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Abstract 

Nowadays brands make extensive use of the region-of-origin in their marketing efforts.  

The influence of using a certain place in advertising and the effects on the evaluation of a 

product has mainly been studied from a country-of-origin perspective. The research on the 

effects of using a region as place of origin on consumers’ product evaluation is very scarce 

and only focusses on food products. This study investigated if using the region-of-origin 

besides food products is also effective for electronic products. Another distinction is made 

between hedonic products (exclusive) and utilitarian products (common). This resulted in a 2 

(type of advertisement: regional vs. non-regional) x2 (type of product: food products vs. 

electronic products) x2 (consumer goal: hedonic vs. utilitarian) between subjects design. The 

effects of region-of-origin were examined on different dependent variables; attitude towards 

the product, purchase intention, recommendation likelihood, attitude towards the 

advertisement and authenticity. Sense of belonging to a region was measured to test if 

consumers’ sense of belonging to a region positively influences their product evaluation and 

purchase intention of regional products. Stimulus material has been developed to test the 

effects of region-of-origin. Eight advertisements were developed of which four were non-

regional and four were regional advertisements. 240 respondents participated in this study. 

Data has been gathered by the use of an online questionnaire.  

Results demonstrate that regional advertisements score significantly higher than non-regional 

advertisements. The scores on several dependent variables show that regional advertising is 

more effective for food products than for electronic products. Also the scores on several 

scales show that regional advertising for food products is more effective in combination with 

a utilitarian product than in combination with a hedonic product. Furthermore a significant 

relationship between sense of belonging to a region and purchase intention showed that when 

consumers are attached to a region this will enhances consumers’ intention to purchase 

products from that region. In conclusion can be said that for food products regional 

advertising looks like a very valuable and effective way of advertising. For electronic 

products the use of the region-of-origin is found to be less effective. This research also 

contains marketing implications and opportunities for future research. 

Key words: Region-of-origin; ROO;  place-of-origin;  regioncentrism; authenticity; product 

evaluation; product categories. 
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1. Introduction 

Nowadays the world is subject of world shrinkage. Distances are getting shorter and things 

moving closer (Larsson, 2001). “It pertains to the increasing ease with somebody on one side 

of the world can interact, to mutual benefit, with somebody on the other side of the world” 

(Larsson, 2001, p. 9). These developments are part of the globalization. Globalization can be 

defined as “the process that encompasses the causes, course, and consequence of transnational 

and transcultural integration of human and non-human activities” (Nayef & Stoudtmann, 

2006, p.2). Nayef and Stoudtmann describe globalization as a process that has been impacting 

communities, cultures and economies for hundreds of years. It is a result of the transnational 

and transcultural integrations. Globalization can contain human and non-human aspects. 

Human activities are linguistic, cultural, economic and social sphere. Non-human aspects are 

for example climate change. 

Given this globalization some scholars argued (e.g., Levitt, 1983) that a new global market 

would arise. This market should be based on uniform products and services. Products should 

be standardized, advanced functional, reliable and low-priced. Levitt argues that informed 

customers were heading towards a “convergence of tastes”. Companies should sell the same 

things in the same way everywhere. 

Other scholars however argued that through this strategy consumers would stop feeling a 

connection with the generic product and communications (Dumitrescu & Vinerean, 2010). In 

order to keep successful, brands should take into account differences in the economic, 

political, social and cultural environment around the world. This strategy gives answers to the 

opposite trend of globalization. The fast developments in the technology, infrastructure and 

communication tools make it possible that economic, culture and political aspects of countries 

are integrating. This process of international integration has the opposite trend that national  

states in certain ways stay very important for the identity of people (Dumitrescu & Vinerean, 

2010).  

Globalization resulted in the loss of many unique and specific regional products (Tregear, 

Kuznesof & Moxey, 1998). With the loss of numerous specific local products, consumers’ 

option to preserve and support their own identity and cultural heritage diminish (Van 

Ittersum, 2002). Consumers’ perception of the potential loss of their cultural identity and their 

desire for variety (instead of uniform standardized products), increase the demand for 
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acknowledging local differences and the demand for distinct product characteristics in product 

offerings (Van Ittersum, 2002). In order to satisfy the desire for belonging consumers develop 

a sense of belonging to a place they identify with (Maslow, 1970; Giddens 1990 as cited in 

Van Ittersum, 2002). With the increasing globalization this becomes more difficult and 

therefor some consumers perceive this difficulty as a threat to their own identity (Lambooy, 

1999). Ridner (1999) refers to this effect as the paradox of internalization. Due to this effect 

and paradox many consumers form an attachment to their region of residence or the region 

where they were born and raised (Ridner, 1999). Result of this process is that the interest in 

the own local culture and community is increasing (Slinger, 2013).  Consequently, consumers 

are more likely to buy locally produced products to reassure their own identity and to preserve 

their cultural boundaries (Belk, 1996 as cited in Van Ittersum, 2002). 

For this reason localizing products on a regional level seems to be very important. Van 

Ittersum (2002) proposes that marketing products by using their region-of-origin is a viable 

and valuable strategy. Using the region could be an effective way for brands to differentiate 

their products from competitors. For brands, only showing product quality is often not enough 

to differentiate a brand from competitors. Therefore brands should, in advertising for 

example, not only focus on functional elements but also on more symbolic elements. Often 

advertisements with symbolic meanings are causing great influence on how consumers 

perceive and evaluate products. By using the region and its unique local characteristics brands 

may provide their products with a unique identity (Van Ittersum, 2002). In this way brands 

can differentiate from competitors, even in markets with a lot of the same products and so it is 

probably very difficult to differentiate on functional elements. 

1.1 Definition and characteristics of a region 

Because the region is an important concept in this research it would be good to take a closer 

look at what regions actually are and what characterizes regions. Van Ittersum (2002) gives a 

good definition of a region: 

‘A region is an area, situated within one or more countries, which forms an entity based on 

local characteristics such as traditions, culture, and scenery’. (Van Ittersum, 2002, p.3) 

According to Noordman (2005) the identity of a region can consist of eight elements: 

location, history, inner, appearance, size, symbolic, behavior and communication. Also the 

Netherlands characterizes itself by the existence of different regions like Limburg, West-
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Friesland and Twente. Also in these regions, brands are established and those brands are 

making use of the region in their marketing efforts. Brands can use the region in different 

ways. Sometimes brands are carrying the name of the region in their brand name. Examples 

are, Goudse Kaas, Beemsterkaas, Twents and Groningerkoek. 

 

 

 

Figure 1. Example of brands using the name of the region within their brand name 

Other brands are not carrying the name of the region in their brand name but are using 

symbols, the local dialect or images of the region. Examples of brands in Twente using these 

aspects of the region are Zuivelhoeve, a diary producer, with products like Boer’n yoghurt 

and Boer’n vla and Johma, a salad producer, with the slogan “Onmeuning lekker” and “Johma 

oet Twente”. These brands are also using symbols of the region in their advertisements.  

http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=28pM3ASU5eJ3YM&tbnid=mGJvTbDh78GpDM:&ved=0CAUQjRw&url=http://www.rijvandalismevrij.nl/&ei=EtxvUuKEIMG30QXEp4GgCQ&bvm=bv.55123115,d.d2k&psig=AFQjCNEeT6WdIqj7jr6B4ReRNSaQjdfvTg&ust=1383148935691851
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=xc3Q_A047272ZM&tbnid=qzTX9i4eqWT6uM:&ved=0CAUQjRw&url=http://www.amsterdamtrader.com/2013/07/options-on-twentsche-kabelfabriek-tkh.html&ei=J9tvUq2cCKal0AW0vICoCA&bvm=bv.55123115,d.d2k&psig=AFQjCNGDltNwF7rYkdebwATJ-syEadwdgw&ust=1383148707899905
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=-vRowfal_R-YjM&tbnid=dL3vZ4QUYwd9yM:&ved=0CAUQjRw&url=http://www.persberichtonline.nl/2011/10/beemster-kaas-introduceert-royaal/&ei=uNpvUt-aN8Ow0QXWi4GQCQ&bvm=bv.55123115,d.d2k&psig=AFQjCNFNucBsPw7ObSTugC70sWDb72Iu6Q&ust=1383148587400408
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=jZBtts1PK_gHkM&tbnid=kDNbQZsoP8hukM:&ved=0CAUQjRw&url=http://www.dutchsweets.com/barkhuis-barkuis-groninger-koek-p-63.html&ei=bNxvUvK9NoTI0QXUuYC4CQ&bvm=bv.55123115,d.d2k&psig=AFQjCNGPUqRLpb6INRS4vyl8-0XAX0UT8Q&ust=1383149019882775
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Figure 2. Example of brand using elements of the region in their advertisements 

As can be seen brands do not necessarily have to use the name of a certain region within their 

brand name. “Association to cities or regions can also be triggered by the use of symbols or 

names, just as is the case for countries” (Mikeal & Olof, 2006, p. 10). For example the Statue 

of Liberty symbolizes, and evokes an association with New-York and the Tricoleur will evoke 

an association to France. Mikeal and Olof are calling these symbols “artifact-symbols”. A 

great multitude of information cues can be used to evoke associations to cities, countries, 

regions or other places (Mikeal & Olof, 2006). It is important that the symbol used is known 

and meaningful for the consumer whereby the evocation of a place-of-origin effect does not 

change in a fundamental way (Mikeal & Olof, 2006). 

1.2 Problem statement 

So far the effects of region-of-origin (ROO) have not been intensively studied. This situation 

is different with country-of-origin (COO). The effects of COO on consumer behavior have 

been studied intensively. Schooler (1965) conducted the first empirical test on the influence of 

COO and studied if COO may have influence on the acceptance and success of products. 

Schooler found significant differences in the evaluations of products that were the same in all 

respects, except for the name of the country specified in some way on the product (Verlegh & 

Steenkamp, 1999).  This effect was also proved in the many later studies on this topic. Major 

criticism on these studies is that until the 1990s many studies used COO as the only 

information cue while consumers make evaluations and purchase decisions on the basis of 

several product characteristics (Srinivasan, Jain & Sikand, 2004).  

http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=8cDn8AiBKBE3oM&tbnid=IrHNIahQCMNOAM:&ved=0CAUQjRw&url=http://www.johma.nl/&ei=O99vUt2qH6i70QX55IGICQ&psig=AFQjCNF3E9KOc0VZcr-apLbskci7EPCVgA&ust=1383149729509897
http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=sRDpXi-NZ-YRJM&tbnid=gyZqJyfUQKqPfM:&ved=0CAUQjRw&url=http://www.fit2page.com/video-editing&ei=ot9vUrrFI47v0gXq84CwCQ&bvm=bv.55123115,d.d2k&psig=AFQjCNEtbYNzG450OrJcO_1oHH8t4UxguQ&ust=1383149848079896
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ROO effects are expected to be pretty much the same as the COO effects but there are some 

clear differences between the use of a country and a region as product cue. First a region is 

more homogeneous. The image of a region is more internally consistent than the image of a 

country, and thus a region as product cue may provide a more consistent image (Van Ittersum 

et al., 2003). Therefore a regional product cue is expected to offer better opportunities for 

differentiating than a COO product cue. Disadvantage of this is that the specific image of the 

region may limit the range of products that can be marketed (Van Ittersum, 2002). Foreign 

consumers for example, may not be familiar with the particular image a region has. The 

chance is even bigger that foreign consumers are not aware of the existence of the region at 

all. Another difference is that a ROO cue makes it possible for brands to differentiate their 

products from both foreign and domestic competitors (van Ittersum et al., 2003). Van Ittersum 

et al. give an example of the French wine-market. French wines are famous around the world 

but there is considerable differentiation between wines from different places within France. 

With using the ROO as product cue French wines producers can not only differentiate their 

wines from foreign competitors but also from domestic competitors. 

Research on the ROO shows that region of origin has certainly some effects on how 

consumers evaluate products (Van Ittersum, 2002; Van Ittersum et al., 2003). Limitations of 

these studies are that these studies investigate only food-products. Van Ittersum argues that 

future research should focus on examining if and how the marketing use of the ROO can be 

extended beyond food products into industrial products. Van Ittersum et al. argue for a 

classification as common vs. exclusive products to study differences in the effect sizes of 

regional indications. 

Therefore in this research there is made a distinction between food and electronic products 

and between utilitarian products (common products) and hedonic products (exclusive 

products). Dhar and Wertenbroch (2000) argue that consumers choices are driven by two 

considerations; utilitarian and hedonic. Utilitarian products are basically functional products. 

Dahr and Wertenbroch define utilitarian products as products that are primarily instrumental 

and functional. Utilitarian products are mainly used in order to complete a particular task and 

are valued for its instrumental character (Dhar & Wertenbroch, 2000). Examples of utilitarian 

products are garbage bags and microwaves. Hedonic products are products that provide more 

experiential consumption, fun, pleasure, excitement and are more exclusive. Examples of 

hedonic product are perfumes and luxury watches.  
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It seems that the effectiveness of ROO cues differs across hedonic and utilitarian products. In 

literature there is no agreement for which product category ROO cues are more effective. To 

investigate for which kind of products ROO cues have a stronger positive influence on the 

evaluation of products the main question to address in this study is: 

For which product categories, food or electronic, and utilitarian or hedonic, region-of-

origin cues are having a stronger positive influence on the product evaluation of 

consumers? 

1.3 Goal of the research 

The goal of this research is to study differences in the effect size of the use of ROO cues for 

different product categories. By examining the effects of the use of ROO cues for different 

product categories it will become clear for which products using the region is valuable and 

effective. This will clarify whether the ROO is perhaps also effective in combination with 

electronic products and not only in combination with food products. It is also important to 

gain a better understanding of the role ROO product cues play in consumers’ evaluation for 

different product categories.  

1.4 Outline 

The study starts with an overview of relevant research on this particular topic. Hereby, we 

will use research involving the effects of COO. Also other relevant research will be discussed 

in this section. Based on the relevant literature hypotheses will be formulated. Hereafter the 

research method and design will be discussed followed by the data and results. Based on the 

results conclusion and marketing implications are presented. Finally limitations of this study 

and opportunities for future research are discussed. 
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2. Theory and hypotheses 

This section discusses relevant theory about the region-of-origin (ROO), will clarify 

important concepts and will discuss eventually earlier research on the topic of ROO. Based on 

this research and literature at the end of this section hypotheses will be formulated. 

As said the effects of the ROO are barely studied. The influence of using a certain place in 

advertising and the effects on the evaluation of a product has mainly been studied from a 

country-of-origin (COO) perspective. Since there is a lot of valuable literature about the 

effects of COO, this literature will be an important part of the literature frame.  

2.1 The role of country-of-origin in consumer product evaluation 

COO research sees the COO cue mainly as cognitive cue. Therefore a COO cue can be an 

informational stimulus of a product that is used by consumers to derive beliefs regarding 

product attributes such as quality (Bilkey & Nes, 1982; Steenkamp, 1990 as cited in Verlegh 

& Steenkamp, 1999). In that sense COO can be compared with cues like price, brand name 

and retailer reputation (Verlegh & Steenkamp, 1999). Srinivisan, Jain and Sikand (2004) 

argue that COO is an extrinsic cue and therefore COO has not a big influence on the 

evaluation of products from consumers. Intrinsic cues are the most important cues for 

evaluating products (Srinivisan, et al., 2004). A COO cue has a smaller influence on product 

evaluations and purchase likelihood than product cues about intrinsic quality. Srinivisan et al. 

argue therefore that focusing on intrinsic quality has the biggest payoff for marketers. 

There are also studies showing that COO is not only a cognitive cue and that therefore the 

effects of COO cannot be explained entirely by a quality signaling process. COO has 

symbolic and emotional meaning to consumers (Verlegh & Steenkamp, 1999). COO may 

associate a product with an image of a country, like status (Verlegh & Steenkamp, 1999). It 

links a product to the image of a country which may consist of sensory, affective and ritual 

connotations (Askegaard & Ger, 1998). Fournier (1998) argues that COO relates a product to 

national identity, which can result in that consumers feel strongly emotionally attached to 

brands and products. When consumers are strongly attached to a country, because they were 

born and raised in this country for example, consumers could be strongly attached to products 

of this country. Consumers link COO not only to product quality but also to feelings of 

national pride and memories of past vacations. This indicates that COO is not only a cognitive 

cue but also relates to emotions, identity, pride and autobiographical memories (Verlegh & 
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Steenkamp, 1999). Obermiller and Spangenberg (1989) distinguish three ways on how the 

COO cue could be processed; cognitive, affective and normative. 

2.1.1 Cognitive aspects of the country-of-origin effect 

Country-of-origin can be seen as a cue for consumers to collect information from. The use of 

a cue is determined by consumer’s perception of its predictive value (Verlegh & Steenkamp, 

1999). This refers to the perceived strength between a cue and the attribute that is to be 

judged. This theoretical relationship is largely influenced by product-country images. Verlegh 

and Steenkamp (1999) describe product-country images as “mental representations of a 

country’s people, products, culture and national symbols” (p. 525). Product country images 

exist out of widely shared cultural stereotypes, general impressions of countries and 

idiosyncratic beliefs about a country’s product, which consumers have formed in direct or 

indirect product experiences (Verlegh & Steenkamp, 1999). According to Roth and Romeo 

(1992), consumers prefer country X as an origin for specific products when they belief that 

there is a match between the perceived “strengths” of a country X and the skills that are 

needed for manufacturing the product or important features of the product. A match between a 

product and country should occur when important dimensions for a product category are also 

associated with a country’s image (Roth & Romeo, 1992). In other words, it is important that 

there is a match between the product and the country. When consumers don’t associate 

important dimensions of a product category with a country’s image, a mismatch between the 

product and the country should exist. Examples of good matches between a product and a 

country are Swiss watches, Japanese electronics and German automobiles (Agrawal & 

Kamakura, 1999). If consumers hold a positive product-country image for a given product and 

country, this image could cause a positive evaluation and a positive attitude towards the brand 

and product (Agrawal & Kamakura, 1999). So the image of a country, and probably also a 

region plays an important role.  

2.1.2 Affective aspects of the country-of-origin effect 

Also emotions can play an important role in the case of the COO effect. Countries have strong 

emotional and affective connotations, that may be formed in direct experiences, holidays or 

encounters with foreigners for example, but also in indirect experiences for example through 

mass media (Verlegh & Steenkamp, 1999). These connotations may influence consumers 

product or brand attitude. Consumers link COO to autobiographical memories, to national 

identities and to feelings of status or pride (Verlegh & Steenkamp, 1999). Therefore COO 

could also act as an expressive or image attribute. Image attributes is about how product use 
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associates consumers with a group, role or self-image (Lefkoff-Hagius & Mason, 1993 as 

cited in Verlegh & Steenkamp, 1999).  

2.1.3 Normative aspects of the country-of-origin effect 

Verlegh and Steenkamp (1999) argue that purchasing a country’s product is a way of 

supporting its economy, and that purchasing products from countries involved in 

reprehensible activities can be seen as an a-moral action. Buying or not buying a country’s 

product can been seen as consumers voting pro or contra the policies and practices of its 

government (Verlegh & Steenkamp, 1999). Probably this does not play an important role 

when consumers are buying products from domestic regions.  

Bilkey and Nes (1982) argue that also a negative attitude towards people of a certain country 

may cause that consumers have lower evaluations from products of that country. Which also 

plays a role is the norm of consumers to buy domestic. Consumers may consider it morally 

appropriate to buy products that are produced or grown in their own country (Shimp & 

Sharma, 1987). Verlegh and Steenkamp (1999) state that “consumers’ ethnocentrism serves as 

an important motivation for the decision to purchase domestic products” (p. 527). Shimp and 

Sharma argue that consumer’s ethnocentrism has a positive relation with consumers’ 

preference for domestic products and a negative relationship with the preference for foreign 

products. Bilkey and Nes also argue that there is a tendency for consumers to evaluate their 

own country’s products relatively more positive than do foreigners. Sumner (1906, as cited in 

Shimp & Sharma, 1987) introduced the concept of consumer ethnocentrism. Consumer 

ethnocentrism can be described as “the beliefs consumers hold by the appropriateness, indeed 

morality, of purchasing foreign made products” (Shimp & Sharma, 1982, p. 280). 

Ethnocentric consumers see buying of foreign made products as wrong because it hurts the 

domestic economy, is bad for employment and foreign products are objects of contempt.  

The phenomenon of ethnocentrism occurs also on a regional level called regioncentrism. 

Consumers can have a strong sense of belonging to a region and may develop ethnocentric 

feelings towards the region and its inhabitants (Lantz & Loeb, 1996). Van Ittersum (2002) 

argues that  “regioncentric feelings begin playing a role when consumers perceive themselves 

as member of the regional group and attach value to this membership” (p. 41). As with 

ethnocentrism, regioncentrism has a positive influence on consumer’s attitude towards the 

regional products and for products made in their own region (Van Ittersum, 2002). 
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It should be noted that the boundaries between the cognitive, affective and normative aspects 

are vague, and that COO effects are often caused by interplay of cognitive, affective and 

normative aspects (Verlegh & Steenkamp, 1999). 

2.2 The effects of country-of-origin 

There is no doubt in the literature, that COO influences consumers. The literature provides 

some important insights regarding the possible effects of COO.  

2.2.1 The effects of single cue studies 

Until the 1990s many studies used country-of-origin as the only information cue. In these 

studies COO is presented as an isolated, so the only, cue while in real life consumers make 

evaluations and purchase decisions on the basis of several product characteristics (Srinivasan, 

Jain & Sikand, 2004). Different studies show that the effects of COO are smaller in multi-cue 

studies than in single cue studies (Agrawal & Kamakura, 1999; Peterson & Jolibert, 1995). 

Wall, Liefeld and Heslop (1991) found a stronger COO effect on product quality ratings when 

COO was the only cue as compared to multi a cue setting. They noted a stronger COO effect 

on product quality ratings when the COO cue was presented without other cues like price and 

brand name (Wall et al., 1991). According to Srinivasan et al. to improve validity, reduce 

bias, and test the sensitivity of COO effect, information on other product attributes need to be 

presented simultaneously to consumers.  

2.2.2 The effects of different cues 

Srinivasan et al. conducted also a research into the effects of the use of different kind of cues. 

They made a distinction between intrinsic cues and extrinsic cues. Each cue provides 

consumers with a basis for evaluating a product (Bilkey & nes, 1982).   

Srinivisan, Jain and Sikand (2004) describe intrinsic product cues as “product attributes that 

cannot be changed or experimentally manipulated without changing the physical 

characteristics of the product” (p.66). Intrinsic cues of cars would be size of engine and 

performance. Extrinsic cues are non-physical characteristics of products. Extrinsic cues of a 

car would be price and cues referring to the COO. In contrast to intrinsic cues, if extrinsic 

cues are experimentally manipulated the physical characteristics of the product need not 

necessarily change (Olson & Jacoby, 1972).  

Srinivasan et al. (2004) conducted a study to find out whether extrinsic cues like COO or 

intrinsic cues are most important for evaluating products. Results of their study show that 



The effects of region-of-origin as product cue 
15 

COO, an extrinsic cue, has a smaller influence on product evaluation and purchase likelihood 

than intrinsic cues.  But similar to many other studies Srinivasan et al. (2004) also show that 

COO has an effect on consumer’s product evaluation.  

Agrawal and Kamakura (1999) however argue that extrinsic cues begin to play a more 

significant role when the decision process for consumers becomes more complex. In their 

attempt to save cognitive capacity consumers switch to simplifying heuristics and use an 

extrinsic cue like COO in complex decision making environments (Agrawal & Kamakura, 

1999). In this situation extrinsic cues can be used to give information about the quality of the 

brand. Consumers use COO as a summary construct representing their knowledge about 

brands from different countries (Agrawal & Kamakura, 1999). COO is used to eliminate 

brands and develop an evoked set, a group of relevant brands and products, rather than make 

inferences about quality. This saves consumers from evaluating intrinsic attributes of a brand 

extensively (Agrawal and Kamakura, 1999). This research shows that intrinsic cues do not 

always have a more powerful effect upon judgments of quality than do extrinsic cues and that 

in some cases extrinsic cues can have a stronger effect than intrinsic cues. 

2.2.3 The influence on different stages of consumer behavior  

There is also a difference in the role of COO influencing different stages of consumer 

behavior. It is clear that COO influences the product evaluations of consumers, but when 

consumers are moving closer to the actual purchase, this effect tends to become weaker 

(Agrawal & Kamakura, 1999). When consumers go from perception of product quality to 

attitude formation and to behavioral intention the COO effect becomes weaker (Agrawal & 

Kamakura, 1999). Agrawal and Kamakura argue therefore that “COO has significantly lesser 

impact as consumers move closer to the actual purchase situation from product evaluation 

about the relative quality of the brands” (p. 256). The effect of COO for quality/reliability 

perceptions has been significantly stronger than the effect of COO for purchase intentions 

(Peterson & Jolibert, 1995).   

The reason for this is that the purchase decisions consumers make in their daily lives carry 

greater potential risks and benefits (Agrawal & Kamakura, 1999). Consumers must not only 

incur the cost of a product but also live with the consequence of the choice decision. Agrawal 

and Kamakura (1999) also expect that consumers are willing to invest more processing effort 

in a real life decision than in a hypothetical scenario and will invest more of their cognitive 

resources.  
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2.3 The effects of region-of-origin 

Despite the fact there has not been done a lot of research into the effects of the region-of-

origin (ROO) there is some useful and valuable research (Van Ittersum, Candel & 

Meulenberg, 2003; Van Ittersum 2002). 

2.3.1 Product-specific regional image 

Van Ittersum et al. (2003) and Van Ittersum (2002) showed that similar to COO there is also a 

product-specific regional image/belief that influences the product attribute perception. This 

means that “consumers inferred the quality of the product attributes based on the perceived 

capacity of a region for producing those product attributes” (Van Ittersum et al., 2003, p. 

223). It is important that the product and region are matching and if this is the case then the 

regional image positively influences the evaluation of a product. According to Van Ittersum 

the product-specific regional belief is multidimensional consisting out of a human, a natural 

environment and a climatic dimension.  

The human dimension relates to if the region has enough knowledge, the right people and 

enough expertise to produce a certain product. The second dimension, the natural 

environment dimension concerns if the region has a suitable natural environment and the 

appropriate type of soil. The climatic dimension is about if a region has the appropriate type 

of sun and the appropriate amount of precipitation (Van Ittersum, 2002).  

Van Ittersum (2002) shows that the product-specific regional image has a substantial effect on 

consumer’s attitude towards regional products. This effect is primarily formed through 

product attribute perception. Based on the product-specific regional beliefs, consumers judge 

about the attributes of a certain product.  

Van Ittersum argues that the effects of the regional image on consumers’ attitude towards 

regional products, through product attribute perception, depends on whether the product is a 

low-added value product or a high-added value product. The human dimension of the 

product-specific regional image is bigger for high-added value products (beer for example) 

than for low-added value products (potatoes for example). This means that for high-added 

value regional products promoting on human expertise present in the regions seems more 

valuable than promoting with an emphasis on local nature environment factors (Van Ittersum, 

2002). The other way around, this means that promoting low-added value regional products 
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based on local nature environment factors is more valuable than emphasizing on human 

factors.  

2.3.2 Advantages of a region compared to a brand name 

According to Van Ittersum et al. (2003) a region might work similar as a brand name but a 

region has some advantages compared to introducing a brand name.  

Creating a new brand is often a long and difficult process. A brand should evoke some 

associations, which still have to be created. When brands use the region, and the regions 

specific characteristics, these associations do not have to be created, because consumers have 

some associations with the region already (Van Ittersum et al., 2003). Not only mentioning 

the region, but also explain why the region is capable to manufacture the product in a good 

way might magnify the ROO effect in a positive way (Van Ittersum et al., 2003). 

2.4 Motives for consumers to buy regional products 

Van Ittersum (2002) shows that there are four motives why consumers are buying regional 

products.  

2.4.1 Functional value 

The first reason is because regional products have functional value. Functional value can be 

defined as “the perceived utility acquired from an alternative’s capacity for the functional, 

utilitarian or physical performance. An alternative acquires functional value through the 

possession of salient functional, utilitarian, or physical attributes” (Sheth, Newmann & Gross, 

1991, p. 160). Regional products provide consumers with attributes that match consumer's 

goals such as a desire for high quality and healthiness (Van Ittersum, 2002). So consumers 

buy regional product because of the intrinsic quality of the regional products (taste, color 

etc.). Also when a consumer has no associations with a region, consumers think that regional 

products must have something extra (Van Ittersum, 2002). 

2.4.2 Social value 

Regional products could also provide social value to consumers. Consumers’ purchase 

intention of regional products is positively influenced by their sense of belonging to the 

product’s region of origin (Van Ittersum, 2002). It increases with consumer regioncentrism 

when the product is also from the own region of consumers. When the regional product is 

perceived as significant part of the regional culture and inheritance, the effect of sense of 

belonging and regioncentrism is larger (Van Ittersum, 2002). Through regional products 
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consumers could satisfy their desire to belong to the regional group and show their sense of 

belonging (Van Ittersum, 2002). 

2.4.3 Emotional value 

Because regional products are having the ability to evoke affective feelings that match 

consumers desire for pleasure and happiness, regional products could provide consumers also 

with emotional value (Van Ittersum, 2002). When regional products are associated with 

specific feelings or when they facilitate or perpetuate feelings they obtain emotional value 

(Sheth at al., 1991). These feelings do not have to be positive, but could also be negative 

feelings like anger, and sadness. Then these feelings have a negative influence on the 

purchase intention of these products. The emotions that are evoked by the ROO are having a 

strong influence on the purchase intention of regional products. 

2.4.4 Epistemic value 

Finally there is small evidence showing that consumers are buying regional products because 

regional products are able to provide consumers with something new and different. Regional 

products could arouse curiosity and provide novelty (Van Ittersum, 2002). This is called the 

epistemic value of a product. Sheth et al. (1991) define epistemic value as: “the perceived 

utility acquired from an alternative’s capacity to arouse curiosity, provide novelty, and/or 

satisfy a desire for knowledge” (p.162). Regional products do not directly differ from other 

new or different products with providing epistemic value except at one point; the perceived 

match between a product and the ROO. When a product and region are not matching this may 

cause arousal (Van Ittersum, 2002). A wine from Sweden for example may cause arousal 

because consumers normally don’t link Sweden to the production of wine. This may arouse 

curiosity among consumers and maybe consumers want to learn something about wine from 

Sweden. For epistemic value it is important that consumers perceive the product to be 

different during the first acquaintance. If this is the case some epistemic value is expected 

(Van Ittersum, 2002). 

What van Ittersum (2002) does not mention but what also could be a reason for consumers to 

buy regional products is because of their environmental point of view. A reason for 

consumers to buy regional products could be because of the smaller food chain, which is 

better for the environment (KVK, 2010). A lot of energy is needed for the production and 

transport of products so buying products as close as possible to home helps conserve natural 

resources. However, there is assumed here that the region is close to the consumer in this 
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case. The increasing globalization has also led to the situation that the food chain becomes 

less transparent. A smaller food chain, in contrast, makes it more transparent for the consumer 

where the food comes from (KVK, 2010).  

2.4.5 Authenticity motives 

Another reason for consumers to buy regional products is because consumers may perceive 

regional products as authentic. Beverland and Farrelly (2009), state that consumers have a 

desire for authenticity; a desire for the real, true, and genuine. Arnould and Price (2000, as 

cited in Beverland & Farrelly, 2009) argue that consumers become active and adept in 

appropriating authenticity. Reason for this is the loss of traditional sources of meaning and 

self-identity related to postmodern market characteristics like globalization, 

deterritorialization and hyper reality (Beverland & Farrelly, 1999). Consumers may perceive 

products authentic when these products gave unbroken commitments to tradition and place of 

origin; a continued connection to the place of founding (Beverland, Lindgreen & Vink, 2008). 

Also Groves (2001) argues that the place of production and the origin of ingredients influence 

the authenticity of products. According to Groves, perceptions of authenticity are stronger 

where there is the presence of an authority and that the region can act as such an authority 

cue. In this line the concept of authenticity is relevant within this research into the effects of 

ROO cues. 

What is also important within this research into the effects of ROO cues, is that authenticity 

could lead to a feeling of connection (Beverland & Farrelly, 1999). “ It is a feeling of being 

connected to important others, to community, place, culture, or to society in general” 

(Beverland & Farrelly, 2010, p. 843). When consumers are searching for connections, 

consumers look for situations that put them in close proximity to others. In this sense when 

brands use regional cues in advertising and consumers have a connection with this region this 

could lead to a more positive evaluation of the brand or product. This corresponds to Lantz 

and Loeb (1996), stating that a strong sense of belonging to a region may develop 

ethnocentric feelings towards a region and its inhabitants. According to van Ittersum et al. 

(2003) regioncentric feelings begin playing a role when consumers perceive themselves as 

member of the regional group and attach value to this membership. Regioncentrism positively 

influences consumer’s attitude towards the regional products and consumers’ evaluations for 

products made in their own region (Van Ittersum et al., 2003). 
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2.4.6 Conveying brand authenticity and the effects 

Brands wanted to be authentic just claiming to be authentic is not going to make a brand 

successful in terms of positioning itself as authentic. “Authenticity needs to be demonstrated 

as central to the brand” (Napoli, Dickinson, Beverland & Farrelly, 2014, p. 1096). According 

to Napoli et al. cues conveying authenticity are quality commitment, sincerity and heritage. 

These cues are having the biggest influence on the authenticity. Referring to place, tradition 

and non-commercial clause is very important for brands to position itself as authentic (Napoli 

et al., 2014). Brands with a sense of history and connection with traditional cultures, customs, 

regions and beliefs give brands a distinctive identity and nostalgic aura that will increase the 

perception of authenticity (Napoli et al., 2014). Napoli et al. argue that it is important for 

brands to have clearly defined values that reflect where they have come from and who they 

are today. Acting in line with their values and being consistent in their action to reflect their 

values and core beliefs is also crucial (Napoli et al., 2014).  

Being authentic as brand is having positive effects. The higher the authenticity rating for a 

brand the more likely it is a brand will be perceived as being reliable and acting with the right 

intentions, resulting in that a brand will have more credibility in the marketplace (Napoli et 

al., 2014). Napoli et al. (2014) also show that brand authenticity is a significant predictor of 

purchase intention. 

2.5 Hedonic and utilitarian products  

Unfortunately the research concerning the effects of the use of ROO most of the time focusses 

on food products. Therefore in this study also non-food products will be included. Another 

distinction that will be made in products is between utilitarian and hedonic products. Van 

Ittersum et al. (2003) also argue for a distinction between standard food products and 

exclusive products and van Ittersum (2002) argues that future research examine if the use of 

ROO cues can be extended beyond food products into industrial products (e.g., computers 

from Silicon Valley). 

Products could be divided in many different categories. One of these categories is to divide 

products in utilitarian and hedonic products. Dhar and Wertenbroch (2000) argue that 

consumer choices are driven by two considerations and there are two goals consumers want to 

achieve when buying products; utilitarian and hedonic goals. In literature there is a 

disagreement about for which product the ROO is more effective.  



The effects of region-of-origin as product cue 
21 

First is explained what the differences are between utilitarian and hedonic products and next 

what this could mean for the effectiveness of the use of the ROO as product cue.  

2.5.1 Utilitarian products 

A utilitarian product is basically a functional product. Dahr and Wertenbroch (2000) argue 

that utilitarian products are primarily instrumental and functional. Examples are microwaves, 

personal computers and minivans. A utilitarian product is mainly used in order to complete a 

particular task and has an instrumental character (Dhar & Wertenbroch, 2000). Utilitarian 

products can be seen as basic products purchased because of functional and rational motives. 

Sloot, Verhoef and Franses (2005) argue that the brand loyalty for utilitarian products is lower 

than for a hedonic product. Reason for this could be that utilitarian products are purchased 

because of their product function and not because of a symbolic or emotional motive. 

Therefore consumers have less connection with the product and therefore consumers are more 

likely to buy another brand.  

2.5.2 Hedonic products 

Dahr and Wertenbroch (2000) describe hedonic products as goods that provide more 

experiential consumption, fun, pleasure, excitement and are more exclusive. By the decision 

to buy a hedonic product emotional evaluation prevails (Sloot et al., 2008). Sloot et al. also 

argue that brand loyalty for hedonic products is higher than for utilitarian products since 

hedonic products are purchased because of emotional and symbolic motives. The consumer 

will therefore have more binding with a hedonic product and is less likely to change brands. 

Examples of hedonic goods are designer clothes, sports cars, luxury watches and ice cream.  

It is also possible that a product is utilitarian hedonic. For example when consumers are 

buying a car, they may care about utilitarian features (gas mileage) as well as about hedonic 

attributes (sporty design). 

2.5.3 The effects of the region-of-origin and country-of-origin  

It seems that the effectiveness of the use of COO and ROO as product cue depends on 

whether it is in combination with a hedonic or utilitarian product.  

Van Ittersum et al. (2003) argue that the product involvement of consumers for luxury 

(hedonic) products is higher than for example standard food products. For functional products 

the involvement of consumers is lower. When the product involvement is high this positively 

influences the motivation to process information about the product (Van Ittersum et al., 2003). 
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Because the regional image may be part of the information a consumer process about the 

product ROO cues play a larger role in the product evaluation for high involvement products 

(Van Ittersum et al., 2003).  

Research on the COO already shows that the COO effect becomes more critical when 

consumers are evaluating high involvement, high status or highly specialized items such as 

designer clothing or prestige cars (Veale, 2007). The influence of the COO was smaller for 

low involvement, low price products such as toothpaste and tee shirts. Veale (2007) also 

found that COO had a stronger influence on perceptions of the quality/desirability of a luxury 

product than of a necessary product.  

Contradictory to this are the statements of De Pelsmacker, Geuens and van den Berg (2010). 

They argue that consumers use country stereotypes as a heuristic to simplify the decision 

making process. A reference to the country in which the product is made spontaneously 

activates country stereotypes and this influences the evaluation of the product. This occurs 

even when consumers do not intend to use this kind of information for an evaluation of the 

brand or product (De Pelsmacker et al., 2010). When MAO factors are low COO plays a 

bigger role in the judgment of a brand than when the MAO factors are high. MAO stands for 

motivation/involvement, ability and opportunity. By motivations is meant the willingness to 

engage in behavior, make decisions, pay attention, process information etc. (De Pelsmacker et 

al., 2010). Motivation is to a large extent influenced by the consumer needs and goals; 

functional, symbolic or hedonic (De Pelsmacker et al., 2010). Ability is referring to resources 

needed to achieve a particular goal (De Pelsmacker et al., 2010). A consumer might be 

motivated to process a message but when consumers could not understand the message the 

consumer is not able to process the message. Opportunity relates to which the situation 

enables a person to obtain his goals (De Pelsmacker, et al., 2010). If a consumer wants to buy 

a product but the product is sold out the consumer has not the opportunity to buy the product 

and cannot obtain his goal.  

What is important is that De Pelsmacker et al. (2010) state that when the MAO factors are 

low, the COO cue plays a bigger role in the judgment of brands than when the MAO factors 

are high. This means that when consumer’s involvement is low they expect that COO is 

playing a bigger role then when consumers are highly involved. This is clearly contradictory 

with the research of Veale (2007) and Van Ittersum et al. (2003) who are stating when 

consumers are highly involved COO and ROO plays a bigger role. 
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2.6 Hypotheses 

The main goal of this study is to gain a better understanding of the role ROO cues plays in 

consumers’ evaluation for different product categories. But it is also interesting to look what 

the effect is of the use of ROO cues in common. As discussed in the literature frame using the 

COO has often a positive effect on the product evaluation of consumers. Therefore it is 

expected that the ROO has a positive effect on product attitude, purchase intention, 

recommendation likelihood and attitude towards the ad. The first hypotheses are therefore. 

H1a: Regional advertisements will have a stronger positive influence on product attitude than 

non-regional advertisements 

H1b: Regional advertisements will have a stronger positive influence on purchase intention 

than non-regional advertisements 

H1c: Regional advertisements will have a stronger positive influence on recommendaion 

likelihood than non-regional advertisements 

H1d: Regional advertisements will have a stronger positive influence on attitude towards the 

advertisements than non-regional advertisements  

Consumers may perceive products authentic when these products gave unbroken 

commitments to tradition and place of origin; a continued connection to the place of founding 

(Beverland, Lindgreen & Vink, 2008). Also Groves (2001) argue that the place of production 

and the origin of ingredients influence the authenticity of the product.  According to Groves, 

perceptions of authenticity are stronger where there is the presence of an authority and that the 

region can serve as such an authority. To investigate if the use of ROO cues has a significant 

effect on the perceived authenticity of products the following hypothesis is formulated. 

H1e: Products in regional advertisements score significantly higher on authenticity than 

products in non-regional advertisements 

A distinction is made within this research between food and electronic products. In practice 

the region-of-origin is often used in combination with a food product and not in combination 

with an electronic product. Also the ROO research only focused on food products and shows 

that the use of ROO cues is valuable and effective for food products. Because nearly all 

brands only use the ROO in combination with food products it seems that the ROO is only 

effective for food products and not for electronic products. To study if the use of ROO is also 



The effects of region-of-origin as product cue 
24 

valuable and effective in combination with an electronic product the following hypotheses are 

formulated:  

H2a: The use of region-of-origin cues will have a stronger positive influence on product 

attitude in combination with a food product than in combination with an electronic product  

H2b: The use of region-of-origin cues will have a stronger positive influence on purchase 

intention in combination with a food product than in combination with an electronic product 

H2c: The use of region-of-origin cues will have a stronger positive influence on 

recommendation likelihood in combination with a food product than in combination with an 

electronic product 

H2d: The use of region-of-origin cues will have a stronger positive influence on attitude 

towards the advertisement in combination with a food product than in combination with an 

electronic product 

H2e: The use of region-of-origin cues will have a stronger positive influence on authenticity 

in combination with a food product than in combination with an electronic product 

In literature there is contradiction on the effectiveness of ROO cues for hedonic and utilitarian 

products. Some scholars argue that COO and ROO are more effective in combination with a 

hedonic product. This because for hedonic products consumers are high-involved which 

positively influences the motivation to process information about the product. Other scholars 

(De Pelsmacker et al., 2010) argue that the COO is more effective for low-involvement 

products and argue that COO and ROO are used as a heuristic to simplify the decision making 

process. Most scholars however expect that ROO cues will have a stronger influence on 

hedonic products. Therefore the following hypotheses are formulated:  

H3a: The use of region-of-origin cues will have a stronger positive influence on product 

attitude in combination with a hedonic product than in combination with a utilitarian product 

H3b: The use of region-of-origin cues will have a stronger positive influence on purchase 

intention in combination with a hedonic product than in combination with a utilitarian product 
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H3c: The use of region-of-origin cues will have a stronger positive influence on 

recommendation likelihood in combination with a hedonic product than in combination with a 

utilitarian product 

H3d: The use of region-of-origin cues will have a stronger positive influence on attitude 

towards the advertisement in combination with a hedonic product than in combination with a 

utilitarian product 

H3e: The use of region-of-origin cues will have a stronger positive influence on authenticity 

in combination with a hedonic product than in combination with a utilitarian product 

Hypothesis 4a to hypothesis 4e studies if the effectiveness of the use of ROO cues for food 

and electronic products depends on whether it is in combination with a utilitarian or hedonic 

product. In literature most scholars argue that for hedonic products the ROO is more effective. 

Therefore it is expected that for food and electronic products the ROO is more effective in 

combination with a hedonic product than in combination with a utilitarian product. Therefore 

the following hypotheses are formulated: 

H4a: The use of region-of-origin cues for food or electronic products will have a stronger 

positive influence on product attitude in combination with a hedonic product than in 

combination with a utilitarian product  

H4b The use of region-of-origin cues for food or electronic products will have a stronger 

positive influence on purchase intention in combination with a hedonic product than in 

combination with a utilitarian product  

H4c: The use of region-of-origin cues for food or electronic products will have a stronger 

positive influence on recommendation likelihood in combination with a hedonic than in 

combination with a utilitarian product  

H4d The use of region-of-origin cues for food or electronic products will have a stronger 

positive influence on attitude towards the advertisement in combination with a hedonic 

product than in combination with a utilitarian product  

H4e The use of region-of-origin cues for food or electronic products will have a stronger 

positive influence on authenticity in combination with a hedonic product than in combination 

with a utilitarian product  
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The following hypotheses are related to consumer’s ethnocentrism. Bilkey and Nes (1982) 

argue that there is a tendency for consumers to evaluate their own country’s products 

relatively more favorable than do foreigners. Sumner (1906, as cited in Shimp & Sharma, 

1987) introduced the concept of consumer ethnocentrism. This consumer’s ethnocentrism also 

occurs on regional level called regioncentrism. As with ethnocentrism, regioncentrism has a 

positive influence on consumer’s attitude towards the regional products and for products 

made in the region of residence. Therefore the last hypotheses are: 

H5a: Consumers’ sense of belonging to a region positively influences their product attitude 

for regional products 

H5b:  Consumers’ sense of belonging to a region positively influences their purchase 

intention for regional products 
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3. Pre-tests 

This section covers the pre-tests that were conducted. In total two pre-test were conducted in 

order to choose the right products and regions for the stimulus material for the main study. 

The first pre-test was necessary to make sure that respondents perceive the products used in 

the main study also as hedonic and utilitarian. This is very important to do reliable and 

validated statements. If there are found significant differences between the use of ROO cues 

for different product categories there is certainty that for one of the two products categories 

ROO cues are more effective. When there is no clarity about how respondents perceive the 

products, concluding for which product category ROO cues are more effective is not possible. 

The second pre-test is important for creating a good fit between the region and the product. If 

regional cues want to be effective it is important that there is a fit between the region and the 

product. If a region is linked to a product, but consumers perceive the region not capable to 

produce that product respondents will evaluate the product less favorable. This could result in 

no significant differences between regional and non-regional advertisements and the 

conclusion that regional advertising is not effective. In fact this may also be caused by that 

there is no fit between the region and the product. Therefore pre-test 2 is very important in 

order to create a fit between the regions and the products.  

3.1 Pre-test 1 

The first pre-test aimed at choosing the right hedonic and utilitarian products.  

3.1.1 Respondents pre-test 1 

A total of 25 respondents participated in the pre-test of whom 18 were male respondents and 7 

were female respondents.  

3.1.2 Instrument pre-test 1 

The research method was quantitative. An online questionnaire was realized with the online 

questionnaire software ‘qualtrics.com’. Each participant was provided with and URL that led 

the respondents to the questionnaire. 

The design of the questionnaire was based on 8 products. The products were retrieved from 

literature. In advance was chosen to include 4 utilitarian products and 4 hedonic products. For 

both categories two food and two electronic products were included. To measure the 

utilitarian and hedonic product values the scale from Batra and Athola (1991) is used. Based 
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on eight items this scale is measuring the hedonic and utilitarian value of a product. 

Respondents give answer on a seven point semantic differential scale on questions like this 

product is “useful-useless”. 

3.1.3 Results pre-test 1 

The hedonic and utilitarian product values were measured by summing up the score on the 

four items and dividing it by four. The higher the mean score the more utilitarian or hedonic 

the product is. The table below shows that ice cream is the most hedonic food product since it 

has the highest score on hedonic product value (M= 5.41, SD= 1.05). Margarine has the 

highest score on utilitarian product value (M= 4.28, SD=1.16). Looking at the electronic 

products a tablet scores the highest on hedonic product value (M= 5.56, SD= 1.26). 

Disadvantage is however, that a tablet scores also pretty high on utilitarian product value. A 

personal computer scores the highest on utilitarian product value (M= 5.97, SD= .81) but the 

utilitarian product value of a laptop differs almost nothing (M= 5.94, SD= .90). Also here the 

disadvantage is that a personal computer and a laptop are scoring also pretty high on hedonic 

product value. 

 

Table 1 

Utilitarian and hedonic product values  

Products  Utilitarian product value Hedonic product value 

Milk   5.58    4.97 

Margarine  4.28    3.64 

Ice cream  3.78    5.41 

Chocolate  4.02    5.32 

Personal computer 5.97    5.50 

Photo camera  5.22    5.13 

Tablet   5.07    5.56 

Laptop   5.94    5.41 

 

3.2 Pre-test 2 

The second pre-test aimed at linking the right region to a product. For the regions Twente and 

Eindhoven the appropriateness to manufacture the products used in pre-test 1 was asked to 

respondents. 
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3.2.1 Respondents pre-test 2 

A total of 19 respondents participated in the second pre-test of whom 14 were male 

respondents and 5 were female respondents. 

3.2.2 Instrument pre-test 2 

The research method in the second pre-test is also quantitative. An online questionnaire was 

realized with the online questionnaire software ‘qualitrics.com’. Each participant was 

provided with an URL that led the respondents to the questionnaire. 

The design of the pre-test was based on 8 products and 2 regions. The choice was made to 

choose for the regions Twente and Eindhoven. It was expected that the region Twente should 

score high on the food products and that Eindhoven should score high on the electronic 

products. Eindhoven was chosen because Eindhoven is seen as the “Silicon valley of the 

Netherlands” and as one of the smartest regions in the world (Intelligent community forum, 

2011.   

To measure if respondents perceive a region as suitable to produce a certain product the 

product-specific regional image (Van Ittersum, 2001) was measured. 12 items were measuring 

the product-specific regional image for food products and 7 items the product- specific 

regional image for electronic products. On a five point likert scale respondents answer 

questions like “for the production of milk the region Twente has enough quality”. 

3.2.3 Results pre-test 2 

The results were in line with the expectations. Twente scored higher on the food products and 

Eindhoven scored higher on the electronic products. The only food product for which the 

region Eindhoven (M = 3.31, SD =.77) scores higher than the region Twente (M = 3.13, SD = 

.51) is chocolate. This could be due to the fact that the region Eindhoven is close to Belgium, 

famous for its chocolates. For the rest of the products the differences between the regions are 

quite large every time, indicating that respondents perceive one region to be much better 

capable producing a certain product than the other region. 
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Table 2  

Product-specific regional image for Twente and Eindhoven per product 

Product  Image Twente  Image Eindhoven 

Milk   4.20    3.14 

Margarine  4.03    3.24 

Ice cream  3.88    3.33  

Chocolate  3.13    3.31 

Personal computer 3.16    4.04 

Photo camera  3.11    4.04 

Tablet   2.99    4.06 

Laptop   3.07    4.11 

 

3.3 Conclusion pre-tests 

Based on the first pre-test four products are selected.  As hedonic food product ice cream is 

chosen, because ice cream scored the highest on hedonic product value and scored low on 

utilitarian product value. The utilitarian product food that is included in this study is 

margarine. Margarine scored pretty high on utilitarian product value while the score on 

hedonic value was considerably lower. Important is that ice cream and margarine are on the 

same price level, so that if significant differences are found this is not because differences in 

price. 

As utilitarian electronic product a personal computer is selected, because a personal computer 

scored the highest on utilitarian product value. As hedonic electronic product a tablet is 

chosen, because the tablet scored the highest on hedonic product value. Also the electronic 

products are on the same price level for the same reason as explained before.  

The second pre-test aimed at linking the right region to the products. The results show that for 

the food products respondents perceive Twente as much more suitable to produce these 

products as Eindhoven. For the electronic products the results show the opposite. Respondents 

see Eindhoven as much more suitable to produce electronic products as Twente. Therefore for 

the food products Twente is used as region-of-origin, while for the electronic products 

Eindhoven is used as the region-of-origin.  
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4.  Main study  

In this chapter the methodology used to answer the main question and test the hypotheses is 

explained. First the research design is discussed after which the procedure, manipulation, the 

dependent variables and respondents are explained. Because within this research two different 

product categories are studied (food versus electronic products and utilitarian versus hedonic 

products) confusion might exist which product category is discussed. Therefore each 

independent variable is labelled. For electronic and food products the label is type of product. 

For utilitarian and hedonic products the label is consumer goal, because as discussed in the 

literature study, there are mainly two goals consumers want to achieve when they buy 

products. For regional and non-regional advertisements the label is type of advertisement.   

4.1 Design  

The research method within this research is quantitative. Through questionnaires quantitative 

data are gathered. The research design is a 2 (type of advertisement: regional vs. non-

regional) x2 (type of product: food products vs. electronic products) x2 (consumer goal: 

hedonic vs. utilitarian) between subjects design. This is resulting in a total of eight different 

conditions. Stimulus material is demonstrated to respondents consisting out of a hedonic food 

product, a utilitarian food product, a hedonic electronic product and a utilitarian electronic 

product in combination with a regional and non-regional advertisement. Sampling has been 

done by distributing the questionnaire among family, friends and colleagues and by 

distributing the questionnaire on facebook and linkedin. With the data gathered from the 

questionnaire eventually significant differences in score on the regional advertisements and 

non-regional advertisements for different product categories could be discovered.  

4.2 Procedure 

Each participant was provided with an URL that led the respondents to the questionnaire, 

which was constructed with the online questionnaire software “qualtrics”. Respondents were 

randomly assigned to one of the eight stimulus conditions. A welcome message was shown to 

the respondents. Hereafter one of the eight advertisements was shown to the respondents. 

After this the respondents had to fill in the rest of the questionnaire. Which variables are 

measured within this questionnaire is explained in paragraph 4.4.  
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4.3 Manipulation  

In paragraph 3.3 is discussed which products are included in the stimulus material. 

Three independent variables were included in the stimulus material; type of advertisement, 

type of product and consumer goal. Therefore there are eight different conditions and so there 

are eight different stimuli realized. 

It was decided to add each time two cues referring to the region-of-origin in the regional 

advertisements. One cue refers directly to the region of origin by naming the region of origin 

directly. The other cue is an image of the region on the background. For Eindhoven was 

chosen for an image of the city and to add an adapted billboard with the word Eindhoven on a 

building. For Twente was chosen for an image of grassland with cows, referring to the more 

country side image of Twente. Concerning the non-regional advertisements for electronic 

products, an image of an office on the background was added. This because a tablet and a 

personal computer are products often used in an office setting and an office is pretty neutral. 

For the non-regional advertisements for the food products an image of a kitchen was added on 

the background. This because an image of kitchen is often associated with food and a kitchen 

is also pretty neutral. The brand name for the electronic products and the food products were 

the same to prevent that the use of different brand names influences the scores on the 

dependent variables. The brand names were also fictional. By doing so respondents are not 

affected by prior knowledge of the product or have already built a certain attitude towards the 

brand in question.  

 

Condition 1 (PC, regional)    Condition 2 (PC, non-regional)                   

     
           



The effects of region-of-origin as product cue 
33 

Condition 3 (Tablet, regional)              Condition 4 (Tablet, non-regional) 

    

Condition 5 (Margarine, regional)        Condition 6 (Margarine, non-regional) 

     

Condition 7 (Ice cream, regional)         Condition 8 (Ice cream, non-regional) 

   

Figure 3. Advertisements used as stimuli in the main study 

4.4 Variables  

Several dependent variables were used to measure eventually significant differences in the use 

of regional and non-regional advertisements for different product categories. 

Attitude towards the product  

Attitude towards the product is used to measure consumers’ general evaluation of a product. 

Because in this research, food products and electronic products are included the intention was 

to use two different scales; one for the food products and one for the electronic products. In 

this way the items of the scales were very suitable to measure the product evaluation of the 
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particular products. However, in this research the scores for the different products need to be 

compared and when using two different scales the scores could not be compared with each 

other. The scale of Arias-Bolzmann, Chakraborty and Mowen (2000) designed for measuring 

the product evaluation for food and beverage products within the context of an advertisement 

and the scale of Roehm and Sternthal (2001) designed for measuring the evaluation of high-

tech products are therefore combined. Only items suited for measuring both types of products 

are used in this combined scale. Finally 12 items were used and respondents can respond on a 

seven point semantic differential scale 

Purchase intention 

To measure if respondents after they have seen the advertisement also plan to buy the product 

the purchase intention of the respondents is measured. To measure purchase intention a scale 

is used including 5 items. Respondents gave answers on seven-point likert-scales with the end 

poles totally disagree-totally agree.  

Recommendation Likelihood 

This variable is measuring the likelihood that a respondent recommends the advertised 

product to a colleague or friend. This variable could offer extra insights in how respondents 

asses the advertised product. A respondent could score low on purchase intention because the 

respondent has not enough money to buy a tablet for example. This seems to indicate that the 

respondent is evaluating the product bad, but in fact it is due to financial considerations. 

Therefore it is important to include the variable recommendation likelihood. To measure this 

variable the scale of Keiningham, Cooil, Aksoy, Andreassen and Weiner (2007) is used. 

Respondents were asked to give answer to the following question: How likely would you be 

to recommend (Company or Brand X) to friends and colleagues? Respondent could answer on 

a five-point scale: definitely would not recommend them, probably would not recommend 

them, might or might not recommend them, probably would recommend them, definitely 

would recommend them. 

Attitude towards the ad 

To measure the attitude towards the ad the scale of Lee and Mason (1999) is used. 

Respondents will be asked on a five-point Likert-scale how they evaluate the advertisement. 

Five items are included in this scale. Respondents are giving answers on questions like, “I like 

the ad” and “the ad is interesting to me”.  
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Authenticity 

In the literature frame is discussed that when the region is linked to a product this can 

reinforce the authenticity of a product. To investigate if this is also true within this study the 

extent to which the respondents perceive the advertised product as authentic is measured. The 

regional and the non-regional advertisements could be compared in order to estimate if the 

advertised products in the regional advertisements are really perceived as more authentic. To 

measure authenticity 5 items of the scale of Napoli, Dickinson, Beverland and Farrelly (2014) 

are used. Respondents could respond on a seven-point Likert-scale on questions like “The 

brand exudes a sense of tradition”. 

Utilitarian and hedonic product values 

The first pre-test aimed at measuring the hedonic and utilitarian product attitudes for eight 

different products. Based on the results of the first pre-test four products were selected. To 

check if respondents in the main study also rate the products the same as the respondents in 

the pre-test, in the main study the hedonic and utilitarian product values are also measured. 

Therefore the scale from Batra and Athola (1991) is used. Based on eight items this scale is 

measuring the hedonic and utilitarian value of a product. Respondents give answer on a seven 

point semantic differential scale on questions like this product is “useful-useless”.  

Product- Specific regional image  

The second pre-test was designed to measure if respondents perceived a region as suitable to 

produce a certain product. On this way in the main study a region can be linked to the right 

products. To check if respondents in the main study perceive the region the same as in the 

pre-test, also in the main-study the product-specific regional image (Van Ittersum, 2001) is 

measured. 12 items are measuring the product-specific regional image for food products and 7 

items the product-specific regional image for electronic products. On a five point Likert-scale 

respondents answer questions like “for the production of margarine the region Twente has 

enough quality”.   

Sense of belonging to a region 

When consumers have the feeling that they belong to a region this may influence the 

evaluation of products from that region. To investigate whether this also applies within this 

research the sense of belonging to a region is measured. Some items of the scale from van 

Ittersum (2002) are used to measure sense of belonging to a region. Respondents can respond 

on a 5 point Likert-scale with the end poles ‘totally disagree’ – ‘totally agree’. Some items 
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were deleted because these items were not suited for measuring sense of belonging to a region 

within this research. For example the item ‘no matter what happens, I will always keep on 

living in region’ was deleted, because this item indicates that a respondent lives in the region 

used in the advertisement. This does not have to be the case. Finally 3 items are measuring the 

consumer’s sense of belonging to a region. Items, included in the scale are for example ‘I feel 

especially attached to (region)’. 

To measure the internal consistency between the items of the constructs, cronbach’s alpha is 

measured for all the constructs. For all the items cronbach’s alpha was good to excellent. The 

exact values can be found in table 2. 

Table 3  

Cronbach’s Alpha of the constructs 

Construct   Items               α 

Attitude towards the product  12                    .86 

Purchase intention  5                      .95 

Attitude towards the ad   5                      .93 

Authenticity   5                      .82 

Utilitarian product value  4                      .86 

Hedonic product value  4                      .80 

Specific-regional image (Eindhoven tablet) 7                      .94 

Specific-regional image (Twente tablet)  7                      .96 

Specific-regional image (Twente margarine)  12                    .97 

Specific-regional image (Eindhoven margarine) 12                    .96 

Specific-regional image (Eindhoven pc) 7                      .96 

Specific-regional image (Twente pc) 7                      .95 

Specific-regional image (Twente roomijs) 12                    .96 

Specific-regional image (Eindhoven roomijs) 12                    .93 

Sense of belonging to a region  3                      .93 

4.5 Respondents 

A total of 240 respondents participated in the main study of whom 125 where female and 114 

were male (one respondent didn’t fill in the demographics) with an average age of 37.46 (SD 

= 14.44). 49.40% of the respondents have or attending a University. There were 34.30% of 
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the respondents that have a HBO education and 12.1% are educated MBO. 7.5% of the 

respondents have a high school education (4.20% VWO, 2.9% HAVO and 0.4% VMBO).  

Table 4 

Demographics characteristics of the sample per condition 

 

   Non-regional     Regional 

   Hedonic        Utilitarian   Hedonic  Utilitarian        

      Food   Electronic   Food   Electronic  Food  Electronic Food   Electronic 

n  30 30        30        30              30        30  30        30 

Age  39.47   39.34          35.97   37.00         38.83   37.63            37.70   33.83 

Gender  

Male  13 16            13        12              14        17                  16       13 

Female  17 13        17        18              16        13                  14       17 

 

Level of 

education 

VMBO 1 0        0          0                 0         0                    0         0 

HAVO  0 1                 0          0                 2   0                    2         1 

VWO  1          0                1           0                0          0                   1          0 

MBO  3 2        3           4                4          6                   1          6  

HBO  10 12        12        12               7         11                  10        8 

WO  15 14               14        14              17        13                  16       15 
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5. Results 

This section covers the results. First, it is checked whether the manipulation was successful. 

Therefore the hedonic and utilitarian product values and the product-specific regional image 

will be examined. Hereafter is tested if there are significant main and interaction effects 

through a multivariate analysis of variance. Through a regression analysis is tested if 

consumer’s sense of belonging to a region positively influences their product evaluation and 

purchase intention of regional products.  

5.1 Manipulation check 

 

Table 5 

Utilitarian and hedonic product values 

 Products  Utilitarian value Hedonic value  t    p   

Margarine  4.24 (SD = .98) 3.79 (SD = .99) -4.30    <.001   

Ice cream  3.88 (SD = 1.10 4.75 (SD = 1.28) 6.14    <.001 

Personal computer 4.67 (SD = .73) 4.50 (SD = .95) -1.57    .12   

Tablet   4.30 (SD = 1.36) 4.86 (SD = 1.07) 2.83    .006  

   

As can be seen in table 5 the hedonic products (ice cream and a tablet) scored higher on 

hedonic product value than on utilitarian product value. The difference between utilitarian 

product value and hedonic product value for ice cream was significant, t (59) = 6.14, p = < 

.001. The difference between the utilitarian product value and hedonic product value for a 

tablet was also significant, t (59) = 2.83, p = .006. The utilitarian products (personal computer 

and margarine) also scored higher on utilitarian product value than on hedonic product value. 

The difference between the utilitarian product value and hedonic product value for margarine 

was significant, t (59) = -4.30, p = < .001. As can be seen in table 5 the difference between the 

utilitarian product value and hedonic product value for a personal computer was not 

significant, t (59) = -1.57, p = .12. Because this difference is not significant, statements and 

conclusions regarding the effectiveness of ROO across utilitarian and hedonic electronic 

products will be done with caution. 

When the food products are compared ice cream scored higher on hedonic product value than 

margarine and margarine scored higher on utilitarian product value than ice cream. Although 
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the differences are smaller for the electronic products than for the food products a personal 

computer scored higher on utilitarian product value than a tablet and a tablet scored higher on 

hedonic product value than a personal computer. So the manipulation of the different product 

categories was largely successful. Only the manipulation of the personal computer regarding 

hedonic and utilitarian product value was not completely successful. 

Table 6  

Product-specific regional image for Twente and Eindhoven per product 

Product  Image Twente Image Eindhoven t      P 

Margarine  3.57 (SD = .73) 3.39 (SD = .67) -1.79      .086  

Ice cream  3.88 (SD = .77) 3.49 (SD = 3.49) -3.50      .002 

Personal computer 3.67 (SD = .80) 3.82 (SD = .78) 1.20      .240 

Tablet   3.51 (SD = 1.01) 3.82 (SD = .85) 1.78      .085 

 

As can be seen in table 6 the region Eindhoven scored higher on the electronic products than 

on food products. Twente scored higher on food product than on electronic products. This 

means the regions that are expected to score higher on the product-specific regional image in 

comparison with the other regions actually scored higher. The differences between the regions 

are not very large and the only significant difference between Twente and Eindhoven is the 

difference on product-specific regional for ice cream.  

Unfortunately the most differences are not significant but the regions used for the products in 

the stimuli are all scoring pretty high on product-specific regional image. This indicates that 

respondents have perceived the regions used in the stimuli pretty capable of producing the 

products.  

5.2 Hypotheses testing 

In this paragraph the effects of the independent variables (Type of advertisement, type of 

product and consumer goal) on the dependent variables will be discussed. As explained in 

chapter four to avoid confusion each independent variable is labelled. For regional and non-

regional advertisements the label is type of advertisement. For electronic and food products 

the label is type of product and for utilitarian and hedonic products the label is consumer goal. 

A multivariate analysis of variance (MANOVA) was performed to test if there were 

significant main and interaction effects. The multivariate analysis showed that there was a 
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significant main effect for type of advertisement (F (5, 227) = 2.99, p = .012., Wilks’ λ  = 

.938, η2 = .062. Also the main effect of type of product was significant (F (5, 227) = 10.74, p 

= <.001., Wilks’ λ = .809, η2 = .19. The main effect of consumer goal was significant (F (5, 

227) = 2.78, p = .019., Wilks’ λ = .942, η2 = .058.  

5.2.1 Main effects 

To study the main effects in more detail, separate univariate tests are done so the effects of 

type of advertisements, type of product and consumer goal on the different dependent 

variables can be studied. Means and standard deviations can be found in table 7. Hypotheses 

1a, 1b, 1c, 1d and 1e all concern the effects of regional advertisements versus non-regional 

advertisements without type of product and consumer goal taken into account. Therefore only 

the main effect of type of advertisement is studied. 

Table 7. Means and standard deviations of the dependent variables 

                  Product                Purchase             Recommend        Attitude towards   Authenticity 

                  Attitude                intention               Likelihood            the ad 

Type of ad       Consumer     Type  

                        goal               of product     M     SD    N         M     SD    N         M     SD    N         M     SD    N         M     SD    N   

Non-regional   Utilitarian        Food            3.16 0.88  30       1.85 0.95  30        1.73 0.69  30       1.86 0,93  30        2.47 0.96  30 

                                              Electronic     4.16 1.02  30       2.63 1.46  30        2.30 1.06  30       2.43 1.15  30        2.58 0.73  30 

                                              Total             3.67 1.07  60       2.24 1.28  60        2.02 0.93  60       2.15 1.08  60        2.53 0.85  60 

 

                        Hedonic         Food            4 .01 1.14  30       2.86 1.78  30       2.27 1.08  30       2.23 1.10  30        2.66 0.97  30              

                                              Electronic     4.36 1.12  30       2.80 1.59  30        2.70 1.18  30       2.73 1.19  30        2.61 0.87  30                  

                                              Total             4.18 1.14  60       2.83 1.67  60        2.48 1.14  60       2.48 1.16  60        2.63 0.92  60 

 

Regional         Utilitarian        Food            4.28 1.08  30       3.33 1.66  30        2.70 0.88  30       2.90 1.01  30        3.27 0.87  30        

                                              Electronic     4.41 0.88  30       2.34 1.22  30        2.23 0.97  30       2.59 1.05  30        2.60 0.92  30 

                                              Total             4.34 0.98  60       2.83 1.53  60        2.47 0.95  60       2.75 1.03  60        2.93 0.95  60 

 

                        Hedonic         Food            4.24 1.63  30       3.11 1.66  30        2.50 0.97  30       2.46 1.03  30        3.01 0.90  30        

                                              Electronic     4.71 0.78  30       3.25 1.27  30        2.97 1.03  30       3.33 0.90  30        2.74 0.73  30 

                                              Total             4.48 1.29  60       3.18 1.46  60        2.73 1.02  60       2.89 1.05  60        2.88 0.82  60        

                

Product attitude 

There was a main effect of type of advertisement on product attitude, F (1, 232) = 11.71, p = 

.001, η2 = .048, with the regional advertisements (M = 4.41, SD = 1.14) scoring significantly 

higher on product attitude than non-regional advertisements (M = 3.93, SD = 1.13). Based on 

these results it can be concluded that hypothesis 1a can be confirmed. H1a: Regional 
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advertisements will have a stronger positive influence on product attitude than non-regional 

advertisements.  

Purchase intention 

Also the main effect of type of advertisement on purchase intention was statistically 

significant, F (1, 232) = 6.25, p = .013, η2 = .026. The regional advertisements (M = 3.01, SD  

= 1.50) scored significantly higher than the non-regional advertisements (M = 2.53, SD = 

1.52). Therefore also H1b can be confirmed. H1b: Regional advertisements will have a 

stronger positive influence on purchase intention than non-regional advertisements. 

Recommendation likelihood 

The main effect of type of advertisement on recommendation likelihood was statistically 

significant, F (1, 232) = 7.47, p = .007, η2 = .031. Regional advertisements (M = 2.6, SD = 

.99) scored significantly higher than non-regional advertisements (M = 2.25, SD = 1.14). 

Based on these results hypothesis 1c can be confirmed. H1c: Regional advertisements will 

have a stronger positive influence on recommendation likelihood than non-regional 

advertisements. 

Attitude towards the ad 

The main effect of type of advertisement on attitude towards the advertisement was also 

statistically significant, F (1, 232) = 13.94, p = <.001, η2 = .057. Results show that the 

regional advertisements (M = 2.82, SD = 1.04) scored significantly higher than the non-

regional advertisements (M = 2.32, SD = 1.13). This means that respondents have a more 

positive attitude towards regional advertisements than to non-regional advertisements. 

Therefore H1d can be confirmed. H1d: Regional advertisements will have a stronger positive 

influence on attitude towards the advertisements than non-regional advertisements. 

Authenticity 

Authenticity was measured to investigate if products, when they are linked to a region, are 

perceived as more authentic. The main effect of type of advertisements on authenticity was 

statistically significant, F (1, 232) = 8.31, p = .004, η2 = .035. Results show that products in 

the regional advertisements scored significantly higher on authenticity (M = 2.91, SD = .89) 

than the products in the non-regional advertisements (M = 2.58, SD = .88). Therefore H1e can 

be confirmed. H1e: Products in regional advertisements score significantly higher on 

authenticity than products in non-regional advertisements 
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5.2.2 Interaction effects 

The multivariate analysis of variance did not find any significant interaction effects. To test 

the hypotheses separate between subjects analysis of variance are performed. Because no 

significant interaction effects were found with the multivariate analysis, the findings of the 

univariate tests could be the result of chance. Therefore the results of the univariate analysis 

will be examined with caution. 

Product attitude 

There was no interaction effect between type of advertisements and type of product and no 

interaction effect between type of advertisement and consumer goal and no three way 

interaction. Therefore hypotheses 2a, 3a and 4a are rejected. H2a: The use of region-of-origin 

cues will have a stronger positive influence on product attitude in combination with a food 

product than in combination with an electronic product. H3a: The use of region-of-origin cues 

will have a stronger positive influence on product attitude in combination with a hedonic 

product than in combination with a utilitarian product. H4a: The use of region-of-origin cues 

for food or electronic products will have a stronger positive influence on product attitude in 

combination with a hedonic product than in combination with a utilitarian product. 

Purchase intention 

A statistically significant interaction indicated that the effect of type of advertisement on 

purchase intention depends on whether it is in combination with a food or electronic product 

(type of product), F (1, 232) = 4.25, p = .04, η2 = .018. The pairwise comparisons showed that 

for food products the regional advertisements (M = 3.22, SD = 1.65) resulted in a higher 

purchase intention than the non-regional advertisements (M = 2.36, SD = 1.50), F (1, 232)  = 

10.40, p = .001, η2  = .043 . For electronic products the difference between regional (M = 2.80, 

SD = 1.32) advertisements and non-regional advertisements (M = 2.71, SD = 1.52) was not 

significant, F (1, 232) = .096, p = .76, η2  = <.001. Therefore hypothesis H2b is accepted. 

H2b: The use of region-of-origin cues will have a stronger positive influence on purchase 

intention in combination with a food product than in combination with an electronic product 

The interaction effect between type of advertisement and consumer goal was not significant. 

Therefore H3b is rejected.  H3b: The use of region-of-origin cues will have a stronger positive 

influence on purchase intention in combination with a hedonic product than in combination 

with a utilitarian product 
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There was also found a three way interaction between type of advertisement, type of product 

and consumer goal on purchase intention, F (1, 232), = 6.70, p = .01, η2 = .028. So the 

interaction effect between type of advertisement and type of product differs across a third 

variable; consumer goal.  The nature of this three-way interaction can be found in figure 4.  

 

       
Figure 4: Three-way interaction of purchase intention 

The pairwise comparisons shows that for consumer with a utilitarian consumer goal food 

products in regional advertisements (M = 3.33, SD = 1.66) scored significantly higher than 

food products in non-regional advertisements (M = 1.85, SD = .95), F (1, 232) = 15.17, p = < 

.001, η2 = .061.  This effect was non-significant for electronic products.  

For consumers with a hedonic consumer goal, the differences for food and electronic products 

remain non-significant, regardless of type of advertisement.   

The first interaction effect showed that regional advertisements were more effective in 

combination with a food product than in combination with an electronic product. The three-

way interaction showed that there is a big difference in the magnitude of the effect of regional 

advertisements for food products across utilitarian and hedonic products. Pairwise 

comparisons show that the use of regional advertisements for food products is more effective 

in combination with utilitarian products than in combination with hedonic products. Because 

it was expected that ROO cues for food and electronic product were more effective in 

combination with a hedonic product hypothesis 4b is rejected: The use of region-of-origin 

cues for food or electronic products will have a stronger positive influence on purchase 
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intention in combination with a hedonic product than in combination with a utilitarian 

product. 

Recommendation likelihood 

For recommendation likelihood no interaction was found between type of advertisements and 

type of product and between type of advertisement and consumer goal. Therefore hypotheses 

2c and 3c are rejected. H2c: The use of region-of-origin cues will have a stronger positive 

influence on recommendation likelihood in combination with a food product than in 

combination with an electronic product H3c: The use of region-of-origin cues will have a 

stronger positive influence on recommendation likelihood in combination with a hedonic 

product than in combination with a utilitarian product. 

Although there were no significant two-way interactions a three way interaction between type 

of advertisement, type of product and consumer goal was found, F (1, 232) = 4.33, p = .038, 

η2 = .018. The interaction effect is displayed in figure 5. 

Figure 5: Three-way interaction of recommendation likelihood 

 

Pairwise comparisons shows that for consumers with a utilitarian consumer goal food 

products in regional advertisements (M = 2.70, SD = .88) scored significantly higher than 

food products in non-regional advertisement (M = 1.73, SD = .69), F (1, 232) = 14.23, p = 

<.001, η2 = .058. This effect was non-significant for electronic products. 

For consumers with a hedonic consumer goal, the differences for food and electronic products 

remain non-significant, regardless of type of advertisement.   
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Therefore hypothesis H4c is rejected: The use of region-of-origin cues for food or electronic 

products will have a stronger positive influence on recommendation likelihood in combination 

with a hedonic product than in combination with a utilitarian product. 

Attitude towards the ad 

For attitude towards the ad no significant interaction effect between type of advertisement and 

type of product and between type of advertisement and consumer goal appeared. So 

hypotheses 2d and 3d are rejected. H2d: The use of region-of-origin cues will have a stronger 

positive influence on attitude towards the advertisement in combination with a food product 

than in combination with an electronic product. H3d: The use of region-of-origin cues will 

have a stronger positive influence on attitude towards the advertisement in combination with a 

hedonic product than in combination with a utilitarian product.  

However, there was again a three-way interaction between type of advertisement, type of 

product and consumer goal on attitude towards the ad, F (1, 232) = 5.31, p = .022, η2 = .022. 

The nature of the interaction effect can be found in figure 6. 

 

Figure 6: Three way interaction effect of attitude towards the ad 

As can be seen in figure 5 for consumers with a utilitarian consumer goal food products in 

combination with a regional advertisement (M = 2.9, SD = 1.01) scored significantly higher 

than food products in combination with a non-regional advertisement (M = 1.86, SD = .93), F 

(1, 232) = 14.78, p = <.001, η2 = .06. For electronic product the difference was much smaller 

and not significant. 
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In contrast to utilitarian products, for hedonic products the opposite holds true. Electronic 

products in combination with a regional advertisement (M = 3.33, SD = .90) scored 

significantly higher on attitude towards the ad than in combination with a non-regional 

advertisement (M = 2.73, SD = 1.19), F = (1, 232) = 4.81, p = .029, η2 = .02. For hedonic 

food products the difference between regional and non-regional advertisements was very 

small and not significant. Therefore hypothesis 4d is accepted: The use of region-of-origin 

cues for food or electronic products will have a stronger positive influence on attitude towards 

the advertisement in combination with a hedonic product than in combination with a 

utilitarian product.  

Authenticity                                                                    

For authenticity there was found a significant interaction effect between type of advertisement 

and type of product F (1, 232) = 4.84, p = .029, η2 = .020. The nature of this interaction is 

illustrated in figure 7.   

                

 Figure 7: Interaction of type of advertisement and type of product on authenticity 

 

Pairwise comparisons showed that food products in a regional advertisement scored 

significantly higher on authenticity (M = 3.14, SD = .89) than food products in non-regional 

advertisements (M = 2.57, SD = .96), F (1, 232) = 12.91, p = <.001, η2 = .053. Type of 

advertisement does not influence authenticity when it is combined with an electronic product. 

So the use of regional advertisement is more effective for food products than for electronic 

products regarding authenticity. There are no other interaction effects. Therefore hypothesis 
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2e is accepted and hypothesis 3e is rejected. H2e: The use of region-of-origin cues will have a 

stronger positive influence on authenticity in combination with a food product than in 

combination with an electronic product. H3e: The use of region-of-origin cues will have a 

stronger positive influence on authenticity in combination with a hedonic product than in 

combination with a utilitarian product. Also there was no three-way interaction. Therefore 

hypothesis H4e is rejected: The use of region-of-origin cues for food or electronic products 

will have a stronger positive influence on authenticity in combination with a hedonic product 

than in combination with a utilitarian product. 

5.2.3 Regression analysis 

To test if consumer’s sense of belonging to a region positively influences their product 

evaluation and purchase intention a linear regression was performed. On this way can be 

examined if the sense of belonging to a region is a significant predictor of product attitude and 

purchase intention. 

The first regression analysis aimed at the relation between sense of belonging to a region and 

product attitude. Sense of belonging to a region appeared to be no significant predictor of 

product attitude (β = .089; t = 1.07, p = .27). Sense of belonging to a region explained 1% of 

the variance on the score of product attitude,  F (1, 118) = 1.15,  p = .27.  

 

Table 8 

Regression analysis sense of belonging to a region as predictor for product attitude  

Variable    β  t  Sig.  

Sense of belonging to a region .089  1.07  .27 

 

R2      0.01 

 

Therefore hypothesis 5a is rejected: Consumers’ sense of belonging to a region positively 

influences their product evaluation for regional products. 

The second regression analysis aimed at the relation between sense of belonging to a region 

and purchase intention. In contrast to product evaluation sense of belonging to a region is a 

significant predictor of purchase intention (β = .38; t = 3.68, p = <.001). Sense of belonging to 

a region explained 10.3% of the variance on the score of purchase intention F (1, 118) = 
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13.57, p = <.001. This means that H5b is accepted: Consumers’ sense of belonging to a region 

positively influences their purchase intention for regional products. 

 

Table 9 

Regression analysis sense of belonging to a region as predictor for purchase intention 

 Variable    β  t  Sig.  

Sense of belonging to a region .38  3.68  <.001 

 

R2      0.103 

 

5.2.4 Overview of all accepted and rejected hypotheses 

 

Table 10: 

Overview of all accepted and rejected hypotheses 

Hypotheses                                                                                                              Result 

H1a: Regional advertisements will have a stronger positive                          Accepted 

influence on product attitude than non-regional advertisements 

H1b: Regional advertisements will have a stronger positive                                 Accepted 

influence on purchase intention than non-regional advertisements                        

H1c: Regional advertisements will have a stronger positive influence                  Accepted 

on recommendation likelihood than non-regional advertisements  

H1d: Regional advertisements will have a stronger positive influence                 Accepted 

on attitude towards the advertisements than non-regional advertisements              

H1e: Products in regional advertisements score significantly                                Accepted 

higher on authenticity than products in non-regional advertisements                     

H2a: The use of region-of-origin cues will have a stronger positive                      Rejected 

influence on product attitude in combination with a food product  

than in combination with an electronic product                                                    



The effects of region-of-origin as product cue 
49 

H2b: The use of region-of-origin cues will have a stronger positive                      Accepted 

 influence on purchase intention in combination with a food  

product than in combination with an electronic product                                          

H2c: The use of region-of-origin cues will have a stronger positive                        Rejected 

influence on recommendation likelihood in combination with a food  

product than in combination with an electronic product                                          

H2d: The use of region-of-origin cues will have a stronger positive                        Rejected 

influence on attitude towards the advertisement in combination with  

a food product than in combination with an electronic product 

H2e: The use of region-of-origin cues will have a stronger positive                        Accepted 

influence on authenticity in combination with a food product than  

in combination with an electronic product                                                                

H3a: The use of region-of-origin cues will have a stronger positive                        Rejected 

influence on product attitude in combination with a hedonic product              

than in combination with a utilitarian product                                                             

H3b: The use of region-of-origin cues will have a stronger positive                        Rejected 

influence on purchase intention in combination with a hedonic  

product than in combination with utilitarian product                                                

H3c: The use of region-of-origin cues will have a stronger positive                        Rejected              

influence on recommendation likelihood in combination with a hedonic  

product than in combination with a utilitarian product                                              

H3d: The use of region-of-origin cues will have a stronger positive                        Rejected 

influence on attitude towards the advertisement in combination  

with a hedonic product than in combination with a utilitarian product   

H3e: The use of region-of-origin cues will have a stronger positive                          Rejected 

influence on authenticity in combination with a hedonic product than   

in combination with a utilitarian product 
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H4a: The use of region-of-origin cues for food or electronic products will have       Rejected 

a stronger positive influence on product attitude in combination with a  

hedonic product than in combination with a utilitarian product  

H4b: The use of region-of-origin cues for food or electronic products will                Rejected 

have a stronger positive influence on purchase intention in combination  

with a hedonic product than in combination with a utilitarian product  

H4c: The use of region-of-origin cues for food or electronic products will have         Rejected 

a stronger positive influence on recommendation likelihood in combination with a  

hedonic product than in combination with a utilitarian product  

H4d: The use of region-of-origin cues for food or electronic products will have        Accepted 

a stronger positive influence on attitude towards the advertisement in  

combination with a hedonic product than in combination with a utilitarian product  

H4e: The use of region-of-origin cues for food or electronic products will have         Rejected 

a stronger positive influence on authenticity in combination with a hedonic  

product than in combination with a utilitarian product  

H5a: Consumers’ sense of belonging to a region positively influences their                 Rejected         

product evaluation for regional products. 

H5b: Consumers’ sense of belonging to a region positively influences                        Accepted 

their purchase intention for regional products                                                               
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6. Conclusion and Discussion 

This chapter provides a conclusion and discussion of the findings from this study. First major 

conclusion of the findings will be done. Hereafter the results of this study are discussed in 

greater detail. Findings of this study will be linked to existing literature. Also limitations and 

opportunities for future research are presented. Finally marketing implications are discussed. 

6.1 Conclusion 

This study was designed to study differences in the effect size of the use of region-of-origin 

(ROO) cues for different product categories and to gain a better understanding of the role 

ROO cues plays in consumers’ evaluation for different product categories. 

So far the effects of ROO cues have not been intensively studied. The influence of using a 

place of origin in advertising and the effects on the evaluation of a product has mainly been 

studied from a country-of-origin (COO) perspective. The research that has been done so far 

into the effects of the use of ROO cues has the limitation that these studies only investigate 

food products. The research into the effects of ROO cues should be extended beyond food 

products into industrial products or van Ittersum et al. (2003) argue for a classification as 

common vs. exclusive. To investigate if ROO cues could also be effective for other products 

than food products this study examines the effects of the use of ROO cues for electronic 

products. Also a distinction is made between utilitarian and hedonic products and whether the 

effects of the ROO cue differ across these products.  

The effect of ROO cues was examined on different dependent variables; attitude towards the 

product, purchase intention, recommendation likelihood, attitude towards the ad and 

authenticity. Also sense of belonging to a region was measured to test if consumer’s sense of 

belonging to a region positively influences their product evaluation and purchase intention of 

regional products.  

Findings show that for all the dependent variables regional advertisements score significantly 

higher than non-regional advertisements. The scores on several scales show that the effect of 

ROO cues is significantly stronger for food products than for electronic products. For food 

products the difference between regional and non-regional advertising is quite large while for 

electronic products the difference between regional and non-regional advertising is small. 

This indicates that the use of ROO cues is more effective for food products than for electronic 

products. A three-way interaction shows that the effectiveness of ROO cues for foods product 
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differs across consumer goal; hedonic or utilitarian. The scores on several scales show that 

regional advertising is significantly more effective for utilitarian food products than for 

hedonic food products.  

Furthermore a significant relationship between sense of belonging to a region and purchase 

intention showed that sense of belonging to a region is a significant predictor of purchase 

intention for regional products. No significant relationship was discovered between sense of 

belonging to a region and the product attitude of regional products.  

Regional versus non regional 

Results show that for all the dependent variables regional advertisements score significantly 

higher than non-regional advertisements. Consumers have a stronger positive attitude towards 

the product and the advertisement when ROO cues are added. For purchase intention regional 

advertisements also score higher than non-regional advertisements showing that consumers 

are more likely to buy products presented in regional advertisements. In line with purchase 

intention the score on recommendation likelihood also shows that consumers are more likely 

to recommend products in regional advertisements than products in non-regional 

advertisements.   

Products in regional advertisements score significantly higher on authenticity than products in 

non-regional advertisements. This is in line with Beverland et al. (2008) stating that 

consumers may perceive products authentic when these products gave unbroken commitments 

to tradition and place of origin; a continued connection to the place of founding.  

Also Groves (2003) states that the place of production and the origin of ingredients influence 

product authenticity. Groves argues that perceptions of authenticity are stronger where there is 

a presence of an authority and that the region can act as an authority. When brands want to 

convey authenticity it is crucial to refer, for example in product cues, to a place-of-origin or to 

heritage (Napoli et al. 2014). Brands having a connection with a region will provide brands 

with a distinctive identity and image that reinforce the authenticity.  Findings show that 

adding ROO cues to advertisements indeed reinforce perceptions of authenticity of the 

products in the advertisements.  

Considering the significant differences between regional and non-regional advertisements 

regional advertising in common seems to be valuable and effective.  
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Effectiveness of ROO across food and electronic products 

Unfortunately the multivariate analysis of variance did not find a significant interaction effect 

between the type of advertisement and food or electronic products. Therefore univariate tests 

were done to look at the separate interaction effects and to test the hypotheses. The results of 

these tests show that the use of ROO cues is often more effective in combination with a food 

product than in combination with an electronic product.  

For product attitude and attitude towards the advertisement the effectiveness of ROO cues 

differs not significantly across food and electronic products. Also for recommendation 

likelihood results did not show a significant interaction effect between type of advertisements 

and food or electronic products. Noteworthy is that, despite the fact that the interaction effect 

was not significant, it was tending to be significant. This almost significant interaction effect 

shows that the difference between regional and non-regional advertising is much larger for 

food products than for electronic products. 

For purchase intention the effect of ROO cues is significantly stronger for food products than 

for electronic products.  Also the effect of the use of ROO cues on authenticity is significantly 

stronger for food products than for electronic products. 

Despite the MANOVA revealed no interaction effect between type of advertisements and 

food or electronic products, separate ANOVAS showed some significant interaction effects 

indicating that ROO cues are more effective in combination with a food product. It seems that 

for electronic products consumers are not affected by ROO cues and use other cues to 

evaluate the product. An explanation might be that electronic products are high-tech products 

and consumers are familiar with a lot of functional characteristics and product features. 

Therefore in advertisements consumers are perhaps more influenced by intrinsic product cues 

than for example ROO cues; an extrinsic product cue. Or as Verlegh and Steenkamp (1999) 

argue, the use of a cue is determined by consumer’s perception of its predictive value. When 

using ROO cues for electronic products the perception of its predictive value for consumers is 

low.  

For food products consumers are probably less familiar and aware of functional 

characteristics and product features and therefore consumers are more influenced by extrinsic 

product cues like the ROO. This might explain why ROO cues often have a stronger positive 

influence on for example purchase intention in combination with a food product than in 

combination with an electronic product.  
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Also important within this research is the product-specific regional image that influences the 

product attribute perception (Van Ittersum, 2002). This means that consumers inferred the 

quality of the product attributes based on the perceived capacity of a region for producing 

those product attributes. Van Ittersum argues that it is important that the product and the 

region are matching and if this is the case the regional image positively influences the 

evaluation of a product. Within this research the pre-tests and manipulation check revealed 

that there was a match between Eindhoven and the electronic products as well between 

Twente and the food products. Results of this study show that, despite the match between 

Eindhoven and the electronic products, for electronic products the differences between 

regional and non-regional advertising are very small. This shows that for electronic products 

the product-specific regional image has almost no influence on for example purchase 

intention and recommendation likelihood. As previously explained this is probably due to that 

consumers don’t use ROO cues for the evaluation of electronic products. For food products in 

contrast, it looks like the product-specific regional image positively influences the product 

evaluation of the regional products.  

Effectiveness ROO across utilitarian and hedonic product 

In literature there is disagreement about the effectiveness of COO and ROO as product cue for 

utilitarian and hedonic products. Some scholars (Veale, 2007; Van ittersum et al, 2003) argue 

that ROO cues will have a stronger positive influence on hedonic product than on utilitarian 

products. This because the product involvement for hedonic products is higher than for 

functional/utilitarian products and this positively influences the motivation to process 

information about the product. Since the regional image may be part of the knowledge 

consumers process about the product ROO cues plays a larger role in product evaluation for 

hedonic and high involvement products than for utilitarian products. De Pelsmacker et al. 

(2010) argue that consumers use COO cues as a heuristic to simplify the decision making 

process. When consumers are low involved with the product COO plays a bigger role in the 

judgment of a brand.  

Results show (without taken interaction effects into account) no evidence that the 

effectiveness of the use of ROO cues differs across utilitarian and hedonic products. For both 

products regional advertisements scored higher than non-regional advertisements on every 

scale. 

Effectiveness ROO for food and electronic products differing across consumer goal 

Some interactions effect showed that the effectiveness of the use of ROO cues is more 
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effective for food products than for electronic products. A MANOVA showed no three-way 

interactions. Separate ANOVAS however revealed a number of three-way interactions 

showing that the effectiveness of the use of ROO cues for food products is more effective in 

combination with a utilitarian product than in combination with a hedonic product. In the 

previous paragraph was explained that the effectiveness of ROO cues differ not across 

utilitarian and hedonic products in common, but several three way interactions showed that 

for food products it matters whether a utilitarian product or a hedonic product is used. There 

was a three-way interaction of purchase intention, recommendation likelihood and attitude 

towards the ad.  

Therefore, for food products, the influence of ROO cues for hedonic/high-involvement 

products seems to be smaller. For the utilitarian/low-involvement food products the influence 

of ROO is much larger. These results are in line with De Pelsmacker et al. (2010) stating that 

the influence of COO cues is larger for low involvement products or when one or more MAO 

factors are low. As discussed previously MAO stand for motivation, ability and opportunity. 

Probably in this case only the motivation factor was low, because the advertisements used in 

this study where quit simple and contained no difficult information. Therefore all respondents 

were able and had the opportunity to process and understand the information in the 

advertisements.  

A reason for the stronger influence of ROO cues for low involvement products could be that 

consumers don’t want to invest much of their cognitive capacity and therefore switch to 

simplifying heuristics. This is contradictory with Agrawal and Kamakura (1999) who argue 

that extrinsic cues, like ROO, begin to play a more significant role when the decision process 

for consumers becomes more complex. In this situation consumers want to conserve cognitive 

capacity and use simplifying heuristic to make decisions. It is possible that also, in very 

simple decision making processes consumers don’t want to invest much of their cognitive 

capacity and therefore switch to simplifying heuristics.  

Coming back on the MAO factors probably when the other factors, ability and opportunity, 

are low ROO cues also have a stronger positive influence on product evaluation. De 

Pelsmacker et al. (2010) argue that if one of the MAO factors is low consumer will use 

simplifying heuristics. So when the ability of consumers is low, because consumers are not 

able to understand the message for example, they will also switch to simplifying heuristics 

like ROO cues.  
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Van Ittersum et al. (2003) argue that for hedonic products consumers are highly involved and 

therefore will process more information about the product. Since the regional image may be 

part of the information a consumers will process ROO cues play a stronger role for hedonic 

products than for utilitarian products. Because of the high-involvement level, which positively 

influences the information consumers want to process, it could be that other cues also play a 

more important role. This because consumers evaluate other product cues also intensively and 

in more detail whereby the effect of ROO cues for high-involvement products is overrated. 

Belonging to a region as predictor for product attitude and purchase intention 

When consumers have the feeling that they belong to a region this may influence the 

evaluation of products from that region. Within this research the relation between belonging 

to a region and product attitude and the relationship between belonging to a region and 

purchase intention was studied.  

Sense of belonging to a region was no significant predictor of product attitude for regional 

products but sense of belonging to a region is a significant predictor of purchase intention for 

regional products. So sense of belonging to a region has not a significant effect on the attitude 

of regional products but enhances consumers’ intention to purchase regional products.   

Based on literature it was expected that sense of belonging to a region was a significant 

predictor of both product attitude and purchase intention for regional products. The not 

significant relationship between belonging to a region and product attitude indicates that when 

consumers are attached to a region they do not necessarily evaluate products from that region 

more positive. Despite this relationship was not significant the significant relationship 

between sense of belonging to a region and purchase intention does show that when 

consumers are attached to a region they are more likely to buy products from that region. It 

appears that “regioncentric” consumers not evaluate products from their region more positive 

but are more likely to purchase locally produced products to reassure their own identity and to 

preserve their cultural boundaries (Belk, 1996 as cited in Van Ittersum, 2002). Fournier 

(1998) found that COO relates a product to national identity, which can result in a strong 

emotional attachment to certain brands and products. This COO effect could also explain that 

when consumers feel attached to a region this will enhance their purchase intention. Because 

consumers are proud of their region they will buy products originating from that region. 

Through regional products consumers could also satisfy their desire to belong to the regional 

group and show their sense of belonging. 
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Lantz and Loeb (1996) discuss regioncentrism; consumers having a strong sense of belonging 

to a region and develop ethnocentric feelings towards the region and its inhabitants.  

“Regioncentric feelings begin playing a role when consumers perceive themselves as member 

of the regional group and attach value to this membership” (van Ittersum, 2002, p.41). Van 

Ittersum et al. (2003) also argue that regioncentrism has a positive influence on consumer’s 

attitude towards the regional products and for products made in the region of residence. As 

discussed no evidence was obtained for this positive relationship. Beverland and Farelly 

(2010) are looking at regioncentrism from an authenticity perspective. They claim that one of 

the goals consumers want to achieve by authenticity is connection. Consumers want to be 

connected to important others, to community, place, culture or to society in general 

(Beverland & Farrelly, 2010). When seeking connections, consumers often sought situations 

that put them in close proximity to others and consumers may therefore buy regional product 

from a region to which they feel connected. This might also explain why consumers with a 

sense of belonging to a region buy products from that region. 

6.2 Limitations  

This research is offering some important insights in the effects ROO cues play in consumers’ 

evaluations for different  product categories, but has also some limitations. 

First this study used online questionnaires to dig deeper into the effects of ROO cues and was 

therefore a hypothetical scenario. According to Agrawal and Kamakura (1999) consumers are 

willing to allocate more processing effort and will invest more of their cognitive resources in 

a real life decision than in hypothetical scenario. This could have influenced the results of this 

study.  

Another limitation of this study is that not all the manipulations were completely successful. 

For a personal computer the difference between utilitarian product value and hedonic product 

value was not significant. This may be due to that a personal computer is perceived utilitarian 

and hedonic as well. Consumers might buy a personal computer for example for work related 

activities, but others might buy a personal computer to play games. This could have affected 

the not-significant interaction effect between the type of advertisements and consumer goal. 

But taken in consideration that all the other manipulations on product value were successful 

and the differences between regional and non-regional advertisements are very small probably 

with a succeeded manipulation also no significant results would have been found. 
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Also the manipulation of the product-specific regional image for Twente and Eindhoven has 

not succeeded. Only for ice cream the difference between Twente and Eindhoven was 

significant. Although the most differences were not significant, taken into account the link 

made in the advertisements between the region and the products the scores of the product-

specific regional images look fine. The regions used in the advertisements all score pretty 

high on product-specific regional image. In fact, this is more important than getting 

significant differences. When all the scores on product-specific regional image were low for 

example, but the difference between Twente and Eindhoven were significant, this means 

respondents do not perceive the regions as capable of producing the products. In this case, 

most differences are not significant, but the high scores on product-specific regional image 

indicate that the respondents have perceived the regions as capable to produce the products 

used in the stimuli.  

A further limitation of this study is that the amount of high-educated respondents (almost 

84%) was very high which may limit the generalization of the results. Therefore future 

research should try to get more balance in the field of education. The rest of the sample was 

well balanced on demographic characteristics.  

6.3 Opportunities for future research 

Scholars (Van Ittersum, 2002;Van Ittersum et al., 2003) expected that ROO cues are having a 

greater influence on natural products than on industrial products but so far no research had 

been done into the effects of ROO cues for industrial products. Findings of this study do show 

that ROO cues are having a stronger positive influence on food products than on electronic 

products. However, no clear explanation exists why ROO have a stronger influence for food 

products than for electronic products. Probably this is due that for electronic products 

consumers are more influenced by intrinsic product features and that for food product 

consumers are more influenced by extrinsic product features like the ROO. Unfortunately this 

study shows now clear evidence for this explanation. Therefore future research should focus 

more on why ROO cues are having a greater influence on natural products than on industrial 

products.  

Also the research into the effects of ROO cues could be extended to other products like 

furniture, cars, clothing etc. May results of these studies show that the effectiveness of the use 

of ROO cues differs across these products than it is also important to investigate why ROO 

cues are having a stronger influence on some products.  
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It would be also interesting to study the difference between the use of COO cues and ROO 

cues. Perhaps there are differences between the effectiveness of COO cues and ROO cues for 

different products. This study shows that for electronic products ROO has a small impact on 

product evaluations so maybe for electronic products COO cues are more effective than ROO 

cues.   

Finally it would be interesting to study if regional products could also have a positive effect 

on the region. This research focused on the effects of ROO cues on the evaluation of products. 

The use of regions in advertisements could also work the other way around. Perhaps a 

regional product also influences the image of a region. Future research should therefore 

examine what the effects of regional products are on the image of a region and if a regional 

product could influence the image of a region in a positive or negative way.  

6.4 Marketing implications 

Brands making use of the region in their advertisement appears to be a very valuable way of 

advertising. For food products and especially for utilitarian food products using region-of-

origin cues in advertisements is a valuable way of advertising and enhances the likelihood to 

buy those products. For brands with a lot of competitors and it is difficult to differentiate on 

functional elements using ROO could be very effective. For electronic products the use of 

ROO is found to be much less effective and brands should therefore cautious with using ROO 

cues in their advertisements for electronic products.  

For food products, wanted to be authentic, using ROO cues is very effective to position their 

products as authentic. According to Napoli et al. (2014) the higher the authenticity rating for a 

brand the more likely it is a brand will be perceived as being reliable and acting with the right 

intentions. So for food products, positioning on authenticity could be very effective and using 

ROO cues could contribute to this largely.  

Finally for brands using ROO cues it is important to realize that when consumers have a sense 

of belonging to a region this positively influences their purchase intention of products 

originating from that region. Brands adapting their advertisements and products on regional 

level for every single region could benefit excellent from the sense of belonging to a region of 

consumers.   
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Appendix A: Online questionnaire pre-test 1 
 

 
For eight products the utilitairan and hedonic product values were measured. In the example below 
the utilitairan and hedonic product was measured for a tablet. The same was done for milk, 
margarine, ice cream, chocolate, a personal computer, a photo camera and a laptop. 
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Appendix B: Online questionnaire pre-test 2 
 

 
 
For four food products the specific regional product image for Eindhoven and Twente was 
measured. In the example below the product-specific regionale image of margarine was measured. 
The same was done for milk, ice cream and chocolate. 
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For four electronic products the specific regional product image of Eindhoven and Twente was 
measured. In the example below the product-specific regionale image of a tablet was measured. 
The same was done for a personal computer, a photo camera and a laptop. 
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Appenxix C: Online questionnaire main study 

 
Consumer saw here one of the eight advertisements. Like the one below. 
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The sense of belonging to a region was only measured in the regional advertisements. For the 
regional advertisements of Eindhoven the sense of belonging to a region for Eindhoven was 
measured. For the regional advertisements of Twente the sense of belonging to a region for 
Twente was measured.  
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For the all the food products, margarine and ice cream, the product-specific regional images were 
measured for Twente and Eindhoven.  An example of margarine is displayed below. If respondents 
saw an advertisement about margarine the product-specific regional image of margarine was 
measured if respondents saw an advertisement about ice cream the product-specific regional 
image for ice cream was measured.  

 

 

For the all the electronic products, a pc and tablet, the product-specific regional images were 
measured for Eindhoven and Twente.  An example of a tablet is displayed below. If respondents 
saw an advertisement about a tablet the product-specific regional image of a tablet was measured 
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if respondents saw an advertisement about a pc the product-specific regional image of a pc was 
measured. 
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