosperity and the 

growing numbers of middle-class consumers (Zhang, 2021).   
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5.4.4 Measures  

Measurement items for all constructs in the research models were adapted from previous studies. A 

16-item scale was adapted from Sweeney and Soutar (2001) to assess perceived product values 

(functional value, economic value, emotional value, and social value; and novelty value was 

evaluated using a 4-item scale adapted from Sheth et al. (1991). Product authenticity was measured 

with a 6-item scale adapted from Fu et al., (2018), Newman and Dhar (2014), and Zhang and Merunka 

(2015). A 4-item scale was adapted from Hong (2009) to measure health consciousness. Purchase 

intention was evaluated with a 3-item scale adapted from Liu et al., (2006). A 3-item scale adapted 

from Newman and Dhar (2014) was used to measure willingness to pay a price premium. All items 

were scored on a 7-point scale, ranging from 1 (strongly disagree) to 7 (strongly agree). The 

experiment and survey questionnaires were developed in English and subsequently translated into 

Simplified Chinese (Appendix H). The translations were verified by native speakers, and back- 

translated into English to ensure accuracy. Table 5.1 presents the detailed scale items. 

 5.4.5 Manipulation checks  

To test whether the geographical label manipulation was successful, participants in both the COO and 

ROO label conditions were asked to rate the following items: “It is logical that Jarrah honey is made 

in Australia/Western Australia” and “It is consistent that this honey product is made in 

Australia/Western Australia.”  Independent t-tests showed that participants in the COO condition 

rated the statement that Jarrah honey was made in Australia significantly higher than the statement 

mentioning Western Australia (MAustralia = 5.61, SD = 0.87 vs. MWestern Australia = 5.34, SD = 0.82; t = 

2.91, p < 0.001). Conversely, participants in the ROO condition rated the statement that Jarrah honey 

was made in Western Australia significantly higher than the statement mentioning Australia (MAustralia 

= 5.50, SD = 0.76 vs. MWestern Australia = 5.71, SD = 0.70; t = 2.47, p < 0.01). The manipulation was 

thus effective.  
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Table 5.1 Detailed scales 

 

Constructs Source 

 

Scale Items 

 

 

 

Functional Value 

 

 

 

Sweeney & Soutar, 2001 

 

PFuncV1: This honey product has a good quality. 

PFuncV2: This honey product is well produced. 

PFuncV3: This honey product is good for health. 

PFuncV5: This honey product has acceptable standard of 

safety. 

 

 

 

Economic Value 

 

 

Sweeney & Soutar, 2001 

PEconV1: This honey is sold at AUD$25 which is 

reasonably priced. 

PEconV2: This honey product is good for the price. 

PEconV3: This honey product is economical compared to 

other foreign honey products. 

 

 

 

 

Emotional Value 

 

 

 

Sweeney & Soutar, 2001 

PEmoV1: The consumption of this honey product would 

make me feel good. 

PEmoV2: The consumption of this honey product would 

make me want to consume more. 

PEmoV3: The consumption of this honey product would 

give me pleasure. 

PEmoV4: The consumption of this honey product would 

evoke thoughts of happiness. 
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Social Value 

 

 

 

Sweeney & Soutar, 2001 

PSocV1: The consumption of this honey product would help 

me feel accepted.   

PSocV2: The consumption of this honey product would 

improve the way I am perceived. 

PSocV3: The consumption of this honey product would 

make good impression on other people. 

PSocV4: The consumption of this honey product would give 

me social approval.  

 

 

 

 

Novelty Value 

 

 

 

Sheth et al.,1991 

PNovelV1: I would consume this honey product out of 

curiosity. 

PNovelV2: I would consume this honey product to 

experience things that are new and different. 

PNovelV3: I would consume this honey product because I 

am curious about new products. 

PNovelV4: I would consume this honey product because I 

like to experience things are new and different. 

 

 

 

 

Product Authenticity 

 

 

 

Fu et al., 2018; Newman & Dhar, 2017; 

Zhang & Merunka, 2015 

PA1: This product is produced only in this geographic 

region. 

PA2: It’s a memorial of the local environment. 

PA3: Local people use local material to make it. 

PA4: This product is authentic (not an imitation). 

PA5: The ingredients used to produce this product are 

natural. 

PA6: This product is genuine. 
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Health Consciousness 

 

 

 

Hong, 2009 

HC1: I’m very conscious about my health. 

HC2: Living life in the best possible health is important to 

me. 

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

HC4: I only worry about my health when I get sick* 

 

 

Purchase Intention 

 

Liu et al., 2006 

PI1: I am willing to buy this honey product at $25. 

PI2: I intend to buy this honey product. 

PI3: I will recommend the honey product to my significant 

others (e.g. friends and family). 

 

 

 

Willingness to pay a 

premium price 

 

 

 

Newman & Dhar, 2014 

 

WTPPP1: I am willing to pay a premium in order to own this 

particular type of honey product. ($25) 

WTPPP2: I am willing to pay more for this particular honey 

product in relative to the average honey products more 

substantially. 

WTPPP3: I am likely to accept a higher price for this 

particular honey. 
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5.5 Analysis and results  

5.5.1 Measurement model 

The measurement model was first assessed through confirmatory factor analysis in AMOS 27. As 

shown in Table 5.2, the standardised loadings of all constructs fell within an acceptable range (from 

0.69 to 0.85). Only one item, “This honey product has good taste,” was removed from the functional 

value measure due to a low factor loading (<0.5). The model fit indices for the measurement model 

were satisfactory: χ2(241) = 1.94, CFI = 0.93, NFI = 0.92, TLI= 0.92, IFI = 0.93, RMSEA = 0.05 (Hu 

and Bentler, 1999). Cronbach’s alpha values and composite reliability for all constructs also exceeded 

the acceptable cut-off values (Bagozzi & Yi, 1988), reflecting construct reliability. As shown in Table 

5.3, convergent and discriminant validity were evaluated in accordance with Fornell and Larcker’s 

(1981) guideline; the constructs’ validity was supported. 
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Table 5.2 Confirmatory factor analyses 

 

Constructs  Variables Loadings Cronbach’s α AVE CR 

 

 

 

 

PFuncV 

 

PFuncV1 

 

0.84 

 

 

0.80 

 

 

0.78 

 

 

0.87 PFuncV2 0.76 

PFuncV3 0.79 

PFuncV5 0.77 

 

 

PEconV 

PEconV1 0.80  

0.74 

 

0.80 

 

0.85 PEconV2 0.82 

PEconV3 0.81 

 

 

PEmoV 

PEmoV1 0.76  

 

0.76 

 

 

0.81 

 

 

0.85 

PEmoV2 0.77 

PEmoV3: 0.78 

PEmoV4: 0.74 

 

 

PSocV 

PSocV1 0.85  

 

0.80 

 

 

0.76 

 

 

 

0.87 

PSocV2 0.77 

PSocV3 0.81 

PSocV4 

 

 

 

 

0.75 
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PNovelV 

PNovelV1 0.78  

0.80 

 

0.80 

 

0.86 PNovelV2 0.77 

PNovelV3 0.79 

PNovelV4 0.80 

 

 

 

PA 

PA1 0.75  

 

0.87 

 

 

0.79 

 

 

0.87 

PA2 0.75 

PA3 0.69 

PA4 0.70 

PA5 0.73 

PA6 0.74 

 

 

 

HC 

 

HC1 

0.84  

 

0.82 

 

 

0.81 

 

 

0.85 HC2 0.83 

HC3 0.81 

HC4 0.77 

 

PI 

PI1 0.81  

0.75 

 

0.81 

 

0.85 PI2 0.84 

PI3 0.78 

 

WTPPP 

WTPPP1 0.81  

0.78 

 

0.83 

 

0.87 WTPPP2 0.87 

WTPPP3 0.82 

 

 

Note.  AVE = Average variance extracted, CR= Composite reliability.  PFuncV= Functional value, PEconV= Economic value, PEmoV= Emotional value, PSocV= Social value, 

PNovelV= Novelty value, PA= Product authenticity, HC= Health consciousness, PI= Purchase intention and WTPPP= Willingness to pay a premium price.
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Table 5.3 Convergent and discriminant validity of the constructs 

Constructs   1 2 3 4 5 6 7 8 

 

PA 

 

0.78 

      
 

HC 0.57       0.81       

PFuncV 0.61 0.80 
     

 

PEconV 0.61 0.67 0.81 
    

 

PEmoV 0.62 0.65 0.64 0.76 
   

 

PSocV 0.64 0.67 0.62 0.67 0.80 
  

 

PNovelV 0.65 0.65 0.68 0.63 069 079 
 

 

PI 0.69 0.70 0.63 0.62 0.71 0.70 0.81  

WTPPP 0.59 0.62 0.65 0.70 0.66 0.66 0.74 0.83 

 

Note: The boldfaced diagonal elements are Average Variance Extracted (AVE) values of the constructs; the off-

diagonal elements are the squared inter-construct correlations. PFuncV= Functional value, PEconV=Economic value, 

PSocV= Social value, PNovelV= Novelty value, PA= Product authenticity, HC= Health consciousness, PI= Purchase 

intention and WTPPP= Willingness to pay a premium price 

 

To address potential concerns about common method variance, Harman’s single-factor test 

was conducted by examining all variables via exploratory factor analysis using SPSS (Podsakoff, 

2003). Common method bias occurs if a single construct explains more than 50% of the extracted 

variance. Results showed that the extracted variance explained by one factor was only 37%, 

suggesting that there is no issue with common method variance.    
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5.5.2 Hypothesis testing        

Structural equation modelling was carried out in AMOS 27 to examine the hypothesised structural 

relationships outlined in Figure 5.1. The relationships were tested simultaneously. All model fit 

indices were satisfactory: χ2/df(252) = 2.145, CFI = 0.923, NFI = 0.904, TLI = 0.942, IFI = 0.934, 

RMSEA = 0.052 (Hu & Bentler, 1999). Per the path analysis results in Table 5.4, functional value (β 

= 0.204; p < 0.001), economic value (β = 0.251; p < 0.001), and novelty value (β = 0.220; p < 0.001) 

were positively related to purchase intention, lending support to H1a, H1b and H1e. However, the 

effects of social value (β = 0.090; p = 0.159) and emotional value (β = 0.001; p = 0.985) on purchase 

intention were not significant. As such, H1c and H1d were not supported. Moreover, the effects of 

all product values were positively related to willingness to pay a premium price (i.e., functional value 

(β = 0.137 p = 0.040), economic value (β = 0.275; p < 0.001), emotional value (β = 0.176; p = 0.002), 

social value (β = 0.141; p = 0.037), and novelty value (β = 0.187; p < 0.001). Thus, H2a, H2b, H2c, 

H2d, and H2e were all supported. 

The path of indirect effects of product values and purchase intentions (purchase intention and 

willingness to pay a premium price) were further examined. Of all values, only the indirect effects of 

functional value (β = 0.066; p = 0.035), emotional value (β = 0.027; p = 0.029), and novelty value (β 

= 0.040; p = 0.039) on purchase intention through product authenticity were significant, supporting 

H3a, H3c, and H3e. Conversely, H3b and H3d were not supported: the indirect effects of economic 

value (β = 0.024; p = 0.058) and social value (β = 0.004; p = 0.683) on product authenticity were not 

significant. Similarly, only the indirect effects of functional value (β = 0.054; p = 0.047), emotional 

value (β = 0.028; p = 0.021), and novelty value (β = 0.044; p = 0.029) on willingness to pay a premium 

price through product authenticity were significant; the indirect effects of economic value (β = 0.017; 

p = 0.073) and social value (β = 0.003; p = 0.706) on willingness to pay a premium price were not. 

Hence, H4a, H4c and H4e are supported while H4b and H4d were not.  

Overall, the results suggest that the effects of functional value and novelty value on purchase 

intention are partially mediated by product authenticity, whereas the effect of emotional value on 
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purchase intention is fully mediated. Moreover, the effects of functional value, emotional value and 

novelty value on willingness to pay a premium price are fully mediated by product authenticity.   
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Table 5.4 Results of hypothesis testing (H1 to H4) 

Hypothesis Direct Paths  Indirect Paths (via 

product authenticity) 

COO & ROO Groups 

   β p 

H1a PFuncV → PI  0.204  <0.001*** 

H1b PEconV → PI  0.251 < 0.001*** 

H1c PEmoV   → PI  0.001 0.985 

H1d 

H1e 

H2a 

H2b 

PSocV →  PI 

PNovelV   →  PI 

PFuncV  →   WTPPP 

PEconV  →   WTPPP 

 0.090 

0.220 

0.137 

0.275 

0.159 

 <0.001*** 

0.040* 

 < 0.001*** 

H2c PEmoV   → WTPPP  0.176 0.002** 

H2d PSocV  →  WTPPP  0.141 0.037* 

H2e PNovelV   →  WTPPP  0.187  < 0.001*** 

 PFuncV → PA  0.383  <0.001*** 

 PEconV → PA  0.137 0.034* 

 PEmoV → PA  0.166 0.002** 

 PSocV → PA  0.021 0.743 

 PNovelV → PA  0.231  < 0.001*** 
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 PA → PI  0.173 0.002* 

 PA → WTPPP  0.179 0.003* 

H3a  PFuncV → PI 0.066 0.035* 

H3b  PEconV → PI 0.024 0.058 

H3c  PEmoV → PI 0.027 0.029* 

H3d  PSocV→PI 0.004 0.683 

H3e  PNovelV→PI 0.040 0.039* 

H4a  PFuncV→WTPPP 0.054 0.047* 

H4b  PEconV→WTPPP 0.017 0.073 

H4c  PEmoV→WTPPP 0.028 0.021* 

H4d  PSocV→WTPPP 0.003 0.706 

H4e  PNovelV→WTPPP 0.044 0.029* 

 

Note:  *p<0.05, **p<0.01, ***p<0.001. PFuncV= Functional value, PEconV=Economic value, PEmoV= Emotional value PSocV= Social value, PNovelV= Novelty value, PA= 

Product authenticity, HC= Health consciousness, PI= Purchase intention and WTPPP= Willingness to pay a premium price 
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In line with Bryne (2013), a multi-group analysis was conducted to examine parameter estimate 

differences between COO and ROO cues conditions. As shown in Table 5.5, the positive effect of 

functional value (βCOO = 0.159 vs. βROO = 0.339, p = 0.029), economic value (βCOO = 0.180 vs. βROO = 

0.360, p < 0.01) and novelty value (βCOO = 0.091 vs. βROO = 0.329, p = 0.016) on purchase intention 

were significantly stronger for a ROO cue than COO cue. However, the positive effects of emotional 

value (βCOO = 0.075 vs. βROO = 0.095, p = 0.116) and social value (βCOO = 0.152 vs. βROO = 0.209, p = 

0.629) on purchase intention are not significantly different for COO and ROO cues. Hence, H5a, H5b 

and H5e are supported, whereas H5c and H5d are not. 

Furthermore, the positive effect of functional value (βCOO = 0.147 vs. βROO = 0.257, p < 0.01), 

economic value (βCOO = 0.216 vs. βROO = 0.385, p = 0.037) and novelty value (βCOO = 0.089 vs. βROO 

= 0.194, p = 0.023) on were also significantly stronger for a ROO cue than a COO cue. Contrary to 

our prediction, the positive effects of emotional value (βCOO = 0.235 vs. βROO = 0.265, p = 0.401) and 

social value (βCOO = 0.145 vs. βROO = 0.176, p = 0.387) on willingness to pay a premium price were 

not significantly different for COO and ROO cues. Thus, H6a, H6b and H6e are supported, whereas 

H6c and H6d are not.   

Of all values, only the indirect effects of functional value (βCOO = 0.089 vs. βROO = 0.234, p < 

0.01) and novelty value (βCOO = 0.040 vs. βROO = 0.109, p = 0.029) on purchase intention through 

product authenticity was significantly stronger for a ROO cue than for a COO cue. Hence, H7a and 

H7e were supported, whereas H7b, H7c and H7d were not. Similarly, only the indirect effects of 

functional value (βCOO = 0.051 vs. βROO = 0.191, p = 0.015) and novelty value (βCOO = 0.091 vs. βROO 

= 0.129, p = 0.035) on willingness to pay a premium price through product authenticity were 

significant, providing support for H8a and H8e, but not H8b, H8c and H8d.
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Table 5.5 Group comparisons between COO and ROO groups (H5 to H8) 

 

Hypotheses 

 

Model Comparison 

 

χ2/df 

 

p 

 

β 

 Country-of-

Origin (n=150) 

Region-of-Origin 

(n=150) 

  

Baseline unconstrained 

model 

 

 

2.126 

 

   ____ 

 

____ 

 

____ 

H5a PFuncV to PI 2.130    0.029* 0.159 0.339 

H5b PEconV to PI 2.142 0.004** 0.180 0.360 

H5c PEmoV to PI 2.123 0.116 0.075 0.095 

H5d PSocV to PI 2.122 0.629 0.152 0.209 

H5e PNovelV to PI 2.131 0.016* 0.091 0.329 

H6a PFuncV to WTPPP 2.134 0.008** 0.147 0.257 

H6b PEconV to WTPPP 2.130 0.037* 0.216 0.385 

H6c PEmoV to WTPPP 2.123 0.401 0.235 0.265 

H6d PSocV to WTPPP 2.123 0.387 0.145 0.176 

H6e PNovelV to WTPPP 2.130 0.023* 0.089 0.194 

 PFuncV to PA 2.142 0.007** 0.247 0.534 

 PEconV to PA 2.123 0.328 0.136 0.166 

 PEmoV to PA 2.121 0.159 0.182 0.252 
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 PSocV to PA 2.130 0.021* 0.099 0.198 

 PNovelV to PA 2.142 0.003* 0.281 0.364 

 PA to PI 2.130 0.035 0.200 0.245 

 PA to WTPPP 2.123 0.023 0.262 0.304 

    Indirect Estimate 

 

H7a PFuncV to PI 2.130 0.002** 0.089 0.234 

H7b PEconV to PI 2.122 0.953 0.012 0.023 

H7c PEmoV to PI 2.122 0.691 0.008 0.010 

H7d PSocV to PI 2.123 0.317 0.023 0.037 

H7e PNovelV to PI 2.130 0.029* 0.040 0.109 

H8a PFuncV to WTPPP 2.123 0.015* 0.051 0.191 

H8b PEconV to WTPPP 2.123 0.159 0.044 0.060 

H8c PEmoV to WTPPP 2.123 0.102 0.025 0.038 

H8d PSocV to WTPPP 2.123 0.143 0.069 0.113 

H8e PNovelV to WTPPP 2.122 0.035* 0.091 0.129 

 

 

Note:  *indicates p<0.05, ** indicates p<0.01. PFuncV= Functional value, PEconV=Economic value, PEmoV=Emotional value PSocV= Social value, PNovelV= Novelty value, 

PA= Product authenticity, HC= Health consciousness, PI= Purchase intention and WTPPP= Willingness to pay a premium price 
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Finally, the moderating effects of health consciousness on the relationships between product 

values and purchase intention as well as between product values and willingness to pay a premium 

price for COO and ROO cues were examined. Table 5.6 shows that, of all values, only the positive 

impact of functional value (βlow HC = 0.085 vs. βhigh HC = 0.195, p = 0.020) and emotional value (βlow 

HC = 0.209 vs. βhigh HC = 0.395, p < 0.01) on purchase intention was significantly stronger for highly 

health-conscious consumers than for less health-conscious consumers in the COO cue condition. 

Similarly, for the ROO cue condition, the positive relationships between functional value (βlow HC = 

0.275 vs. βhigh HC = 0.508, p = 0.004) and emotional value (βlow HC = 0.360 vs. βhigh HC = 0.410, p = 

0.030) on purchase intention were significantly stronger for highly health conscious than less health-

conscious consumers. Hence, H9a was partially supported.  

Moreover, the positive effects of functional value (βlow HC = 0.141 vs. βhigh HC = 0.549, p = 0.002) 

and emotional value (βlow HC = 0.130 vs. βhigh HC = 0.330, p = 0.029) on willingness to pay a premium 

price were significantly stronger for highly health-conscious consumers than for less health-conscious 

consumers in the COO cue condition. Likewise, for the ROO cue condition, the positive effects of 

functional value (βlow HC = 0.135 vs. βhigh HC = 0.227, p = 0.002) and emotional value (βlow HC = 0.232 

vs. βhigh HC = 0.435, p = 0.030) on willingness to pay a premium price were significantly stronger for 

highly health-conscious consumers than for less health-conscious consumers. H9b was partially 

supported. 
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Table 5.6 Group comparisons between less and highly health-conscious consumers (H9a to H9b) 

Hypotheses Paths β 

Country-of-Origin 

(n=150) 

 β 

Region-of-Origin 

(n=150) 

 

  Low HC High HC p Low HC High HC p 

 

 

H9a 

 

PFuncV to PI 

 

0.085 

 

0.195 

 

0.020** 

 

0.275 

 

0.508 

 

0.004** 

PEconV to PI 0.110 0.042 0.617 0.137 0.144 0.771 

PEmoV to PI 0.209 0.395 0.003** 0.360 0.410 0.030* 

PSocV to PI 0.145 0.318 0.353 0.327 0.310 0.786 

PNovelV to PI 0.279 0.178 0.268 0.373 0.306 0.895 

 

 

H9b 

PFuncV to WTPPP 0.141 0.549 0.002** 0.135 0.227 0.024** 

PEconV to WTPPP 0.029 0.034 0.770 0.038 0.042 0.307 

PEmoV to WTPPP 0.130 0.330 0.029* 0.232 0.435 0.030* 

PSocV to WTPPP 0.282 0.202 0.266 0.432 0.402 0.383 

PNovelV to WTPPP 0.644 0.630 0.074 0.418 0.427 0.155 

 

 

Note:  *indicates p<0.05, ** indicates p<0.01. PFuncV= Functional value, PEconV=Economic value, PEmoV=Emotional value PSocV= Social value, PNovelV= Novelty value, 

PA= Product authenticity, HC= Health consciousness, PI= Purchase intention and WTPPP= Willingness to pay a premium price 
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5.6 Summary and discussion 

5.6.1 Summary  

Results of the present study suggest that both geographical indicators, COO and ROO cues on food 

labels, can trigger specific product-country or product-region images that evoke various value 

perceptions, which consequently influence consumers’ purchase intentions and willingness to pay 

premium prices for imported food products. The extent to which product values influence purchase 

intentions or willingness to pay is contingent on the specific value. For instance, all five major product 

values were found to be positively related to consumers’ willingness to pay premium prices, but only 

functional, economic and novelty values were positively associated with their purchase intentions.  

However, the results indicate that a ROO cue (“Product of Western Australia”) is more effective 

in signalling images associated with a product (honey) and its origin than a COO cue (“Product of 

Australia”). For instance, a ROO cue evokes functional, economic and novelty values which play a 

stronger role in influencing consumers’ purchase intentions and willingness to pay. Furthermore, 

results demonstrated the importance of authenticity in linking product values with consumer 

intentions.  Notably, the positive indirect effects of functional and novelty values on purchase 

intention and willingness to pay via product authenticity were stronger for a ROO cue than for a COO 

cue. A ROO cue is more effective in communicating certain aspects of a regional product that evoke 

authenticity, which in turn exerts a stronger impact on purchase intention and willingness to pay 

premium prices for imported products.  

This study also examined the role of health consciousness in the context of geographical labels. 

Regardless of the geographical labels, the positive effects of functional and emotional values on 

purchase intention and willingness to pay were stronger for more health-conscious consumers than 

for less health-conscious consumers. These findings suggest that geographical indicators, such as 

COO and ROO cues, serve as proxy indicators of both utilitarian (high-quality and healthiness) and 

socio-psychological benefits (the pleasure of consuming high-quality and healthy food). Hence, as 
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compared to less health-conscious consumers, such cues are deemed to be more appealing to more 

health-conscious consumers who are cautious about the quality and nutritional value of food products 

and who may also derive pleasure of eating healthy. Ultimately, these values would encourage health 

conscious-consumers to be willing to pay more for premium food products.  

5.6.2 Theoretical implications  

The present study proffers several novel contributions to the literature. First, this study advances 

research on consumers’ processing of geographical labels by highlighting the prominent role 

geographical labels play in influencing consumer evaluations of food product products. As food 

quality is strongly associated with its provenance (Spielmann & Charters, 2013; Van Ittersum et al., 

2003), the findings of the current study support the claims for the integration of country/region image 

(e.g., Roth & Romeo, 1992) and product value frameworks (e.g., Sweeney & Soutar, 2001). The study 

extends prior studies by presenting a comprehensive theoretical perspective on how geographical 

labels such as COO and ROO cues can activate salient value-based beliefs associated with a product 

originating from a specific country/region, which consequent influence consumers’ purchase 

intentions and willingness to pay premium prices.  

The second contribution stems from successfully discriminating between COO and ROO cues in 

the relationships between value perceptions and behaviour-related intentions. Given scant scholarship 

on the distinction between these geographical labels, the findings of this study extend the place-based 

marketing literature by explaining how a ROO cue can more effectively stimulate consumers’ 

favourable associations with a region’s unique characteristics, thus having a stronger influence on 

purchase intentions and willingness to pay, than a COO cue.        

Third, considering the proliferation of food adulteration cases, this study is the first to propose a 

model providing comprehensive insight into how geographical indicators might influence the 

complex relationships between product values and behavioural intentions by examining the mediating 

role of product authenticity. Specifically, by indicating the direct and indirect effects of product 
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authenticity, this study explicates the drivers and functions of authenticity in geographical labelling, 

especially in terms of food product purchases. 

Finally, healthiness has become increasingly important for consumers, particularly during a 

global crisis, such as the COVID-19 pandemic (Cranfield, 2020). In response to calls for more 

research to understand health-related concerns and their impacts on consumers during this time (e.g., 

Aksoy et al., 2021; Zwanka & Buff, 2020), the present study provides valuable insights into the 

important role of health consciousness in consumers’ evaluations of food product labels, especially 

upon being exposed to different geographical labels on product packaging.  

5.6.3 Managerial implications  

Establishing strong product values represents a strategic imperative for food exporters to achieve and 

sustain a competitive advantage in the global market. Rising demand for high-quality, authentic 

products has created a market for value-added food products that carry strong identification with a 

particular region (Loureiro & Umberger, 2005), especially in times of the pandemic. This study 

unveils how businesses can incorporate geographical indicators into their branding to harness region-

specific benefits and transform these strengths into a competitive advantage. Many food products 

have been marketed on regional rather than national bases (Van Ittersum et al., 2003). Amid the 

proliferation of food crisis scandals during the pandemic, high-value food products such as honey are 

often vulnerable to adulteration (Strayer et al., 2014). The findings from this study support 

practitioners’ efforts to market certain food categories as regional specialities under ROO cues; 

considering that these labels can elicit more favourable product values and authenticity perceptions.  

Promoting regional products would particularly be beneficial for small- to mid-size enterprises 

(e.g., small-scale food producers and exporters) to gain and sustain competitive advantages over 

larger organisations or national brands. A similar food category (e.g., honey) can possess unique 

characteristics depending on its origin (“Product in Western Australia” versus “Product of Tasmania), 

leading to a wider consumer market for small-scale producers to target segments such as domestic 
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residents, exports, and inbound tourists. Moreover, place-based marketing strategies for food 

products should include geographical labels with complementary marketing information about a 

specific region to promote product values more effectively to consumers. 

Understanding the impact of geographical labels on consumers’ product evaluations also has 

important implications for food labelling policies. Specifically, more stringent regulations should be 

imposed on geographical labelling by the governmental authorities to safeguard the value and 

authenticity of food products, curbing food fraud that is emerging as a preponderant issue during the 

pandemic (Fan et al., 2021). Furthermore, to increase the success of geographical branding and to 

ensure that businesses benefit from core competencies in applying labels such as a ROO cue, 

governmental or industry authorities must regulate the use of ROO labelling. Implementing quality-

control policies and identifying best practices typical for a given regional speciality can enhance 

products’ value and authenticity. These strategies can also mitigate the risks of food adulteration, 

which is particularly prevalent in times of the pandemic, and foster consumers’ trust in local products. 

Furthermore, the regulation of ROO labelling is critical for maintaining rural development by helping 

regional products remain profitable and competitive on the global market.  

5.7 Limitations and future research 

This study has several limitations. First, the results’ scope is limited by the sample size and selected 

product category (honey). Future work should cover other markets and categories to obtain more 

generalisable results. Specifically, it would be interesting to examine the extent to which different 

geographical indicators can influence product values and the authenticity of other food products.  

 Moreover, particular regional attributes, such as natural and human factors, were not examined in 

this study. Taking the product context into consideration, Western Australia may possess unique 

characteristics that enable the region to produce high-quality and unique honey products unavailable 

elsewhere. Resources include floral sources and disease-free bees (natural environment) or local 

beekeepers with the expertise to care for bees and recognise the optimal time/season to harvest a 
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particular honey (human factors). Regional characteristics should thus be examined carefully to 

identify specific attributes that may allow a particular region to produce a high-quality product. 

Finally, as the data was collected during the COVID-19 pandemic, in which health consciousness 

may be more prominent (Aksoy et al., 2021; Cranfield, 2020; Hassen et al., 2021), the impact of 

health consciousness will need to be interpreted with caution. The pandemic has broad implications 

for product evaluations and food purchases; therefore, it would be interesting to conduct research post 

the pandemic to monitor the dynamics of health consciousness. 

5.8 Concluding remarks  

This Chapter discussed the findings obtained from Study 3 (Paper 3) on the impact of geographical 

labels (country-of-origin (COO) and region-of-origin (ROO) cues) on product evaluations (product 

value perceptions and product authenticity) and consumers’ behavioural intentions (purchase 

intention and willingness to pay a premium price. Furthermore, in light of the Covid-19 pandemic, 

the moderating effect of health consciousness on these relationships was also examined.  The 

integration of country image (Han, 1989; Lotz & Hu, 2001; Roth & Romeo, 1992) and Sweeney and 

Soutar’s (2001) product value (PERVAL) frameworks applied in this study provides an 

understanding of how processing of geographical labels such as COO and ROO cues can activate 

product-country/region associations in consumers’ mind which elicit both utilitarian-related 

(functional value and economic value) and socio-psychological-related (emotional value, social value 

and novelty value) product values perceptions, which ultimately impact consumers’ purchase 

intention and willingness to pay a premium price. Notably, a ROO cue serves as a better indicator of 

product values, which has greater effects on consumers’ behavioural intentions than a COO cue. Both 

product authenticity and health consciousness also influence these relationships, respectively. By 

establishing the link between product values, product authenticity and consumers’ behavioural 

intentions (purchase intention and willingness to pay a premium price) in a geographical labelling 

context, this Chapter further outlined several important implications for place-based marketing 

strategies and food labelling policies. The following Chapter concludes the thesis by providing a 
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summary of the key findings, overall implications and limitations of this PhD project, along with 

some future research suggestions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



179 
 

 Chapter Six: Discussion and Conclusion  
 

6. Summaries of the three studies  

6.1 Study 1 (Paper 1): ‘Cross-cultural differences in consumers’ attention to food labels’  

6.1.1 Objective 

The first study (Chapter Three) examined consumers’ attention towards labels presented on honey 

products in a cross-cultural context. Due to cognitive and time constraints, consumers were found to 

exhibit selective attention towards certain label cues they deemed personally relevant. Consumers 

also often seemed to be unaware of the important label cues that may be presented on packaging.  

Overall, the impact of culture on consumers’ attention towards labels remains underexplored. 

Thus, based on McGuire’s (1978) information processing model (IPM), Petty and Cacioppo’s (1986) 

elaboration likelihood model (ELM), and Hofstede’s (2001) cultural framework, Study 1 aimed to 

better understand the extent to which consumers from a Western culture (represented by Australia) 

and an Eastern culture (represented by China) differed in their attention towards three major types of 

label cues: 1) product nature–related, 2) product assurance–related, and 3) health-related. 

Furthermore, the moderating effect of product involvement on these relationships was also examined.  

6.1.2 Key findings and theoretical implications  

Cultural values have been identified as important considerations for understanding consumers’ 

attention to various label cues. Findings from Study 1 suggest that consumers from Eastern cultures 

such as China (characterized by high power distance, high uncertainty avoidance, high power distance 

and high uncertainty avoidance, and a long-term orientation) pay more attention to product 

assurance–related (e.g., geographical labels such as COO and ROO cues) and health-related cues 

(e.g., bioactivity indicators) compared with consumers from Western cultures such as Australia 

(characterized by low power distance, low uncertainty avoidance, and a short-term orientation). 

Furthermore, consumers from Eastern cultures (e.g., China) who possess low product involvement 
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pay more attention to product nature–related and product assurance–related cues than their 

counterparts from Western cultures (e.g., Australia).  

The study addresses several gaps in the information processing and food labelling literature. 

Attention is a poorly defined cognitive process due to challenges in objective evaluation (Bialkova & 

van Trijp, 2010). Furthermore, a dearth of literature has examined consumers’ attention towards label 

cues in a food product context (e.g., honey). To address these gaps, Study 1 employed an alternative 

assessment of attention by examining the types of cues to which consumers attended as well as the 

degree of attention given to those cues. Furthermore, the study provided a realistic assessment of 

consumers’ attention by allowing a free viewing condition in which consumers could view the actual 

product in their hands and at their own pace. Findings thus reflect the crucial initial stage of food 

product evaluations.  

Moreover, this study contributes to the information processing and cross-cultural literature; it 

is among the first to apply Hofstede’s (2001) cultural framework as a theoretical underpinning to 

investigate the impact of culture on consumers’ attention towards label cues. Investigating the 

moderating effect of a consumer characteristic (product involvement) further offers a more 

comprehensive understanding of consumers’ cognitive processing of label cues in a cross-cultural 

context.  

6.1.3 Managerial implications 

Globalization is a major driver behind the internalization of the food trade. Given that labels are vital 

in communicating product attributes and associated benefits to consumers, this study can help food 

retailers implement labelling design strategies tailored to international markets. Localized label 

designs can enable exporters to differentiate their products from others and to establish niche markets 

where products can command premium prices. As noted, consumers from Eastern cultures, such as 

China, tend to pay more attention to product assurance–related (e.g., a COO cue) and health-related 

cues (e.g., bioactivity rating) than their Australian counterparts. Therefore, by strategically promoting 
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salient cues, retailers can more effectively position their products as high-grade agri-food products 

among consumers from Eastern cultures. This labelling strategy can also partly mitigate the issue of 

cluttered information presented or included in food product labels, which enables consumers to 

process information that is deemed relevant and make more informed purchase decisions.   

 Furthermore, disentangling the effects of cross-cultural differences in product involvement is 

critical for label design, especially in market segmentation and targeting. Although businesses have 

little control over consumers’ product involvement, the presentation of certain label cues on 

packaging (e.g., brand logos and COO/ROO cues) can entice less involved consumers. This study 

nevertheless has several limitations to be addressed in subsequent research. Specifically, Study 1 

examined attention only without further considering the impacts of consumers’ attention on product 

evaluations or any behavioural outcomes. Study 2 was intended to address this knowledge gap.  

6.2 Study 2 (Paper 2): ‘Pictorial branding: How anthropomorphic and naturalistic logos drive 

product value perceptions and willingness to pay a premium price’  

6.2.1 Objective   

The second study (Chapter Four) examined the effects of two key pictorial logo designs 

(anthropomorphic and naturalistic) on Chinese consumers’ product value perceptions and willingness 

to pay a premium price for food products such as honey. Brand logos embody a vital asset in 

companies’ communication efforts and contribute to their overall brand image (Kim & Lim, 2019). 

Specifically, pictorial design, as an important brand logo design element, plays a central role in 

branding strategies (Machado et al., 2015; Park et al., 2013). 

Research has documented the positive impact of brand logo designs on consumers’ responses 

toward brand-related outcomes (e.g., brand personality and equity) (see Kim & Lim, 2019). However, 

the literature has neglected the relationship between brand logo designs and product-related 

perceptions (Bettels & Wiedmann, 2019). Specifically, the underlying psychological mechanism 

through which pictorial logos can shape consumers’ product value perceptions and consumers’ 
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willingness to pay a premium price is elusive. Specifying the effects of anthropomorphic and 

naturalistic logos on these relationships has important implications for brand designs.  

6.2.2 Key findings & theoretical implications  

The priming of two types of pictorial logos (anthropomorphic and naturalistic) can trigger product-

specific imageries that can elicit both utilitarian-related and socio-psychological-related product 

value perceptions and consequently encourages consumers’ willingness to pay a premium price. 

Moreover, the roles of these relationships differed between anthropomorphic and naturalistic logos. 

Specifically, the relationship between socio-psychological-related values (emotional and novelty 

values) and willingness to pay a premium price was stronger for an anthropomorphic logo than for a 

naturalistic logo. Conversely, a naturalistic logo evokes stronger functional value perceptions, which 

triggered greater willingness to pay a premium price than an anthropomorphic logo. 

This research offers significant contributions to the body of knowledge on image processing 

and brand logo design. Previous studies indicate that associative priming can be used to evoke 

favourable consumers’ responses by means of text (Chartrand et al., 2008), music (North et. al., 

2016), colours (Baxter et al., 2017) and images (Mandel & Johnson, 2002). With the adoption of 

associative theory (Collins & Loftus, 1975; Postman & Keppel, 1970), the study extends prior work 

on associative priming and current theory on brand logo processing by advancing the understanding 

of the impact of pictorial logos on consumers’ product value perceptions. Specifically, the study 

demonstrates that when consumers are exposed to pictorial logos, anthropomorphic and naturalistic 

images act as associative primes, activating value-specific concepts, subsequently influencing 

willingness to pay premium price. 

Second, building on anthropomorphism (Epley et al., 2007) and biophilia (Wilson, 1984) 

theories, this study is among the first to examine the differential impacts of anthropomorphic and 

naturalistic logos on the relationship between consumers’ value perceptions and their willingness to 

pay a premium price. The research extends findings related to anthropomorphism (Hart & Royne 
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2017; Laksmidewi et al., 2017; Payne et al., 2013) and naturalistic designs (Machado et al., 2015; 

Machado et al., 2021) by investigating how these concepts relate to product value perceptions and 

willingness to pay a premium price in the brand logo design context.  

Finally, this study contributes to the advancement of theory on the formation of product value 

perceptions. It has been widely established that product values typically form after a product has been 

purchased or experienced (Coelho et al., 2020; de Morais et al., 2020; Li et al., 2021). This study 

points to a novel mechanism, whereby the formation of product value perceptions can be formed and 

influenced before a product has been trialled with the use of logo design elements, which prime 

consumers’ thought processes and subsequent intentions to pay a premium price.   

6.2.3 Managerial implications 

The findings from this study provide several implications for brands’ positioning and marketing 

communication strategies. First, it is of strategic imperative for marketers to understand that 

consumers can make inferences about products based on brand logo design elements, such as pictorial 

logos. The design of pictorial logos must therefore be carefully considered based on brand 

positioning, as logos can greatly inform consumers’ value perceptions of a brand’s products.  

Second, despite the pervasiveness of pictorial brand logos, guidelines to help companies 

create logos are lacking (Henderson & Cote, 1998). The managerial implications of pictorial logos 

on consumers’ responses are thus less understood. This study presents detailed guidance on logo 

design by highlighting the effectiveness of pictorial logos (anthropomorphic and naturalistic logos) 

in terms of consumers’ value perceptions and willingness to pay a premium price. Pictorial logo 

designs can activate product-related thoughts that can elicit certain value perceptions. Extending this 

line of reasoning, marketers should craft pictorial logos that correspond to the brand’s positioning 

strategies and product offerings. For instance, the use of anthropomorphic logos will be beneficial for 

brands that offer hedonistic product experiences (e.g., focuses primarily on the sensory aspects of a 

food product). Conversely, the strategic use of naturalistic logo will be more beneficial for brands 
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that offer utilitarian-related experiences (e.g., focuses primarily on quality, taste, safety and 

nutritional properties of the food products).  

Finally, these recommendations are also applicable to new product development processes 

and companies that wish to strengthen or revise their current branding. The implementation of 

strategy to facilitate desired product value perceptions should be considered using the nature of 

brands’ offerings and suitable pictorial logo designs. It is imperative that brand managers understand 

and capitalise on the various benefits pictorial logos can provide to create strong product value 

perceptions and differentiation.  

Although Study 2 provides valuable insight into the impacts of pictorial brand logos 

(anthropomorphic and naturalistic logos) on consumers’ product evaluations and behavioural 

intentions, the research was limited to pictorial forms of labels, which involves bottom-up information 

processing (an involuntary and a stimulus-driven form of cognitive processing) (Wolfe, 1998). 

However, top-down information processing (a voluntary and goal-directed form of information 

processing) could also occur when consumers actively attend to product assurance-related cues such 

as geographical labels (COO and ROO cues) during purchase decision-making (Pieters & Wedel, 

2004). Hence, such label cues could further influence consumers’ product evaluations and 

behavioural intentions. The research inquiry has led to the development of Study 3.  

6.3 Study 3 (Paper 3) – ‘A closer look at geographical indicators: How food labels influence 

product values, authenticity, and willingness to pay a premium price’   

6.3.1 Objective  

To address the limitations of Study 2, the third study (Chapter Five) investigated the relative effects 

of two types of geographical labels, namely, Country-of-origin (COO) and region-of-origin (ROO) 

cues, on consumers’ product value perceptions and product authenticity along with their influences 

on Chinese consumers’ purchase intention and willingness to pay a premium price. Moreover, 
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considering the Covid-19 pandemic, the influence of health consciousness on these relationships was 

also examined.  

COO research has demonstrated that a COO cue will influence consumers’ product 

evaluations (Loureiro & Umberger, 2005; Williamson et al., 2016; Yeh et al., 2010). However, the 

concept of COO has come under increasing scrutiny as findings remain inconclusive. Scholars 

initially reported a smaller effect of COO in multi-cue studies (e.g., when considering a COO cue 

together with other cues such as price) than in single-cue studies (i.e., research examining a COO cue 

alone) (Agrawal & Kamakura, 1999; Peterson & Jolibert, 1995; Verlegh & Steenkamp, 1999; 

Usunier, 2010). Some researchers have therefore claimed that studies might have overstated the role 

of COO in consumers’ product evaluations and purchase behaviours in addition to inflating its 

importance in managerial and public policy decisions (Magnusson et al., 2011).  

 From a consumer standpoint, the emergence of hybrid and multi-national products (products 

with more than one COO cue) continues to obscure a product’s exact origins (Usunier, 2010). 

Moreover, in response to the increasing demand for high-value and authentic food products, a 

growing number of food retailers are globally marketing their products as regional specialities (Van 

Ittersum et al., 2003). Despite the prevalence of ROO cues in promoting food products (e.g., 

Burgundy wine, Parma ham), little is known about how consumers perceive a ROO cue (e.g., 

“Product in Western Australia”) versus a COO cue (e.g., “Product in Australia”). In addition, despite 

the current Covid-19 pandemic situation, the effect of health consciousness on consumers’ product 

evaluations and behavioural intentions in a product labelling context remains underexplored.   

Hence, understanding how COO and ROO cues differ in their effects on consumers’ product 

evaluations (product value perceptions and product authenticity) and behavioural intentions (purchase 

intention and willingness to pay a premium price) proffers meaningful theoretical and managerial 

implications for place-based marketing.  
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6.3.2 Key findings and theoretical implications  

This study shows that both types of geographical labels (COO and ROO cues) evoke utilitarian-

related (functional value and economic value) and socio-psychological-related (novelty value) value 

perceptions, ultimately influencing consumers’ purchase intention. All of the product values, 

utilitarian-related (functional value and economic value) and socio-psychological-related values 

(emotional value, social value and novelty value) were also identified as determinants of consumers’ 

willingness to pay a premium price. Results further revealed that a ROO label can elicit stronger value 

perceptions, which more heavily influenced consumers’ behavioural intentions compared with a COO 

cue. Specifically, the positive relationships between value perceptions (functional value, economic 

value and novelty value) and behavioural intentions (purchase intention and WTPPP) were stronger 

for a ROO cue than for a COO cue.  

 This study also highlighted utilitarian-related and socio-psychological-related value 

perceptions as drivers of Product authenticity. Product authenticity additionally played a significant 

mediating role in the relationships between value perceptions and behavioural intentions. Notably, 

the positive indirect effects of functional value and novelty value on purchase intention were stronger 

for a ROO cue than for COO cues. Furthermore, health consciousness was also found to moderate 

the relationship between value perceptions and behavioural intentions. Specifically, regardless of the 

geographical labels that consumers were exposed to, the positive effects of functional value and 

emotional value were stronger for highly health-conscious consumers than for less health-conscious 

consumers.      

Study 3 offers several contributions to the literature. First, beyond COO, the concept of ROO 

received lesser scholarly attention in the consumer behaviour literature (Van Ittersum et al., 2003). 

Apart from several exceptions (Van der Lans et al., 2001; Van Itterum et al., 2003), little attention 

has been given to more precise geographical locations, such as ROO. This study enriches the literature 

on place-based marketing (which has mostly pertained to COO) and food marketing. Specifically, the 
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findings of this study advance knowledge of the effects of different geographical labels (COO and 

ROO cues) on consumers’ value perceptions and behavioural intentions.  

As discussed in earlier sections, prior studies have suggested that a COO cue is a relatively 

weak indicator of overall quality (e.g., compared to a brand); Further, due to the emergence of hybrid 

products (products with more than one origin), COO is less effective in fostering unique 

differentiation among competing products (Samiee et al., 2016; Usunier & Cestre, 2008). Scepticism 

regarding the importance of COO cues has prompted researchers and marketers to propose alternative 

strategies, such as the promotion of regional specialities. This study validated this recommendation 

by demonstrating that the use of a ROO cue could enhance consumers’ product evaluations.   

The study also extends work on the relationship between values and behavioural intentions in 

food marketing (De Toni et al., 2018; Konuk, 2018; Lim et al., 2014) by indicating that perceived 

benefits derived from food product purchases involve utilitarian and socio-psychological-related 

values. Therefore, these findings provide a more nuanced understanding of the value drivers behind 

the behavioural intentions of food products. The results also addressed the gaps in previous research 

on product authenticity (Beverland, 2006; Beverland, 2005; Liu et al., 2015) by further 

contextualizing the mechanism through which various value perceptions can generate product 

authenticity. Also, by highlighting the mediating role of product authenticity, this study presents a 

more comprehensive understanding of the complex relationships between value perceptions and 

behavioural intentions in geographical origin labelling context.   

Last, in response to calls for more research on the effect of health consciousness on food 

consumption-related behaviour during the current Covid-19 pandemic (e.g., Aksoy et al., 2021; 

Zwanka & Buff, 2020), this study is among the first to provide important insights into the moderating 

role of health consciousness on the relationships between value perceptions and behavioural 

intentions (purchase intention and willingness to pay a premium price) when consumers are exposed 

to different geographical labels.    
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6.3.3 Managerial implications 

This study is of value to national brands, small-to-medium food retailers, and regional governments. 

Results unveil several implications for marketing communication strategies and trade policies. 

Product provenance plays an integral part in consumers’ perceptions and behaviour (Papadopoulos 

& Heslop, 2003). Amid fierce competition in the global food retail market, developing geographical 

variants of products is one way that retailers can value-add their product offerings and stand out from 

competitors. Place-based branding is particularly effective when marketing food products due to these 

items’ strong associations with their regional origins. Retailers can capitalize on consumers’ place-

based associations by including the name of a particular region on product labels.   

Offering product differentiation is increasingly challenging in today’s internationalized 

market. As described, the strong connection between a region and its products affords brands the 

“individual fingerprints that are unique” (Iversen & Hem, 2008, p.603). Promoting products 

according to their ROO can create opportunities for retailers to offer more product diversity and set 

themselves apart in a market replete with standardized and identical products bearing uncertain 

origins. For national brands in Australia (e.g., Capilano Honey), the use of ROO cues presents a 

chance to promote sub-brands (e.g., Wescobee Honey) by extending their offerings to include 

regional artisanal products (e.g., West Australian Jarrah Honey).          

Also, in light of the intensive brand creation process, small-scale or unknown retailers can 

exploit the ROO association which often already exists in consumers’ minds, and which could be 

formed through region-specific promotions (e.g., via the media or tourism). This approach could be 

particularly useful for small- to medium-sized food businesses to gain a competitive advantage over 

larger national brands. Specifically, compared with a COO cue (which national brands commonly use 

to promote their products), a ROO cue is more effective in communicating product values. Hence, 

small- or medium-sized food businesses can promote honey products by using ROO cues to evoke 

particular value perceptions and to influence consumers’ behavioural intentions (purchase intention 

and willingness to pay a premium price).  
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Internationalization of the food trade has exposed consumers to a plethora of products from 

numerous countries and regions. Yet this phenomenon is accompanied by concerns about the origin 

and authenticity of food being consumed. ROO cues possess an advantage over COO cues in 

signalling a product’s authenticity: a region is a more precise designation than a country because the 

former encompasses more geographical dimensions, such as the local natural environment (e.g., 

climate) and a human touch (e.g., craftsmanship). As such, regional products hold attributes conferred 

by virtue of a specific area, making these items unique and irreproducible.  

Moreover, the distinctiveness and traceability of ROO confer advantages in ensuring product 

quality (related to the functional and economic value) and exclusivity (related to the novelty value), 

thereby heightening a product’s authenticity. Also, amid a ballooning number of global food scares, 

ROO cues could alleviate the perceived risk of food purchases. Rather than focusing on certain 

attributes that competitors can replicate via modern technology or that are susceptible to adulteration, 

retailers can emphasize regional specialities’ favourable and irreplicable features (e.g., functional and 

novelty values) to promote authenticity. For example, storytelling can amplify product authenticity 

(Beverland, 2006). ROO cues can be strategically incorporated through storytelling about the rich 

history of a region and brand (e.g., traditional means of production and the passion of the food 

producers). 

To increase the successful use of ROO in branding strategies, governmental authorities need 

to regulate ROO labelling. However, different from countries in the European Union, Australia’s 

Federal or Regional Governments do not yet mandate this labelling (e.g., “Product of Western 

Australia”). No uniform criteria dictate which businesses can market regional specialities. More 

stringent quality control procedures and the identification of best practices typical for a given regional 

speciality can facilitate the development of a traceability system to discourage adulteration and foster 

trust in local production. Consequently, regulated ROO labelling represents an important tool for 

maintaining rural development by helping regional products remain profitable and competitive on the 

global market.  
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Finally, consumers tend to become more health-conscious and are more cautious about their 

diet during cataclysmic events, such as the Covid-19 pandemic (Aksoy et al., 2021; Cranfield, 2020; 

Zwanka & Buff, 2021). Therefore, in addition to health-related cues (e.g., health and nutritional 

claims), clear indications of geographical labels, especially a ROO cue, might be particularly 

appealing to highly health-conscious consumers. As shown from this study, products labelled with a 

ROO cue are generally perceived to be of high value and authentic. Hence, the promotion of ROO 

cues on products can allay consumers’ concerns regarding food quality and safety. Beyond utilitarian-

related benefits, the thought of consuming high-quality regional products can also elicit positive 

emotional responses (joy and pleasure of consuming high-quality food) among highly health-

conscious consumers.  

6.4 Overall contributions  

These three studies collectively explicated the underlying consumers’ cognitive processing of various 

food label cues and the corresponding impact on their behavioural responses through a mix of 

experimental and quantitative methods. The studies spanned three sequential phases. In the first phase 

(Study 1), consumers’ attention toward three major categories of food label cues (product nature–

related, product assurance–related, and health-related cues) were examined in a cross-cultural setting 

based on McGuire’s (1978) information processing model (IPM), Petty and Cacioppo’s (1986) 

elaboration likelihood model (ELM) and Hofstede’s (2001) cultural values framework.  

Under the IPM framework, attention is the first essential step in information processing that 

precedes any perceptual processing. Food labels are paramount in attracting consumers’ attention and 

in communicating product-related benefits that can influence behavioural intentions. However, 

cognitive and time constraints typically prevent consumers from attending to the overwhelming 

number of label cues that are present on most product packaging. Most food labelling studies have 

assessed the impact of a single cue type, such as health-related cues (e.g., a product’s nutritional panel 

or health claims). Several questions thus persist: how might consumers respond to various types of 

cues when making purchase decisions? Furthermore, to what extent do consumers from different 
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cultures and levels of product involvement vary in their attentional behaviour when viewing food 

labels? 

By integrating three established frameworks, Study 1 expands our understanding of the types 

and degree of attention consumers give to various label cues and to the role of culture in their attention 

towards those cues. The differences reflected in consumers’ selective attention toward product labels 

can be explained by cultural values, namely power distance, uncertainty avoidance, and a short-/long-

term orientation. In summary, consumers from Eastern cultures (high power distance, high 

uncertainty avoidance, and a long-term orientation) pay more attention to product assurance–related 

(e.g., a COO cue) and health-related label cues (e.g., bioactivity rating) when purchasing food as 

compared to consumers from Western cultures (low power distance, low uncertainty avoidance, and 

a short-term orientation). Consumers’ attention towards product nature–related cues did not vary 

culturally in this case—presumably because such cues feature general product descriptions that most 

consumers seek when viewing an unfamiliar product, irrespective of personal cultural values. 

Furthermore, product involvement strongly influences the relationship between culture and 

consumers’ attention to label cues.  

These results convey consumers’ attentional processing of label cues, suggesting that 

attentional behaviours are influenced by consumers’ culturally conditioned responses towards certain 

information and their motivation to process it. As noted earlier, for label cues to have any effect, 

consumers must first pay attention to them after exposure; the attributes then inspire eventual 

responses to the products. This investigation of consumers’ attention underlines the need to 

understand how attention toward essential product label cues informs product evaluations and 

purchase decisions.  

In extending Study 1, Study 2 expand the understanding of the effect of product nature-related 

cues (pictorial brand logos) on product value perceptions and how these perceptions guided 

consumers’ willingness to pay a premium price for food products. As noted previously, there are 
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differences in the cognitive processing of textual information (e.g., brand name) and pictorial (e.g., 

pictorial logo) (Paivo 1971,2007). Notably, a pictorial logo is a more vivid representation of a brand 

as compared to a name (Meyvis et al., 2012). Accordingly, a pictorial logo is highly effective in 

conveying product-specific meanings to consumers and influencing their product perceptions. With 

the application of associative priming theory (Collins & Loftus, 1975; Postman & Keppel, 1970), and 

building on the theories of anthropomorphism (Epley et al., 2007) and biophilia (Wilson,1984), the 

study shed more light on the underlying psychological mechanism (associative priming and image 

processing) through which different pictorial logos (anthropomorphic and naturalistic logos) can 

influence value perceptions, ultimately influencing consumers’ willingness to pay a premium price 

for food products. Given the associative priming of different pictorial logo designs, an 

anthropomorphic logo can activate certain product-specific concepts in consumers’ minds that are 

more effective in evoking socio-psychological-related value perceptions than a naturalistic logo. On 

the contrary, a naturalistic logo is more effective in eliciting utilitarian-related value perceptions than 

an anthropomorphic logo. This study demonstrates that product value perceptions can be enhanced 

by anthropomorphic and naturalistic logos, thus brand managers should expect different outcomes 

contingent on the type of pictorial logo used, offering clearer managerial guidelines in relation to logo 

design. 

Apart from brand logos, product assurance-related cues such as geographical labels can also 

influence consumers’ product value perceptions and behavioural intentions (purchase intention and 

willingness to pay a premium price). Country-of-origin (COO) and region of-origin (ROO) cues have 

been widely acknowledged as proxy indicators of utilitarian product benefits (e.g., perceived quality) 

of food products (Ares et al., 2009; Lähteenmäki, 2013; Van Ittersum et al., 2003). In applying the 

multi-dimensional value framework developed by Sweeney and Soutar (2001), this study highlights 

the heterogeneous nature of food product evaluations. Specifically, COO and ROO cues can evoke 

both utilitarian and socio-psychological-related value perceptions, which positively influence 

consumers’ purchase intention. These product values are also key determinants of consumers’ 
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willingness to pay a premium price. Furthermore, a ROO cue is more effective than a COO cue in 

eliciting value perceptions (functional, economic and novelty) and more strongly affecting 

consumers’ purchase intention and willingness to pay a premium price. These results contribute to a 

deeper understanding of the effect of a more precise and localized geographical label on consumers’ 

product evaluations and behavioural intentions.  

Product authenticity also plays a critical role in shaping the relationship between product value 

perceptions and consumers’ behavioural intentions. Notably, the evaluation of a product’s 

authenticity is manifested as utilitarian and socio-psychological-related value perceptions elicited by 

COO and ROO cues, and that product authenticity is an important determinant of consumers’ 

willingness to pay a premium price for food products. The formation of product authenticity thus 

seems to be much more complicated than merely reflecting how genuine a product is. 

Finally, in times of the Covid-19 pandemic, healthiness has become a primary concern for 

consumers, and it is an important determinant of food purchases (Aksoy et al., 2021; Magnusson et 

al., 2001; Zwanka & Buff, 2020. This is the first study that provides insights into the prominent role 

health consciousness plays in influencing product value perceptions and behavioural intentions, in a 

geographical labelling context. Specifically, the promotion of both COO and ROO cues on food 

packaging appears to be more appealing to highly health-conscious consumers than their less health-

conscious counterparts as such geographical labels are effective in influencing the positive effects of 

both utilitarian-related and socio-psychological-related values on behavioural intentions. The 

findings obtained from this research have important implications regarding the broader issue of place-

based marketing.  

Altogether, these three studies lay a strong theoretical foundation for the development of a 

cohesive conceptual framework—the ‘Label Equity Model’. This framework delineates the 

hierarchical order in which consumers’ cognitive processing of food product labels occurs and 

subsequently influences their behavioural intentions. The key tenet of this framework is that, for 
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labels to shape consumers’ behavioural intentions, attention is the first necessary condition for 

information acquisition and higher cognitive processing. Hence, consumers’ attention toward three 

major types of label cues (product nature–related, product assurance–related, and health-related) was 

treated as an antecedent in the three studies. The attention is given to various cues (product nature–

related (brand logos: anthropomorphic and naturalistic logos) and product assurance–related 

(geographical labels: COO and ROO cues) generated attitudinal responses toward a product. Product 

values and product authenticity were examined as attitudinal responses. These attitudinal responses 

were further explored to discern how they might influence consumers’ behavioural intentions 

(purchase intention and willingness to pay a premium price). Taking into consideration that 

consumers would differ in the way they process information, consumer characteristics, namely, 

cultural values, product involvement and health consciousness were treated as moderators in this 

research.
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Figure 6.1. Label Equity Model 
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This research illuminated consumers’ responses towards various label cues presented on food 

products such as honey, which is an underexplored product context. Honey is a multi-attribute food 

that is eaten for multiple reasons, from its use as a breakfast spread or marinade to consumption for 

its health and therapeutic properties. The purchase of honey products can be complex, as consumers 

are often required to evaluate a range of products in-store and are bombarded with myriad cues on 

product packaging. The factors influencing consumers’ honey product purchases also differ across 

export markets. Given the heterogeneous nature of honey consumption, understanding how 

consumers from different cultures might respond to label cues on honey products can elucidate 

product evaluations and consumers’ purchase decision-making processes. Results suggest that 

product assurance–related (e.g., COO and ROO cues) and health-related cues (e.g., bioactivity ratings 

and nutritional panel) seem more important to consumers from Eastern cultures (e.g, China) than 

from Western cultures (e.g., Australia). Recent negative publicity about adulterated local honey 

products has led risk-averse Chinese consumers to be particularly interested in these products’ origins 

(Zhang, 2018). Product assurance–related cues, such as COO and ROO cues, are therefore important 

quality indicators.  

Honey is regarded as a functional food product, especially among consumers from Eastern 

cultures such as China, given its therapeutic properties (e.g., antioxidant) (Batt & Liu, 2012a). Health-

related cues (bioactivity ratings and nutritional panel) thus offer salient information for consumers’ 

purchase decisions. Taking China as a study context further clarifies the roles of product nature–

related cues (brand logo) and product assurance–related cues (COO/ROO cues) in the evaluations 

and purchase of honey products. This research has presented insight beyond honey’s established 

health-related attributes and utilitarian-related values.  

Most studies on branding (Callow & Schiffman, 2002; Henderson et al., 2003; Jun et al., 2008) 

and honey consumption (Batt & Liu, 2012; Brščić et al., 2017; Wu et al., 2015) have featured Western 

or industrialized countries. Visual aspects of corporate brandings, such as pictorial logos, greatly 

influence Chinese consumers’ honey product purchases. Anthropomorphic and naturalistic pictorial 
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logos also differ in their effectiveness in conveying certain values (utilitarian and socio-

psychological-related values) to Chinese consumers. Corporate identity plays a prominent part in 

consumers’ decision making in China as compared to countries such as the U.S (Henderson et al., 

2003). Hence, designing logos that align with brands’ positioning and product offerings is a strategic 

imperative for honey (or other food) exporters seeking to distinguish themselves from competitors in 

the Chinese market.   

Cultural differences and food safety conditions in China have spurred demand for high-quality 

and authentic food. This trend has spawned a profitable market for reputable honey products from 

specific regions. For example, by capitalizing on Western Australia’s reputation and consumers’ 

place-based associations, a ROO cue (“Product of Western Australia”) can highlight the utilitarian- 

and socio-psychological values of Western Australian honey products. ROO cues also communicate 

authenticity to Chinese consumers. Consequently, Western Australian honey products can command 

premium prices in competitive and valuable export markets such as China. Even in situations where 

there may be trade conflicts between Australia and China, consumer sentiments tend to be less 

directed towards a region as compared to a country (Van der Lans et al., 2001). As such, regional 

brands may be more sustainable compared to national brands.  

6.5 Additional implications for food industry  

The implications of this research can be extrapolated to food products outside of honey and contribute 

to Australia’s wider food industry. A 2021–2022 forecast projected that the gross value of Australia’s 

agricultural sector would reach a record AU$78 billion. More importantly, agricultural exports were 

estimated to amass AU$61 billion (Department of Agriculture, Water and the Environment, Australia, 

2021). Understanding cross-cultural effects on consumers’ attention to label cues is integral to 

labelling strategies. Related policies can help companies promote Australian food products more 

effectively in the international markets. For example, certain food attributes (e.g., quality, safety, and 

healthiness) can be underscored through clear cues such as a COO or ROO cues. Health claims (e.g., 
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honey’s antimicrobial properties) will especially appeal to consumers from cultures with high 

uncertainty avoidance, high power distance, and a long-term orientation.    

Food businesses currently use an array of pictorial brand logos, particularly anthropomorphic 

and naturalistic ones. Yet the practical implications of such logos on product evaluations and 

profitability are poorly understood. Discerning the underlying mechanism through which pictorial 

logos (anthropomorphic and naturalistic) influence consumers’ product value perceptions and 

behavioural intentions can inform managerial guidelines related to the benefits of certain logo design 

strategies. Specifically, utilitarian food businesses (especially those in the health food sector) can 

adopt naturalistic logos; nature symbolizes functional values (e.g., quality, healthiness) that 

consumers can expect to experience upon purchasing a product. Anthropomorphic logos are better 

suited to hedonistic food businesses, as these types of logos can elicit socio-psychological values 

(e.g., pleasure and happiness) that reflect a product’s savoury aspects.     

 Artisanal Australian food producers have access to the country’s most pristine forests and 

climate to create unique regional specialities—Western Australia’s Margaret River wine, Tasmania’s 

black truffle, New South Wales’s Fior di Latte (cheese)—that are irreproducible elsewhere. Labels 

such as a ROO cue (“Product of Western Australia”) can offer businesses opportunities to compete 

in an increasingly competitive global market. Many other high-value food products apart from honey 

(e.g., olive oil, milk, and coffee) are subject to adulteration. ROO cues signal a product’s values and 

authenticity, serving as credible information to help consumers assess product quality.   

 The findings of this research are also relevant to international markets outside China. Middle- 

and upper-income consumers are experiencing significant growth in emerging markets such as Brazil, 

Indonesia, and South Africa (McKinsey & Company, 2012). Similar to the Chinese, these consumer 

groups generally possess considerable discretionary income and are highly interested in authentic and 

high-value foreign food products. Results can therefore contribute to broader global brand positioning 

strategies for marketing Australian food products.  
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6.6 Limitations across three studies and directions for future research 

Despite its revelations, several limitations of this work remain to be addressed in future research. 

Study 2 and Study 3 focused on China and a single food product category (honey). Subsequent work 

should include more countries and other food products/categories (e.g., milk and cheese, etc.) to 

enhance the findings’ generalizability. Study 1 adopted a comprehensive measure of attention (i.e., 

assessing the types of label cues to which consumers attended and the degree of attention paid). 

However, results were largely based on consumers’ self-reports. Attention precedes awareness; 

consumers could have attended to label cues without realizing they were doing so, making it 

impossible for them to verbally describe their reactions (Milosavljevic & Cerf, 2008). Scholars could 

complement the current research by employing biometric measures, such as functional magnetic 

resonance imaging, to identify the mechanisms underlying consumers’ behaviour by tracking 

subconscious responses (Ohme et al., 2009). 

Data for the three studies were also collected within a specific period (i.e., 2019–2021). 

Results may require further validation. For instance, cultural values (examined in Study 1) can evolve 

alongside globalization, literacy rates, and technological advances. Moreover, longitudinal studies 

across different periods could more accurately account for developmental shifts in cultural values or 

political climates that might affect consumers’ associations with a particular country/region. These 

types of changes would in turn influence the relationships examined in this research.   

 The proposed framework can be extended in the future to provide a more holistic 

understanding of how consumers process food label cues. Although the literature is replete with 

studies regarding the effects of health-related cues (e.g., nutritional panel and health claims), little is 

known about consumers’ understanding of such cues. Consumers often find health-related cues 

confusing and complex (Cowburn & Stockley, 2005), resulting in misinterpretation (Draper et al., 

2013; Joshi et al., 2002; Leek et al., 2015). Moreover, functional food products such as honey possess 

unique therapeutic attributes (e.g., antioxidant properties) that are commonly indicated by technical 

cues such as bioactivity ratings (e.g., Unified Antioxidants Factor) (Becerril-Sánchez et al., 2021). 
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Adopting the proposed framework to examine consumers’ comprehension of health-related cues 

could generate valuable insight into how people process label cues on honey products.  

In addition to cultural values and product involvement, cross-cultural differences in thinking 

styles can influence consumers’ processing of food label cues (Nisbett et al., 2001). Cross-cultural 

research has shown that individuals from Eastern cultures may engage in holistic thinking, whereas 

people from Western cultures tend to think more analytically (Choi et al., 2007; Li et al., 2018; 

Masuda et al., 2008). Incorporating culturally conditioned thinking styles into future studies would 

lead to a broader understanding of culture’s role in consumers’ information processing of food label 

cues.  

Personal characteristics such as religiosity shape food consumption as well (Bukhari et al., 

2019; Elshaer et al., 2021; Heiman et al., 2019). Information asymmetry between consumers and 

producers, as well as the risk of fraud, has inspired third-party certification standards, such as the 

Kosher (Judaism) and Halal (Islam) labels (Heiman et al., 2017; McCluskey, 2000; Starobin & 

Weinthal, 2010). A consumer’s degree of religiosity could partly determine the types of label cues to 

which one attends, ultimately influencing product evaluations and purchase decisions. Future 

research could integrate religiosity as a moderator in the proposed framework to investigate its effect 

on the focal relationships. 

6.7 Conclusion 

Food labels play a primary role in facilitating information exchange between consumers and the food 

supply system; it is the conduit of understanding for every food product (Tonkin et al., 2016; Verbeke, 

2005). Specifically, food labels contain salient product information which provides consumers with 

a means of evaluating the quality and safety of a food product (e.g., taste, health properties, 

naturalness). For example, purchasing a honey product is a complex process whereby consumers are 

required to evaluate various product attributes that are communicated through three major label cues: 

1) product nature-related (e.g., brand -name and logo) 2) product assurance-related (e.g., country-of-
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origin 3) health-related (e.g., bioactivity rating). These labels cues can help consumers make informed 

purchase decisions. However, the effectiveness of label cues as direct shopping aids that influence 

consumers’ product evaluations and behavioural intentions of food purchases is contingent on 

whether they pay attention to and process them.   

 The research project which consists of a series of quantitative experimental studies (online 

and field) was undertaken to address three main research objectives. First, with the adoption of 

McGuire’s (1978) information processing model (IPM), Petty and Cacioppo’s (1986) elaboration 

likelihood model (ELM), and Hofstede’s (2001) cultural framework, Study 1 has investigated the 

extent to which consumers from different cultures and level of product involvement differ in their 

attention towards product nature-related, product assurance-related and health-related cues. When 

making food purchase decisions, consumers would often adopt selective attention towards label cues, 

as they are unable to pay attention to the overwhelming number of label cues that are presented on a 

typical food product packaging (e.g., honey) (Fenko et al., 2018; Milosavljevic & Cerf, 2008). 

Notably, attention towards the three categories of label cues can be influenced by various consumer 

characteristics, such as cultural values (Western culture versus Eastern culture) and level of product 

involvement (low versus high).  

 Second, by extending Study 1, Study 2 examined the impact of pictorial brand logos 

(anthropomorphic and naturalistic logos) on consumers’ product value perceptions and willingness 

to pay a premium price. Value creation has become a strategic imperative for food businesses to 

achieve a competitive advantage in the increasingly competitive global market. Beyond brand 

recognition and the ability to evoke affect (Kim & Lim 2019; Machado et al. 2021), branding elements 

such as pictorial brand logos (anthropomorphic and naturalistic logos) can evoke favourable product 

value perceptions that result in consumers’ willingness to pay a premium price. The application of 

Sweeney and Soutar’s (2001) PERVAL framework has also highlighted that the determinant of 

consumers’ willingness to pay a premium price for food products such as honey goes beyond its 
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utilitarian-related values (function and economic values) as it also encompasses socio-psychological-

related values (emotional, social and novelty values). 

Moreover, with the employment of associative priming theory (Collins and Loftus, 1975; 

Postman and Keppel, 1970), anthropomorphism (Epley et al., 2007) and biophilia (Wilson, 1984) 

theories, this study provides important insights into the unique process in which anthropomorphic 

and naturalistic logos can evoke utilitarian-related and socio-psychological-related product value 

perceptions. Given that product value cannot be fully ascertained or experienced before the product 

is purchased and consumed, understanding how different pictorial brand logos can communicate these 

benefits proffers important implications for branding and persuasion strategies.   

 Third, the aim of Study 3 was to investigate the impact of geographical labels (country-of-

origin (COO) and region-of-origin (ROO) cues), which are product-assurance cues, on consumers’ 

product value perceptions, product authenticity, and behavioural intentions (purchase intention and 

willingness to pay a premium price). The moderating role of health consciousness on these 

relationships was also examined. The physical connection to a specific provenance plays a critical 

role in developing product-related perceptions and influencing consumers’ purchase behaviours 

(Newman & Dhar, 2014). However, the influence of geographical origin labels on product 

evaluations and purchase behaviours has been primarily examined from a COO cue perspective with 

little consideration for a more precise designation such as a ROO cue (Van der Lans et al., 2001; Van 

Ittersum et al., 2003).  

Beyond a COO cue, it is evident from this study that a ROO cue is more effective in 

influencing the effects of product value perceptions (utilitarian-related and socio-psychological-

related values) and product authenticity on purchase intention and willingness to pay a premium price. 

Given that regional product possesses unique attributes that are more closely reflects their association 

with specific geographical origins (Spielmann & Charter, 2013; Zhang & Merunka, 2015), these 

results obtained from this study provide further support of the notion that a region is inherent to its 
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local products thus regional products are endowed with ‘individual fingerprints that are unique’ 

(Iversen & Hem, 2008). In this regard, businesses can capitalise on the region-product associations 

and incorporate them in their marketing strategies for the promotion of product value and authenticity. 

Furthermore, this is among the first study to examine the effect of health consciousness on consumers’ 

product evaluations and behavioural intentions in a geographical labelling context during the Covid-

19 pandemic.  

The use of China as a country context for this research project also further broadens the scope 

of our understanding of the impact of various types of food labels on consumer behaviours in a 

lucrative emerging market, thus would benefit various stakeholders such as academic researchers, 

policymakers, and food producers.  

In conclusion, based on the solid foundation built upon these three studies, the “label equity 

model” was developed to provide a comprehensive understanding of the hierarchical order in which 

consumer information processing of food labels occurs (Figure. 6.1). This research also contributes 

to broader global brand positioning strategies for marketing Australian agri-food products such as 

honey. Implications from the three studies can also be applied to other countries or regions that export 

food products to emerging markets, such as China.  
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Appendices 
 

Appendix A: Article Front Page (British Food Journal)  

 

 

Appendix B: Paper: 1 Research Stimuli- Jarrah honey packaging   
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Paper 1: Research stimuli- Wildflower honey packaging  
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Appendix C: Paper 1: Survey Instrument (English Version) 

 

Consumers’ Attention to Label Information (One Flower’s Jarrah Honey) 

1a) Please indicate which label information do you pay attention to when purchasing the honey products? (Multiple 

Answers) 

Types of Label Information Did you pay attention 

to this label?(Please 

tick) 

How much attention did you pay to this label 

information? 

         

 

 

a) Purity Claim(100% Raw & Natural 

Honey & Brand Logo) – Over-cap 

label 

 

           

        

            1          2      3      4      5     6         7   

 

b) Brand Name (One Flower)              1         2      3      4      5     6           7   

c) Brand Logo                                              

     

            

            1         2      3      4      5     6           7     

d) Type of Honey (Jarrah)              1         2      3      4      5     6           7   

Paid a little 
attention 

Paid a lot of 
attention 

Yes No 

Yes 

Yes 

No 

No 

No 

Yes 
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e) Bioactivity Rating (UAF 400+)   

 

             1         2       3      4      5     6          7   

 

f) Region of Origin (Produced in Western 

Australia)  

              1         2      3      4      5     6          7   

 

g) Product descriptions (Raw honey from 

our bees & limited resource) – left side of 

the bottle   

              1        2       3      4      5     6          7   

h) Best-Before-Date – left side of the 

bottle 

              1        2      3      4       5     6          7   

 

i) Other Bioactivity rating (30+ Active 

Honey) -left side of the bottle 

  

           

 

               1       2      3      4      5      6        7   

 

 

 

 

 

 

 

 

 

No 

No 

No Yes 

Yes 

Yes 

Yes No 

Yes No 
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Consumers’ Attention to Label Information (One Flower’s Jarrah Honey) 

1b) Please indicate which label information do you pay attention to when purchasing the honey products? 

(Multiple Answers)  

Types of Label Information Did you pay attention to 

this label?(Please tick) 

How much attention did you pay to this label 

information? 

 

 

j) Honey Floral Source Certification (WA Jarrah 

Honey)-left side of the bottle 

 

  

 

             1         2       3      4      5      6             7   

k) Serving Size (500g) – left side of the bottle               1          2       3      4       5      6           7   

l) Barcode – left side of the bottle               1          2       3      4       5      6           7   

m) Country-of-Origin(Australia Honey)- left 

side of the bottle 

 

  

 

       1          2       3      4       5      6           7 

n) Bioactivity Certified Logo (Antioxidant - 

UAF)- right side of the bottle 

 

 

  

 

            1           2       3      4       5        6         7 

No Yes 

Paid a little 
attention 

Paid a lot of 
attention 

 

Yes No 

Yes 

Yes 

No 

No 

Yes No 
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o) Nutritional Table – right side of the bottle             1           2       3      4       5        6           7 

p) Product Information (Raw honey can be 

crystalized & bioactivity may decrease by heat 

and light – right side of the bottle 

            1           2       3      4       5        6           7 

q) Warning Label (Not suitable for infant under 

1 year old)-right side of the bottle  

            1           2       3      4       5        6           7 

r) Religious Food Label (Halal logo) – right 

side of the bottle 

 

        

            1          2       3      4       5        6          7 

s) Company Information (company name, place 

of production address, company’s website) – 

right side of the bottle 

              1          2       3      4       5        6         7   

 

t) Overall Packaging Colour                 1          2       3      4       5        6         7   

 

u) Others      (Please Specify) 

 

 

        

             1          2       3      4      5        6      7 

 

 

 

 

 

Yes No 

Yes 

Yes 

Yes 

No 

No 

No 

Yes No 

Yes No 
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Consumers’ Attention to Label Information (One Flower’s Wildflower Honey) 

1a) Please indicate which label information do you pay attention to when purchasing the honey products? (Multiple 

Answers) 
                   

Types of Label Information Did you pay attention to 

this label?(Please tick) 

How much attention did you pay to this label 

information? 

         

 

 

a)Purity Claim(100% Raw & Natural Honey 

& Brand Logo) – Over-cap label 

 

           

         

            1          2      3     4     5       6          7   

b) Brand Name (One Flower)              1          2       3      4      5     6         7   

c) Brand Logo                                              

     

             

            1          2      3     4      5      6           7   

 

d) Type of Honey (Wildflower)              1         2      3      4      5       6          7   

e) Bioactivity Rating (UAF 200-+)                1         2       3      4      5        6        7   

 

Yes No 

Yes 

Yes No 

No 

No 

No 

Yes 

Yes 

Paid a little 
attention 

Paid a lot of 
attention 
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f) Region of Origin (Produced in Western 

Australia)  

             1        2       3      4      5       6         7   

 

g) Product Descriptions (Raw honey from our 

bees & limited resource) – left side of the bottle  

  

             1        2      3      4      5        6         7   

h) Best-Before-Date – left side of the bottle              1        2       3      4       5      6         7   

 

i) Other Bioactivity Rating (15+ Active Honey) 

-left side of the bottle 

 

           

 

            1         2      3     4      5       6          7   

j) Serving Size (500g) –Left side of the bottle              1        2       3      4      5      6           7   

k) Barcode – left side of the bottle              1        2       3      4       5        6        7   

 

 

 

 

 

 

 

 

 

No 

No Yes 

Yes 

Yes No 

Yes 

Yes 

Yes 

No 

No 

No 
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Consumers’ Attention to Label Information (One Flower’s Wildflower Honey) 

1b) Please indicate which label information do you pay attention to when purchasing the honey products? 

(Multiple Answers) 

Types of Label Information Did you pay attention 

to this label?(Please 

tick) 

How much attention did you pay to this label 

information? 

         

 

 

l) Country-of-Origin(Australia Honey)- 

left side of the bottle 

 
 

  

 

             1          2      3     4     5     6          7 

m) Bioactivity Certified Logo 

(Antioxidant - UAF)- right side of the 

bottle 

   \ 

 

 

  

 

            1         2       3      4      5     6         7 

No Yes 

 

Yes No 

Paid a little 
attention 

Paid a lot of 
attention 
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n) Nutritional Table – right side of the 

bottle 

             1         2       3     4      5       6         7 

o) Product Information (Raw honey can 

be crystalized & bioactivity may 

decrease by heat and light – right side of 

the bottle 

 

             1         2      3      4     5     6            7 

p) Warning Label (Not suitable for 

infant under 1 year old) – right side of 

the bottle 

  

             1          2      3      4     5     6           7 

q) Religious Food Label (Halal logo) – 

right side of the bottle 

 
 

        

 

             1         2      3      4     5      6         7 

r) Company Information (company 

name, place of production address, 

company’s website) – right side of the 

bottle 

              1         2      3      4     5      6         7 

s) Overall Packaging Colour                 1         2      3      4       5      6       7   

 

t) Others     (Please Specify) 

 

 

 

        

             1        2      3      4      5      6         7 

 

Yes No 

Yes 

Yes 

Yes 

No 

No 

No 

Yes No 

Yes No 
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Assessing Consumers’ characteristics 

 

2) Please read each statement below and TICK the responses that most accurately reflects your 

involvement about the honey product.           

 

  

                                       

 
 

  a) I defintely have a wanting for honey products.                1       2      3      4     5     6      7     

 

 b) I regard honey products as being of the highest 

importance to me. 

               1       2      3      4     5     6      7     

 

   c) I like honey products.                 1       2      3      4     5     6      7     

 

 

 

Demographic Information 

Please put A TICK on the following appropriate responses to the following questions 

3) Please state your gender?   

 a) Male    b) Female    c) Others      d) Prefer not to say  

4) Please state your age? (Please Tick)   

a) 18 to 35           b) 36 to 49         c) >50  

5) Please state your highest qualification? (Please Tick) 

a) Trade Certifications            b) High School Diploma           c) Bachelor Degree            

d) Master’s Degree            e) Doctor of Philosophy (Ph.D)  
 

6) What best describes your household situation? (Please Tick) 

a) Living with parents 

b) Living alone, no children  

c) Living together with a partner, no dependent children 

d) Living with a partner with dependent children 

e) Single parent with dependent children 

f) Single parent no dependent children 

g) Other- ( Please specify)  

Continue on the next page  
 

Strongly  
Disagree 

Strongly  
Agree 

 

  

  
 

 

 

 

 

 

 
 

 

   

 

 

This is the end of the survey, thank you very much for your participation ☺ 
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Appendix D: Paper 1: Survey Instrument (Mandarin Version) 

消费者对蜂蜜标签信息的注意力调查（万福牌红柳桉树蜂蜜） 

1a) 假设你要购买蜂蜜，看到这瓶蜂蜜时，你会关注以下哪项标签信息（多选）？ 

 

标签信息种类 图像 你注意到该标签了

吗？（在横线上打√） 

你有多注意这种标签信息？ 

         

                                    

a) 顶盖的纯度声明（百分百无加工纯

天然蜂蜜） 

(100% raw and natural honey) 
 

___有     ___没有                  

           1        2     3     4     5     6       7   

b) 品牌名称（万福）(One Flower) 

 

___有     ___没有           1        2     3     4     5     6       7   

c)品牌商标                                            

 

___有      ___没有            

            1        2     3     4     5     6       7   

d) 蜂蜜种类（红柳桉树）(Jarrah Honey) 
 

___有       ___没有             1        2     3     4     5     6       7   

e) 抗氧化活性指标 (UAF 400+)  
___有       ___没有             1        2     3     4     5     6       7   

f) 原产地（产于西澳) (Made in Western 

Australia) 
 

___有       ___没有             1        2     3     4     5     6       7   

g)瓶子左侧的产品描述（源自澳洲蜜蜂的

未加工蜂蜜，是一种珍稀资源）(Raw  

___有       ___没有             1        2     3     4     5     6       7   

  

很少关注 非常关注 
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honey from our bees/limited 

resources) 

h)瓶子左侧的保质期 (BEST BEFORE: 

25/12/2025) 
 

___有       ___没有            1        2     3     4     5     6       7   

i)左侧的 30+的活性蜂蜜指标 

（30+Active Honey) 
 

___有       ___没有         

           1        2     3     4     5     6       7   

j)瓶子左侧的西澳红柳桉树蜂蜜组织认证- 

(Western Australian Jarrah Honey) 
 

___有       ___没有               

          1        2     3     4     5     6       7   
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消费者对蜂蜜标签信息的注意力调查（万福牌红柳桉树蜂蜜） 

1b) 假设你要购买蜂蜜，看到这瓶蜂蜜时，你会关注以下哪项标签信息（多选）？ 

标签信息种类 图像 你注意到该标签了

吗？（在横线上打

√） 

你有多注意这个标准信息？ 

 

 

                      

k) 瓶子左侧的包装大小 500

克 （500g） 

 
___有     ___没有            1        2     3     4     5     6       7   

l) 瓶子左侧的条形码 
 

___有    ___没有            1        2     3     4     5     6       7   

m)瓶子左侧的原产国澳大利

亚蜂蜜（Australian Honey）  

___有     ___没有           1        2     3     4     5     6       7   

n) 瓶子右侧的抗氧化性认证

组织标志  

UAF –  Antioxidants 

Certification 

 

___有     ___没有           1        2     3     4     5     6       7   

o) 瓶子右侧的营养成分表 

Nutrition Information  

___有      ___没有            1        2     3     4     5     6       7   

很少关注 非常关注 
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p) 瓶子右侧的其他产品信

息：未加工蜂蜜可能会有结

晶，生物活性成分可能会因

高温和光照的影响而降低  

(Raw honey can be crystalised; 

activity may decrease by heat 

& light).    

 

___有      ___没有           1        2     3     4     5     6       7   

q)瓶子右侧的警告标签（1

岁以下婴儿不可食用） 

(not suitable for infants under 

1 year) 

 
___有      ___没有           1        2     3     4     5     6       7   

r)瓶子右侧的宗教组织食品

标签（清真标签）(HALAL) 
 

 

___有      ___没有           1        2     3     4     5     6       7   

s) 企业信息（企业名称，生

产地址，企业网址） 
 

___有      ___没有           1        2     3     4     5     6       7    

 

t) 整体的包装颜色  ___有       ___没有           1        2    3     4     5     6       7   

u) 其他  (请详细说明） 

________________ 

          1        2    3     4     5     6       7   
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消费者对蜂蜜标签信息的注意力调查（万福牌百花蜂蜜） 

1a) 假设你要购买蜂蜜，看到这瓶蜂蜜时，你会关注以下哪项标签信息（多选）？ 

 

标签信息种类 图像 你注意到该标签了

吗？（在横线上打

√） 

你有多注意这种标签信息？ 

         

                                    

a)顶盖的纯度声明（百分

百无加工纯天然蜂蜜） 

(100% raw and natural 

honey) 

 

___有        ___没

有  

   

1        2      3     4     5     6       7 

b) 品牌名称（万福）(One 

Flower) 
 

___有        ___没

有 

  1        2      3     4     5     6       7 

c)品牌商标                                             

     

___有        ___没

有 

  1        2      3     4     5     6       7 
         

  

  

很少关注 非常关注 
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d) 蜂蜜种类（百花蜜）(Wild 

Flower Honey) 

 ___有        ___没

有 

1        2      3     4     5     6       7 

e) 抗氧化活性指标 (UAF 200+)  ___有        ___没

有 

1        2      3     4     5     6       7 

f) 原产地（产于西澳）(Made 

in Western Australia) 

 
___有        ___没

有 

1        2      3     4     5     6       7 

g)瓶子左侧的产品描述（源自

澳洲蜜蜂的未加工蜂蜜，是

一种珍稀资源） (Raw honey 

from our bees. Limited resource) 

 

___有        ___没

有 

1        2      3     4     5     6       7 

h)瓶子左侧的保质期 （BEST 

BEFORE:25/12/2025） 
 

___有        ___没

有 

1        2      3     4     5     6       7 

i)左侧的 15+的活性蜂蜜指标

（15+Active Honey）  

___有       ___没有 1        2      3     4     5     6       7 
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消费者对蜂蜜标签信息的注意力调查（万福牌百花蜂蜜） 

1b) 假设你要购买蜂蜜，看到这瓶蜂蜜时，你会关注以下哪项标签信息（多选）？请给出简短的解释。 

 

标签信息种类 图像 你注意到该标签了

吗？（在横线上打

√） 

你有多注意这个标准信息？ 

 

 

                      

j) 瓶子左侧的包装大小 500

克 （500g） 

 
___有        ___没

有 

1        2      3     4     5     6       7 

k) 瓶子左侧的条形码 
 

___有        ___没

有 

1        2      3     4     5     6       7 

l)瓶子左侧的原产国澳大利亚

蜂蜜（Australian Honey)  

___有       ___没有     1        2      3     4     5     6       7 

m) 瓶子右侧的抗氧化性认证

组织标志  

UAF –  Antioxidants 

Certification    

 

___有       ___没有 1        2      3     4     5     6       7 

n) 瓶子右侧的营养成分表 

Nutrition Information  

___有      ___没有 1        2      3     4     5     6       7 

很少关注 非常关注 
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o) 瓶子右侧的其他产品信息：

未加工蜂蜜可能会有结晶，生

物活性成分可能会因高温和光

照的影响而降低  

(Raw honey can be crystalised; 

Activity may decrease by heat & 

light).    

 

___有       ___没有 1        2      3     4     5     6       7 

p)瓶子右侧的警告标签（1

岁以下婴儿不可食用） 

(not suitable for infants under 1 

year) 

 
___有       ___没有 1        2      3     4     5     6       7 

q)瓶子右侧的宗教组织食品

标签（清真标签）(HALAL)  

___有       ___没有        

1        2      3     4     5     6       7 

r) 企业信息（企业名称，生

产地址，企业网址） 
 

___有       ___没有 1        2      3     4     5     6       7 

 

s) 整体的包装颜色  

 
___有       ___没有 1        2      3     4     5     6       7 

 

t) 其他   (请详细说明） 

________________ 

1        2      3     4     5     6       7 



301 
 

2) 请阅读以下陈述,选出最能反映你对蜂蜜产品的关注度的选项： 

 

 

 

 

个人基本信息 （请在方框里打钩） 

3) 请选择你的性别 （请打钩）:  

 a) 男          b) 女            c) 其他           d) 不愿透露  

4) 请选择你的年龄（请打钩） 

a) 18 to 35           b) 36 to 49         c) >50  

5) 请选择你的最高学历? （请打钩） 

 

a) 初中以下            b) 高中          c) 本科            d) 硕士              e)  博士 

 

6) 哪一项最能反映出你的家庭情况 （请打钩） 

 

a) 和父母居住在一起 

b) 一个人住，没有孩子  

c) 与伴侣同住，没有孩子 

d) 与伴侣住在一起有孩子 

e) 单亲有孩子 

f) 单亲没有孩子 

g) 其他（请说明)_____________________________ 

 

 

问卷到此结束，谢谢您的参与 ☺ 
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Appendix E: Paper 2: Images of Research Stimuli 

Anthropomorphic Logo Naturalistic Logo 

 

 

 
 

 

 

 

 

 

 

 

Note: Permissions have been obtained from Australian One Flower Honey by using and modifying their 250g packaged 

Jarrah Honey product labels in this study.  
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Appendix F: Paper 2: Survey Instrument 

 

此次调查参与者需要满足的条件（首先必须是广州的常住人口） 

1）您在广州居住半年以上吗？a)是       b)否  （只要“是”的） 

2)  你平时会吃或买蜂蜜吗？a) 是        b) 否（只要选择“是”的） 

3）您去过澳大利亚吗？ a)是       b)否  （只要“否”的） 

4）您的年龄 a) 18-24   b） 25-40 c） 41-60   d）60 以上 (只要 b 组和 c 组) 

5）您的月可支配收入在多少？（只要从 b 到 f 的 5 组） 

a) 4500 以下 

b) 4500 到 5999 

c) 6000 到 7999 

d) 8000 到 9999 

e) 10000-30000 

f) 30000 以上 

6）如果以后时机成熟，您对去海外旅游的兴趣如何 （选 0 和 1 的不继续做问卷）： 

0 1 2 3 4 5 6 7 
没有任何

兴趣 
极少兴

趣 
有一点兴

趣 
有少许的兴趣 中等兴

趣 
挺有兴

趣 
非常有兴

趣 
极大的兴

趣 

 

 

7）如果以后时机成熟，您对购买进口农产品的兴趣如何 （选 0 和 1 的不继续做问

卷）： 

0 1 2 3 4 5 6 7 
没有任何

兴趣 
极少兴

趣 
有一点兴

趣 
有少许的兴趣 中等兴

趣 
挺有兴

趣 
非常有兴

趣 
极大的兴

趣 
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以下是一款澳大利亚蜂蜜产品的产品标签。请观察标签后回答以下的问题。  

 

Q1. 您对以下的观点的看法: 1 

非常 

不同意 

2 
不同意 

3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a)  这个标签上蜜蜂的图像看起来非常拟人

化。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 这个蜜蜂的图像使这个产品看上去更人

性化。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

Q2. 从商标中您对这款产品的一些基本评价： 1 

非常 

    不同意 

    2 
      不同意 

3 

不太同

意 

4 

    中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

 a) 该蜂蜜产品的质量应该不错。  

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 该蜂蜜产品制作过程应该有保证。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 该蜂蜜产品对身体有益。  

 
 

 
 

 
 

 
 

 
 

 
 

 

d) 该蜂蜜产品味道好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

e) 该蜂蜜产品满足了安全指标。  

 
 

 
 

 
 

 
 

 
 

 
 

 

f) 该产品在中国的定价是澳币 25 元，约合人民

币 125 元。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

g) 该产品性价比好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

h) 该产品与其他同类进口产品相比更经济实

惠。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

i) 使用该产品应该给我带来不错的感觉。  

 
 

 
 

 
 

 
 

 
 

 
 

 

j) 越使用该产品应该会让我感觉更需要它。  

 
 

 
 

 
 

 
 

 
 

 
 

 

k) 使用该产品会让我有满足感。  

 
 

 
 

 
 

 
 

 
 

 
 

 

l) 使用该产品会让我快乐。  

 
 

 
 

 
 

 
 

 
 

 
 

 

m) 使用该产品会让我有融入感。  

 
 

 
 

 
 

 
 

 
 

 
 

 

n)   使用该产品会提升我的形象。  

 
 

 
 

 
 

 
 

 
 

 
 

 

o)  使用该产品会让其他人对我的印象更好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

p)  使用该产品会让我获得更好的社会认同。  

 
 

 
 

 
 

 
 

 
 

 
 

 

q) 我会出于好奇心而尝试该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

r) 我会为了有新的体验而消费该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

s) 对新产品的新鲜感会是我消费该产品的主要

原因。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

t) 我会使用该产品是因为我喜欢体验新奇和不

同的东西。 
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Q3. 您对这款产自澳大利亚的蜂蜜的购买意愿： 1 

非常 

    不同意 

    2 
      不同

意 

3 

不太同意 
4 

中立 
5 

比较同

意 

6 

同意 
7 

非常 

同意 

a) 我愿意以人民币 125 元（即澳币 25 元）购买

该产品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 我想要购买该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 我会向其他人推荐该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

d) 我会以比其他蜂蜜更高的价格来购买这种产

品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

e)  比起其他的蜂蜜产品，我愿意付更高的价格

购买此类产品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

f)  我更有可能为了购买这种蜂蜜而接受更高的

价格。  

 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

其他问题 

Q4. 性别：a)男  b)女  c)其他 

Q5. 您的年龄是多少？_____岁 （请填数字） 

Q9. 您觉得以您目前的收入在您所在城市属于： a）低收入  b)中等偏低 c) 中等   d)中等偏高  e)高收

入 

Q10. 您每月的大概总可支配收入（工资和其他收入等）是_____元(请填一个大概的数目)。 

Q11.您的教育程度？a) 高中或以下  b)大专或大学本科  c)硕士或以上 

Q12. 您在广州居住多少年了？a) 5 年以下  b)5 到 10 年  c)10 年以上 

Q13. 你目前的情感状态是怎样的？a)单身   b)有家庭    c)其他  

 
 

 

 

 

 

问卷结束，谢谢您的参与。 
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Appendix G: Paper 3: Images of Research Stimuli   

Country-of-origin cue 

 

Region-of-origin cue 

 

 

 
 

 

 

 

 

 

 

Note: Permissions have been obtained from Australian One Flower Honey by using and modifying their 250g packaged 

Jarrah Honey product labels in this study.  
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Appendix H: Paper 3: Survey Instrument   

此次调查参与者需要满足的条件（首先必须是广州的常住人口） 

1）您在广州居住半年以上吗？a)是       b)否  （只要“是”的） 

2)  你平时会吃或买蜂蜜吗？a) 是        b) 否（只要选择“是”的） 

3）您去过澳大利亚吗？ a)是       b)否  （只要“否”的） 

4）您的年龄 a) 18-24   b） 25-40 c） 41-60   d）60 以上 (只要 b 组和 c 组) 

5）您的月可支配收入在多少？（只要从 b 到 f 的 5 组） 

g) 4500 以下 

h) 4500 到 5999 

i) 6000 到 7999 

j) 8000 到 9999 

k) 10000-30000 

l) 30000 以上 

6）如果以后时机成熟，您对去海外旅游的兴趣如何 （选 0 和 1 的不继续做问卷）： 

0 1 2 3 4 5 6 7 
没有任何

兴趣 
极少兴

趣 
有一点兴

趣 
有少许的兴趣 中等兴

趣 
挺有兴

趣 
非常有兴

趣 
极大的兴

趣 

7）如果以后时机成熟，您对购买进口农产品的兴趣如何 （选 0 和 1 的不继续做问

卷）： 

0 1 2 3 4 5 6 7 
没有任何

兴趣 
极少兴

趣 
有一点兴

趣 
有少许的兴趣 中等兴

趣 
挺有兴

趣 
非常有兴

趣 
极大的兴

趣 
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Q1. 您对以下的观点的看法: 1 

非常 

不同意 

2 
不同意 

3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a)  我相信这款蜂蜜是产自澳州的。  

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 这款蜂蜜和澳州是紧密相连的。  

 
 

 
 

 
 

 
 

 
 

 
 

 

 

Q2.您对这款产自澳大利亚的蜂蜜的独特性的看

法： 

1 

非常 

    不同意 

    2 
      不同意 

3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a)  这个产品只能是产自于这个地区。  

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 这个产品代表了当地的风土人情。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 这是当地人用当地原料制作的。  

 
 

 
 

 
 

 
 

 
 

 
 

 

d) 该产品是当地独有的。  

 
 

 
 

 
 

 
 

 
 

 
 

 

e) 该产品用的原料是天然的。  

 
 

 
 

 
 

 
 

 
 

 
 

 

f) 该产品是真的 。  

 
 

 
 

 
 

 
 

 
 

 
 

 

g) 控制题：如果你正在认真地回答问题，请选

择 1 非常不同意。 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q3. 从商标中您对这款产品的一些基本评价： 1 

非常 

    不同意 

    2 
      不同意 

3 

不太同

意 

4 

    中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

 a) 该蜂蜜产品的质量应该不错。  

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 该蜂蜜产品制作过程应该有保证。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 该蜂蜜产品对身体有益。  

 
 

 
 

 
 

 
 

 
 

 
 

 

d) 该蜂蜜产品味道好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

e) 该蜂蜜产品满足了安全指标。  

 
 

 
 

 
 

 
 

 
 

 
 

 

f) 该产品在中国的定价是澳币 25 元，约合人民

币 125 元。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

g) 该产品性价比好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

h) 该产品与其他同类进口产品相比更经济实

惠。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

i) 使用该产品应该给我带来不错的感觉。  

 
 

 
 

 
 

 
 

 
 

 
 

 

j) 越使用该产品应该会让我感觉更需要它。  

 
 

 
 

 
 

 
 

 
 

 
 

 

k) 使用该产品会让我有满足感。  

 
 

 
 

 
 

 
 

 
 

 
 

 

l) 使用该产品会让我快乐。  

 
 

 
 

 
 

 
 

 
 

 
 

 

m) 使用该产品会让我有融入感。  

 
 

 
 

 
 

 
 

 
 

 
 

 

n)   使用该产品会提升我的形象。  

 
 

 
 

 
 

 
 

 
 

 
 

 

o)  使用该产品会让其他人对我的印象更好。  

 
 

 
 

 
 

 
 

 
 

 
 

 

p)  使用该产品会让我获得更好的社会认同。  
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q) 我会出于好奇心而尝试该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

r) 我会为了有新的体验而消费该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

s) 对新产品的新鲜感会是我消费该产品的主要

原因。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

t) 我会使用该产品是因为我喜欢体验新奇和不

同的东西。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

Q4. 您对这款产自澳大利亚的蜂蜜的购买意愿： 1 

非常 

    不同意 

    2 
      不同

意 

3 

不太同意 
4 

中立 
5 

比较同

意 

6 

同意 
7 

非常 

同意 

a) 我愿意以人民币 125 元（即澳币 25 元）购买

该产品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

b) 我想要购买该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 我会向其他人推荐该产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 

d) 我会以比其他蜂蜜更高的价格来购买这种产

品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

e)  比起其他的蜂蜜产品，我愿意付更高的价格

购买此类产品。 

 

 
 

 
 

 
 

 
 

 
 

 
 

 

f)  我更有可能为了购买这种蜂蜜而接受更高的

价格。  

 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

Q5a.您对澳大利亚和澳大利亚产品的了解情况：  1 

非常 

    不同意 

    2 
      不同意 

3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a) 我的澳大利亚知识还是挺多的。        

b) 我了解澳大利亚。  

 
 

 
 

 
 

 
 

 
 

 
 

 

c) 我曾经购买过澳大利亚的产品。  

 
 

 
 

 
 

 
 

 
 

 
 

 
d) 澳大利亚的产品一般来说质量不错。  

 
 

 
 

 
 

 
 

 
 

 
 

 
e) 澳大利亚的产品一般来说有创新性。  

 
 

 
 

 
 

 
 

 
 

 
 

 
f) 澳大利亚的产品口碑不错。  

 
 

 
 

 
 

 
 

 
 

 
 

 

 

Q5b. 这款蜂蜜产品具体产自于西澳大利亚州，请问

您对西澳大利亚州和它的产品的一般了解情况： 

  

1 

非常 

    不同意 

    2 

      不同意 
3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a) 我听说过西澳大利亚。        

b) 我了解西澳大利亚。        

c) 我曾经购买过西澳大利亚的产品。        

d) 西澳大利亚的产品一般来说质量不错。        

e) 西澳大利亚的产品一般来说有创新性。        

f) 西澳大利亚产品的口碑不错。        

 

Q6.您对以下的观点的看法: 1 

非常 

    不同意 

    2 
      不同意 

3 

不太同意 
4 

中立 
5 

比较同意 
6 

同意 
7 

非常 

同意 

a) 我关注自己的健康。        

b) 过一个尽量健康的生活对我来说是重要的。        

c) 我自己会对自己的健康负责。         

d) 我只在生病的时候才关注健康。        
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其他问题 

Q7. 性别：a)男  b)女  c)其他 

Q8.您的年龄是多少？_____岁 （请填数字） 

Q9a. 您觉得以您目前的收入在您所在城市属于： a）低收入  b)中等偏低 c) 中等   d)中等偏高  e)高收

入 

Q9b. 您每月的大概总可支配收入（工资和其他收入等）是_____元(请填一个大概的数目)。 

Q10.您的教育程度？a) 高中或以下  b)大专或大学本科  c)硕士或以上 

Q11. 您在广州居住多少年了？a) 5 年以下  b)5 到 10 年  c)10 年以上 

Q12. 你目前的情感状态是怎样的？a)单身   b)有家庭    c)其他  

 
 

 

 

 

 

 

 

 

 

 

 

 

问卷结束，谢谢您的参与。 
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