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Given the rapid growth of products from less developed countries and the recent recalls of products “Made in China”, consumers are

concerned as to the relative quality and value of products especially with a “Made in …” label if various ingredients of the product

were made in multiple countries? Research on the influence of a product’s country of origin has been based on the premise that

country of origin as an external cue, similar to brand name and price, has an influence on consumers’ product evaluations and

willingness to buy (Verleigh and Steenkamp, 1999). However, the role of the country of ingredients origin as an extrinsic cue has not

been studied previously. This research examines the effect of country of ingredients origin labeling on consumers’ product

evaluations.

The main research questions in the preliminary stage are: (1) How do consumers utilize the ingredient country of origin information

along with brand and price when evaluating products’ quality? (2) How do consumers evaluate “Made in …” label if various

ingredients of the product were made in multiple countries?

 
 
[to cite]:

Yupin Patara and Kent B Monroe (2011) ,"Investigating Potential Effects of Multiple Country of Origins Label ", in NA -

Advances in Consumer Research Volume 39, eds. Rohini Ahluwalia, Tanya L. Chartrand, and Rebecca K. Ratner, Duluth, MN :

Association for Consumer Research, Pages: 741-742.

 
[url]:

http://www.acrwebsite.org/volumes/1009375/volumes/v39/NA-39

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1009375/volumes/v39/NA-39
http://www.copyright.com/


Advances in Consumer Research (Volume 39) / 741

tion of the underlying process for this effect—is it due to induced empathy or sympathy for those with aligned disabilities, higher attention 
to semantic content associated with preceding psychomotor experience, or some other mechanism? To test possible explanations as well as 
explore other practical consequences, we are also developing an expanded array of dependant measures. For instance, participants’ percep-
tions of how difficult it is to live with various disabilities, how easy/difficult they find imagining living with various disabilities, implicit 
measures of their sensitivity to disabilities, and measures with real consequences (e.g., soliciting donations to charities helping those with 
specific disabilities).
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Investigating the Effects of Multiple Country of Origins Label
Yupin Patara, Chulalongkorn University, Thailand

Kent B Monroe, University of Richmond and University of Illinois at Urbana Champaign, USA

Research on the influence of a product’s country of origin has been based on the premise that country of origin as an external cue, similar 
to brand name and price, has an influence on consumers’ product evaluations and willingness to buy (Verleigh and Steenkamp, 1999). How-
ever, the role of the country of ingredients origin as an extrinsic cue has not been studied previously.   

The main research questions in the preliminary stage are: -- (1) How do consumers utilize the ingredient country of origin information 
along with brand and price when evaluating products’ quality? (2) How do consumers evaluate “Made in …” label if various ingredients of 
the product were made in multiple countries?

CONCEPTUALIZATION AND THEORETICAL FRAMEWORK
When consumers are uncertain about the quality of products, they may use extrinsic cues to judge the quality claims made by the sellers 

(Monroe 2003). A product’s brand name is a cue for customers representing images that they have formed about the brand and may be used 
as an indicator of quality (Rao and Monroe 1989). Brucks, Zeithaml and Naylor (2000) find that when price is paired with a consistent brand 
cue, the quality evaluation is enhanced. Chao (1989) finds the same enhancement when pairing price with positive country of origin brand.

According to cue consistency theory (Slovic 1966; Maheswaran and Chaiken 1991; Miyazaki, Grewal, and Goodstein 2000) when a 
set of cues is consistent each cue will reinforce a subsequent judgment. If a brand name is capable of signaling quality, then the presence of 
country of origin as an additional signal to endorse and signal the primary brand’s product quality may enhance quality perceptions.  It is 
because they provide enhancing impact and are likely to be used jointly in overall evaluations. 

Similarly, country of origin cues can also influence consumers’ quality perceptions and their confidence in the quality of the product. 
People form an initial concept of a product on the basis of its country of origin and this concept once formed can influence how information 
about the product’s specific attributes is interpreted (Hong and Wyer 1990). 

On the other hand, inconsistent cues may signal contradictory information. Moreover, evaluations with inconsistent cues may depend 
upon some consistent subset of the inconsistent cues. Consumers may focus on the negative cue and anchor their perceptions of quality based 
more on the negative cues (Ahluwalia 2002; Campbell and Goodstein 2001). 

RESEARCH DESIGN
Utilizing cues consistency theory as the conceptual basis for the research, three experimental between subjects studies using three differ-

ent products are planned to examine how multiple extrinsic cues to influence consumers’ perceptions of product quality and value and their 
behavioral intentions. 

Study 1 is a 2 (Price: high and low) x 2 (Certification: yes and no) x 2 (Ingredient Origin: USA and China) between subjects, factorial 
design. 

Study 2 is a 2 (Price: high and low) x 2 (Brand Familiarity: high and low) x 2 (Ingredient Origin: USA and China) between subjects, 
factorial design. 

Study 3 is a 2 (Price: high and low) x 3 (Ingredient Origin: 100% USA, 50% USA 50% China, 100% China) between subjects, factorial 
design.

PRELIMINARY RESULTS 
Study 1 Results  -- Manipulation check results indicate that price (Low = 3.67, High = 6.28; F (168) = 3.54, p<.05) and ingredient origin 

(China = 3.59, USA = 6.62; F (168) = 3.26, p<.05) were manipulated as intended. The hypothesized effect from H1 reveals a significant price 
x ingredient origin information interaction on perceived quality (F (170) = 6.95, p<.001, see figure 4). We found no mean differences for the 
inconsistent conditions relative to price and ingredient origin pairing (F <1, NSP). The effect of either cue will be stronger when paired with 
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a consistent (i.e., High price/ Strong country of ingredient origin) versus inconsistent cue (i.e., High price/ Weak country of ingredient origin 
or Low price/ Strong country of ingredient origin.)

Study 2 Results  -- Manipulation check results indicate that brand (Low familiarity = 5.28, High familiarity = 6.28; F (162) = 10.19, 
p<.001) and ingredient origin (China = 3.50, USA = 6.74; F (162) = 3.08, p<.03) were manipulated as intended. The hypothesized effect from 
H2 reveals a significant brand x ingredient origin information interaction on perceived quality (F (162) = 5.51, p<.01, see figure 5).  We found 
no mean differences for the inconsistent conditions relative to brand and ingredient origin pairing (F <1, NSP). The effect of either cue will 
be stronger when paired with a consistent (i.e., Highly familiar brand/ Weak country of ingredient origin) versus inconsistent cue (i.e., High 
price/ Weak country of ingredient origin or Low price/ Strong country of ingredient origin.)

Study 3 Results -- Manipulation check results indicate that price (Low = 4.53, High = 7.40; F (1,151) = 8.69, p<.01) and ingredient origin 
(100% China = 3.52, 50% China and 50% USA = 5.22, USA = 6.56; t (150) = 1.88, p=0.03) were manipulated as intended. The hypothesized 
effect from H3 reveals that when the brand is highly familiar cobranded with a reputable certification agency, an increase in proportion of 
ingredients from a strong country of origin will result in an increase in the perception of quality (t (150) = 3.83, p<0.001), increase in the 
perception of value (t (150) = 4.73, p<0.001), and willingness to buy (t (150) = 1.88, p<0.05). 

DISCUSSION
Study 1 and 2 provide strong support for the consistency hypotheses. The target cue is a stronger predictor of perceived quality when 

paired with a consistent versus an inconsistent alternative cues. Study 3 provide support for the proportion of the ingredient origin hypotheses 
that when the brand is highly familiar cobranded with a reputable certification agency, an increase in proportion of ingredients from a strong 
country of origin will result in an increase in the perception of quality, value and willingness to buy.
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The Different Effects of Lay Theory of Gender Differences on Gift Shopping Behavior
Jianping Liang, Sun Yat-sen Business School, Sun Yat-sen University, China

If you want to buy a gift, what kinds of attributes of a gift would you look for? Would you look for different kinds of attributes if you 
want to buy a gift for a person with the same vs. different gender from yours? More importantly, does it matter whether you naively believe 
that males (females) prefer functionality (aesthetics) over aesthetics (functionality)? Would the extent to which you hold these naive beliefs 
matter? What is the psychological mechanism of such a naive theory on our behavior? Does it matter if we buy a product for ourselves and 
for others?

Previous research indicates that people may have a stereotypical perception that male (female) consumers prefer functionality (form) 
over form (functionality), and as a result, the access of such a stereotypical perception may influence male and female consumers’ choice 
behavior (Liang and Murray 2010). However, Liang and Murray (2010) only conducted an in-depth interview to examine the potential 
relationships between such a stereotypical perception and choice behavior. We still have no much more knowledge about this stereotypical 
perception. 

According to Dweck (1996), this stereotypical perception may be considered as a lay theory, also called implicit theory, which is a 
framework for meaning-constructions, a naive or lay system of beliefs that ordinary consumers use in daily life to interpret and evaluate the 
world around them, including events and experiences (No et al. 2008; Mukhopadhyay and Yeung 2010). Based on No et al. (2008), a similar 
lay theory of gender differences on preferences of functionality and aesthetics could be proposed.  In particular, some consumers have the 
“essentialist theory of gender” that the gender difference is biologically based and historically invariant. In contrast, the other consumers 
have the “social constructionist theory of gender” that the gender differences are not deep-seated and inalterable disposition but alterable 
social constructions. Similarly, most research on the behavioral effects of lay theories by Dweck (see Dweck 1999) makes categorizations of 
“incremental theories” (i.e., beliefs that people have malleable quantities of ability and intelligence improvable through effort) and “entity 
theorists” (i.e., beliefs that people have fixed quantities of ability and intelligence that cannot be improved) (Mukhopadhyay and Yeung 


