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Sammanfattning

Denna studie undersöker om det finns en skillnad i hur mycket de kognitiva, affektiva och

normativa  aspekterna  av  ursprungslandets  effekt  påverkar  konsumenterna  i  deras

utvärderingsprocess  av  vin.  Vin  valdes  då  det  är  en  produkt  där  ursprungslandet  tydligt

används i marknadsföringen. De tre aspekterna delades sedan in i beståndsdelar för att kunna

mätas.  En  enkätundersökning  genomfördes  utanför  systembolaget  i  Uppsala.  Frågorna

undersökte  till  vilken  utsträckning  beståndsdelarna  påverkade  konsumenterna  i  deras

utvärdering. Resultaten påvisade att det finns en skillnad mellan aspekterna. Den affektiva

aspekten påverkar konsumenterna mer än den normativa aspekten. Vidare tester visade även

att  den kognitiva aspekten kan ha en större påverkan än den normativa aspekten. Sålunda

påvisade forskningsresultatet att hela ursprungslandet i sig självt inte är av primärt intresse vid

praktisk användning.



Abstract 

This study examines if there is a difference to what degree the cognitive, affective and 

normative aspects of the country of origin effect influences the consumer in their evaluation 

of wine. Wine was the product chosen for this study because it is a product that often uses the 

country of origin effect as a tool in its marketing. The three aspects were divided into 

elements to be better suitable for measurement. A questionnaire was handed out to consumers 

outside liquor stores in Uppsala. The questions examined how much the elements influenced 

the consumer in their evaluation of wine. The results showed that there is a difference with 

the affective aspects having more influence than the normative aspects. When further tests 

were conducted, other results illustrate that cognitive aspects can have bigger influence than 

normative aspects as well. These results indicate that it is not the country of origin effect as a 

whole concept that is interesting when it comes to practical use. 

 
Key words: Country of origin effect, cognitive aspect, affective aspect, normative aspect, 

wine industry, marketing  
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Introduction 
In a rapidly changing world where globalization has had its toll, physical distances have 

decreased and national borders have become less significant. This is partly due to improved 

transportation and partly due to new technology (Hill & Hult, 2016). Nowadays, most goods 

offered to consumers in developed countries are not domestically produced. These 

improvements brought by globalization have led to an increased competition and a wider 

variety of goods for the consumer. No longer bound to consume domestically produced 

products the consumer’s evaluation process has become more complex. However some 

studies, (Tomlinson, 2003) indicate that globalization has strengthened nationalistic thinking 

and made the concept of national borders more meaningful. When it comes to business, 

companies can use this to their advantage. One example of this is the concept “country of 

origin effect”. The country of origin effect can be used as a competitive advantage when 

companies are selling products made in a specific country. By better understanding consumer 

psychology and how consumers evaluate products, companies can more efficiently target 

their marketing. 

 

The country of origin of the product has shown to influence consumers on how they evaluate 

it. Since the 1960s, research has shown that when products are nearly identical and the only 

differentiating factor is their origin, it affects the evaluation (Schooler, 1965). Schooler’s 

study was however conducted in an earlier stage of the globalization process, when the world 

was less intertwined than it is today. Although this critique is justified, more recent studies 

have also shown that country of origin is a factor in the evaluation process (Forbes, 2014). 

 

In a marketing perspective, companies are aware that the country of origin can play a role in 

the consumer's evaluation of a product. This is shown where the origin of a product in some 

cases is very well shown. Some examples are Volvo that in their commercials in Sweden has 

Swedish celebrities starring and a text that says “Made by Sweden”. Another clear example is 

wine where the origin is being displayed not only on the bottles but also on the shelves. This 

study will focus on wine since it is a product where the country of origin effect plays a big 

role (Forbes, 2014). This is due to many wine manufacturers using the country of origin 

effect in their marketing. A previous study was made that asked consumers who had just 

purchased wine if they knew the origin of it (Forbes, 2014). The survey concluded that 83% 
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of the consumers were aware of the country the wine they bought came from.  This shows 

that wine is a product where the country of origin effect can be of importance.  

 

In 1989 Obermiller and Spangenberg distinguished three aspects of the country of origin 

effect that later has been referred to in many articles. These aspects were classified as 

cognitive, affective and normative. That is the perceived quality of a product due to its origin 

country, emotional values the origin country brings and the norms of the society towards the 

origin country (Obermiller & Spangenberg, 1989). However these aspects are vague and at 

times it can be hard to classify certain attributes to specific aspects. They studied the concept 

in its whole and there has been a lack of further research about each of these aspects 

separately (Verlegh & Stenkamp, 1999).  

 

Although the three aspects have been discussed in recent literature, few have measured them 

independently. One exception of this is Bolliger (2011) and his study on consumer’s 

willingness to pay in relation to domestic and foreign produced food. The study measured the 

three aspects for chicken and strawberries and concluded that the cognitive cues (quality and 

taste) increased consumer’s willingness to pay the most (Bolliger, 2011). To what degree the 

research findings of the Bolliger study is applicable to other types of products is hard to 

determine and further studies needs to be made according to him. It is possible that the 

importance of the aspects differs between products. Apart from the Bolliger study few if any 

studies have researched the aspects independently. What other studies have concluded is that 

these three aspects are what country of origin consists of (Obermiller & Spangenberg, 1989, 

Verlegh, Steenkamp, 1999) rather than how much they each influence the consumer. Using a 

different product than in the Bolliger study will further explore the country of origin effect. 

By looking at these three aspects individually and to what degree they influence consumers 

compared to one another, it can give a better understanding of the concept. Additionally this 

will provide extra knowledge to theories and models made for further research. For practical 

use, this kind of knowledge could help companies better specialize and target their marketing.  
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Purpose 

Obermiller & Spangenberg developed a framework for the country of origin effect consisting 

of cognitive, affective and normative aspects. This study aims to further develop that research 

by examining the influences of the three aspects on the consumer. A majority of studies have 

focused on other issues of the country of origin effect and not used Obermiller and 

Spangenberg’s theoretical framework. Those studies have not measured and compared the 

influence of the country of origin effect on the consumer for specific products.  The chosen 

product this study aims to research is wine, due to its clear use of country of origin in its 

marketing. 

 

Research question 

 

Is there a difference to what degree the cognitive, affective and normative aspects of the” 

Country of Origin Effect” influence the consumer in the evaluation of wine?  

Disposition 

The next section describes in short the previous research made and the origin of the concept 

of the country of origin effect. After that it will present theory for the aspects of the 

framework and describe them in more detail. Following the theory is the method section 

where it is described how this study was made in terms of data collection and sampling. After 

that the results section is measuring the findings from this study. The analysis discusses the 

findings, their meaning and what they could be of use for. Finally, a concluding section is 

presented including implications for further research. 
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Theory 

The country of origin effect as a concept 

The country of origin plays a role in consumer's evaluation of a product by affecting their 

perceptions towards it. Research has shown that there is a correlation between the perception 

towards the country and the products from it (Schooler, 1965). However, the country of 

origin effect is only one of several factors consumers take into consideration while evaluating 

a product. As a result, customers are often not willing to pay a premium price simply because 

of the country of origin. Price as an example is an important factor in the evaluation process, 

especially when it comes to the purchase decision. Hence, the country of origin effect is thus 

not the sole factor which determines how a consumer evaluates a product (Agrawal, 

Kamakura, 1999). 

 

According to previous research, the image of a country does not only affect consumers’ 

perception of products from the country, but also previous experience of that country’s 

products help form their country image (Schooler, 1965). The image of a country has impact 

on consumer’s evaluation of products from that country. Simultaneously the evaluation of 

products from a country also has impact on consumer’s image towards that country thus it's 

bidirectional. This study however focuses on the former where the image of a country has 

impact of consumer's evaluation of products from it. 

 

The country of origin effect has been described by the Halo-effect and Summary Construct. 

They explain the existence of the country of origin effect and why it has influence on 

consumer’s evaluations. The Halo-effect is built on the assumption that country image 

primarily influence the consumer if they are unable to asses the quality of the product. The 

attributes the consumer connects with the country thus becomes a substitute for the missing 

information (Han, 1989). To illustrate this; if a consumer has little knowledge about a wine 

from Germany, other attributes from Germany such as the consumer’s perception about the 

high quality of German manufacturing, can lead the consumer to assume that also this wine 

contains this positive attribute. The Summary Construct argues that previous experience and 

knowledge about products from a country affects the attitudes and evaluations towards 
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products from that country. Depending on if the consumer has previous experience of 

products produced by the country or not, either the Halo-effect or Summary Construct is 

applicable. When it comes to first-time consumers of a certain product, the Halo-effect 

explains the concept but when it comes to consumers with experience of similar products 

from the country, the Summary Construct does it (Han, 1989).  

Previous research 

The concept of the country of origin effect was first researched in the 1960s. In a study from 

1965, Schooler established the existence of country of origin effect by testing it. The study 

was conducted in Guatemala and examined how different groups of students responded to 

products with false labels from Mexico, Costa Rica, El Salvador and Guatemala. The study 

concluded that the respondents had a more positive attitude towards products produced on the 

home market and in Mexico than they did towards products produced in El Salvador and 

Costa Rica (Dinnie, 2003).  

 

During the 1970s and 1980s more in depth research was conducted. However no theoretical 

framework had been developed for the country of origin concept. Obermiller and 

Spangenberg criticized previous research in their 1989 paper for not using a general 

framework. Instead they were too product-, country- or sample specific. Obermiller and 

Spangenberg’s article was thus an attempted to develop a general theory. Their framework 

built on the idea that the country of origin effect consists of three aspects. Consumers then 

use these three aspects when evaluating a product (Obermiller & Spangenberg, 1989). 

 

In the 1990s the Obermiller and Spangenberg theoretical framework was further developed 

by Verlegh and Steenkamp. They argued that the distinction between the aspects was blurry 

and the country of origin effect could be caused by several of them. They also argue that 

country of origin has a larger impact on the perceived quality of a product rather than on the 

buying intention. Furthermore, they concluded that ethnocentrism has a big impact on 

consumers and they tend to have a more positive perception towards domestic than foreign 

products which is in line with Schooler´s findings (Verlegh & Steenkamp, 1999).  

 

In 2011 Conradin Bolliger published a study on why consumers tend to buy domestically 

produced food products. The study used the Obermiller and Spangenberg’s framework to 
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analyse which of the three aspects affected the consumer’s willingness to pay the most. The 

study concluded that the cognitive que had the biggest effect on Swiss food consumers 

(Bolliger, 2011).  

 

The previous research with its findings is shown in table 1. 

Table 1: Previous research 

 

Authors Year Published Findings 

Schooler  1965 Establish the existence of country 
of origin through testing 

Obermiller and Spangenberg 1989 Establishes a framework that the 
country of origin effect consists of 
three aspects 

Verlegh and Steenkamp 1999 Further develops the framework 
and bigger impact on perceived 
quality than the buying intention 

Bolliger  2011  Cognitive aspect predominantly 
affects Swiss consumers 
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The cognitive, affective and normative aspects 

The previously mentioned theoretical framework by Obermiller & Spangenberg in short 

describes that cognitive aspect are when the country of origin effect have influence on the 

perceived attributes of a product in regards to quality and taste and other cognitive elements. 

The affective aspect consists of emotional values connected to the country of the product, 

such as previous experiences and feelings. The normative aspect consists of existing norms in 

the society towards certain countries and is reflected on the product (Obermiller & 

Spangenberg, 1989). These three aspects should not be seen as independent since they are 

interacting with each other. Therefore it is important to understand that all three aspects can 

influence the evaluations (Verlegh & Stenkamp, 1999). To what degree is however not stated.  

 

Also worth noting is that the country of origin effect does not have to be positive. A positive 

country image can lead to the consumer associating positive attributes to the product. When it 

comes to a negative country image, negative attributes are associated with the product 

(Obermiller & Spangenberg, 1989).  

 

For the country of origin effect to be able to have influence it is necessary that there is a clear 

origin country. For hybrid products made from parts from several different countries the 

origin country is not always clear (Obermiller & Spangenberg, 1989).  

Cognitive aspect  

The cognitive aspect of the country of origin effect influence the evaluation of product 

attributes. In more simple terms this means that the country image reflects beliefs on how 

well the product will function and work. These attributes can range from manufacturing 

quality to quality of design depending on what type of product is in question. They work as 

substitute information which reduces the perceived risk. Such substitute information often 

regards the reliability, safety and durability of the product. If there is little information about 

a product or if it is made from an unknown company, the consumer will often prioritize 

quality. As a result the country of origin effect tends to be less influential on well known 

brand products (Adina, et. al 2015).  

 

Furthermore, Verlegh and Steenkamp conceptualize the cognitive aspect in their research 

paper by addressing the tech industry. For the production of high-tech goods, a well educated 
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work force is necessary. Consumers therefore assume such products hail from highly 

developed countries. An illustrative example they use is German auto-mobile manufacturers. 

German cars are considered to be of a high quality due to the country being renowned for its 

engineerical achievements (Verlegh & Steenkamp, 1999). 

Affective aspect 

The country of origin does not only influence the consumer's cognitive perception of a 

product's but also triggers an affective aspect in the evaluation process. The consumer can 

have an affective bond with a certain country which generates affective emotions. Reasons 

for such a bond can range from past experiences such as a trip to a specific country or 

encounters with a person from that country. Factors including but not limited to these can 

affect how a consumer evaluates a product (Verlegh & Steenkamp, 1999). Obermiller and 

Spangenberg illustrate this by describing how an Arab-American person finds an Israeli 

product to be superior but is still negative towards it because of the fact that the product 

comes from Israel. This shows country of origin can also work in a negative way; however 

these affective connections with a country mostly work when the feelings for the country are 

very substantial. The affective factors are more affected by your own thoughts than the 

cognitive factors. It needs a connection that is strong as a stereotype which overrules the 

quality and attributes of a product (Obermiller & Spangenberg, 1989). The affective aspect 

has influence on national feelings like ethnocentrism and pride towards consumer's home 

country. This shows it can be a way to express oneself and show belonging and give a certain 

image. An example of this is Indian customers who in some cases prefer products with 

“western” origin as it symbolises a certain type of lifestyle and social status. It worked 

because there was an appreciation towards “western” lifestyles (Verlegh & Steenkamp, 

1999). 

Normative aspect 

The normative aspect of the country of origin effect consists of the norms of the society. 

Expectations from society in combination with the consumers desire to adhere to the 

collective norms influences the consumer. If there are norms regarding a country it can 

influence the evaluation of a product without changing the cognitive and affective beliefs of 

it. Swedish consumers can for example purchase a Swedish table even though they believe 

Danish tables are superior. If society has norms that could be negative for the product, the 
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company behind the product could try to distance itself from its country of origin or try to 

change the norms of that society (Obermiller & Spangenberg, 1989).  

 

When customers consume they financially support the country which produces the goods. At 

the same time to choose to not buy a product from a specific country can be an act of not 

supporting the country. Therefore this becomes an active decision for some consumers. For 

example there are Jews who refuse to buy goods made in Germany due to the atrocities 

committed by the Germans during the Second World War. In the same way some Chinese 

consumers refuse to buy products produced in Japan due to the recent history between the 

countries (Verlegh & Stenkamp, 1999). 

 

The aspects of the country of origin effect can in turn be divided up into a large number of 

elements which best could be described as the “inputs”. Figure 1. Below is a simplification of 

the construct of the country of origin effect. The concept consists of three aspects which then 

are divided into elements. In this study the elements where the different “qualities” that 

measured each of the aspects in the questionnaire for example “taste” or “human rights”. 

Figure 1. 
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Method 
To answer the research question, this study uses a mono method quantitative study (Saunders, 

2016, p. 166). Quantitative data was collected through a survey which was handed out to 

consumers outside the Swedish government operated liquor store “Systembolaget”. It is an 

exploratory study that has a deductive approach; it uses data to test a theory (Saunders, 2016, 

p. 166). The results were then put into an electronic data sheet to get a good overview and to 

see if there were any differences between the aspects an ANOVA-test was conducted. 

Exploratory research design 

This study is exploratory which means it aims to explain the “what” rather than the “why” in 

regards to the different elements of the country of origin effect. The purpose of this is to give 

an understanding to what degree the aspects of the country of origin effect influences the 

consumer in their evaluation. The reason this study will be exploratory is that no previous 

research has been done on Swedish wine consumers by analysing the elements of the country 

of origin effect. Therefore this type of study is suitable as a precursor for further research 

(Saunders, 2016, p. 175).  

Deduction 

This paper has adopted a deductive approach to answering the research question. It examines 

the relationship between variables and is often used with a quantitative research method. An 

important factor is to have the questions measuring things in a comparable way, for example 

on a scale (Saunders, p. 146). To be able to make conclusions for the whole population, it is 

vital to use a statistically correct sample of sufficient sample size (Saunders, 2016, p. 147). 

This study compares variables (aspects) to a phenomenon (country of origin effect) and 

examines if there is any variety. 

Quantitative questionnaire survey 

Generally, a quantitative study is conducted when standardized questions can be collected. 

It is a good way to examine different variables that can be measured numerically and be put 

up against each other (Saunders, 2016, p. 166). Since this study compares variables to a 

phenomenon, collecting quantitative data is appropriate. In a quantitative study it is important 
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to make sure that the questions are easily understood and that they are understood in a unified 

way from all respondents. Therefore developing a structured questionnaire with clear 

questions is a necessity (Saunders, 2016, p. 174). In order to examine the aspects of the 

country of origin effect a survey was conducted. This research method is commonly 

conducted when the aim is to gather a large amount of quantitative standardized data 

(Saunders, 2016, p. 181). Since this paper aims to study consumer behaviour a large amount 

of data was needed. As a result a qualitative research strategy would have been a less 

effective research method. After analysing the different trade-offs of various potential 

research methods, a survey study was decided upon. By conducting this kind of study, the 

necessary amount of data could be collected in a time-efficient way.  

 

Another benefit of using this data collecting approach was that surveys are often suitable for 

exploratory and descriptive studies (Saunders, 2016, p. 181). The purpose of this study is to 

explore the influences of the country of origin aspects on consumers in their evaluation 

process. As such the benefits of this research approach were in line with the purpose of the 

study.  

 

The questionnaire used in the study was made with few questions. If the length of the 

questionnaire had been too long there would have been a risk that the respondents would not 

have answered in a sincere and honest way (Saunders, 2016, p. 182).  

 

When designing the questions emphasis was given to formulate them so they would conform 

to the research topic, but without being suggestive. Another important factor which had to be 

taken into consideration was that if something was forgotten or unclear there was no way to 

collect additional information retrospectively. Therefore it was of great significance to ensure 

that the questions were correctly phrased (Saunders, 2016, p. 439). 

Primary data 

In this study primary data has been collected through a questionnaire which was handed out 

to consumers. The decision to use primary data was based on the fact that no similar research 

has been conducted on Swedish wine consumers. Due to this study being an exploratory 

study, collecting primary data comes naturally (Saunders, 2016, 316). Bolliger´s results were 

not directly applicable but his study was useful for the design and structure of this.  
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Consumer evaluation versus buying decision 

In the Bolliger study, willingness to pay was used as a dependent factor. It measured if 

consumers were willing to pay more for domestically produced food. This research paper 

studies what aspects of “the country of origin effect” consumers take into account in their 

product evaluation process and further examine the country of origin effect phenomenon. 

Country of origin is one of several factors the consumers take into consideration. Previous 

research has concluded that factors such as price and quality might play a larger role in the 

buying decision (Dinnie, 2003). Therefore to compare the country of origin effect to other 

factors would not be to research something as original. The fact that price and quality might 

play a bigger role in the buying decision does however not mean that country of origin effect 

does not influence the consumer. When using buying decision as a factor the influences of a 

negative country image is missed. If a consumer does not choose to buy a product, it can be 

either because the country of origin effect has influenced him / her in a negative way or 

because the country of origin effect having no influence. By instead looking at the product 

evaluation the negative influences of the country of origin effect can better be captured.  

 

Furthermore consumers can evaluate a product highly but still not purchase it. Critique about 

the evaluation as a variable is that it is not directly applicable for companies. If an aspect is 

shown to have a high degree of influence on consumer’s evaluation, it does indicate if it is a 

positive or a negative influence which willingness to pay does. Lastly, country of origin has 

proven to play a larger role when evaluating a product and a lesser role for actual purchase 

intentions (Verlegh, Steenkamp, 1999). This further adds to the argument about using product 

evaluation rather than the buying decision. 

Operationalization 

All of this leads to the design of the questionnaire. The first questions of the questionnaire are 

control variables (Saunders, 2016, p. 179) and focus on the respondent's, age, occupation, 

gender and average spending on wine. The last question on page one, regards the consumers 

perception to what degree they are influenced by the country of origin effect. The country of 

origin effect has proven to be more influential in product evaluation than buying decision by 

asking the consumer about their perceived influence it indicates whether or not they actively 

are influenced by the country of origin effect.  
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The second part of the questionnaire focuses on the three aspects of the country of origin 

effect and the elements it consist of. These questions have been phrased so they either capture 

a cognitive, affective or normative aspect. There are four questions for each of the aspects.  

Since some elements can be vague and can be classified as belonging to several aspects, it 

was important to choose elements that were on the end of the spectrum. To illustrate this 

ambiguity; an element such as “ecological” could be considered a cognitive, affective or 

normative aspect. If the consumer values things such as superior health and taste caused by 

ecological reasons, it should be classified as a cognitive aspect. Meanwhile, if it was the 

norms in society which formed the customer’s perception that goods from the country should 

be consumed due to its sustainability, it should be considered a normative aspect. To combat 

this we looked at how previous researchers had formulated their questions and what elements 

they had used. 

Sample 

To get a mean similar to the mean of a normally distributed sample at least 30 respondents 

were necessary (Saunders, 2016, p. 281). The questionnaire for this study was handed out 

outside the liquor store (Systembolaget) and filled in by 50 respondents. Since a sampling 

frame was not available, a non probability sample was used. Statistical inferences was thus 

only applicable for the sample and not the whole population (Saunders, 2016, p. 276). For the 

general category that includes all respondents, the data collected was sufficient. However 

when it was further measured and divided into categories, the number of respondents are 

lower and the results can not be seen as statistically significant but rather as an indicator.  

 

The questionnaire was handed out to respondents outside two liquor stores. One in Kvarnen 

and one in Gränby Centrum, both located in Uppsala. Both stores are located in shopping 

malls where there are a lot of people. It were handed out both during the day and later in the 

evening to get a diversified sample. All the respondents were anonymous.  

Data analysis 

The data collected through the survey was processed before the results were presented in this 

research paper. By doing this, tables and graphs could easier be made which improved the 

general overview. A series of one-way analysis of variance (ANOVA) -tests were conducted 
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to see if there were any differences. The common factor for all tests was that they used a 

significance level of 95 %. When conducting the ANOVA-tests, hypotheses were used. The 

null hypothesis (H0) was that there was no significant difference between the effects. The 

other hypothesis (H1) was that there were a difference between the aspects and thus a 

rejection of the null hypothesis (Saunders, 2016, p. 537). Since the significance level was 95 

% the critical p-value from our results were 0, 05 and a value less than that therefore meant 

that the null-hypothesis was rejected. If the ANOVA-tests showed that there was a 

statistically significant difference, a post hoc Tukey-test was made to see which of the aspects 

differed. When conducting the test each aspect was given a numeral to simplify the use of the 

program. Cognitive was given number one, affective number two and normative number 

three. 
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Results 
A series of ANOVA-tests were made. Depending on the respondents perceived influence of 

the country of origin effect which was question five on the questionnaire they were classified 

into three different groups. If the respondents answered that the perceived influence was one 

or two, they were placed in the group: “small”. Respondents who answered three to five were 

placed in the group “medium” and respondents who answered six or seven were placed in the 

group: “High”. The “general” category includes all respondents. 

General 

For all of the respondents the ANOVA-test gave the result of a p-value of 0,023 which is less 

than 0, 05 hence the null-hypothesis could be rejected. H1 was accepted which showed that   

there was a statistically significant difference between the aspects.  

 

 

ANOVA-test for the “general” category.   
 
In the post hoc Tukey-test, the results showed that there was a statistically significant 

difference between the affective and normative aspects. The results showed 0,024 which was 

less than 0, 05 and therefore proved that the normative aspect had a lower effect on the 

evaluation than the affective aspect. There was no other statistically significant difference 

between the aspects. 
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Tukey-test for the ”general” category. 
 
Small 

For the respondents that answered 1-2 on the question regarding how much the country of 

origin influence them in their evaluation of wine, they were classified as answering that it had 

small effect. As can be seen in the ANOVA-test there were no differences between the effects 

(0,973>0, 05). The Null-hypothesis was accepted. Since there was no difference shown in the 

ANOVA-test no post hoc Tukey-test was conducted. 

 

 

 
ANOVA-test for the “small” category. 

Medium 

The respondents that answered 3-5 on the question about how much the country of origin 

influenced their evaluation of wine were classified as answering that it had a medium effect. 
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The ANOVA-test showed that there was a difference between the aspects with a p-value of 0, 

01 (0, 01<0, 05) which was the lowest p-value of all the tests. The null-hypothesis was 

thereby rejected. 

 

 
ANOVA-test for the ”medium” category. 
 
Sine the null-hypothesis was rejected a post hoc Tukey-test was conducted. The results from 

this test showed that the difference was between the affective and normative aspects with the 

former being higher than the latter (0,007<0, 05). For the medium group the affective aspect 

thus had a bigger influence than the normative on consumers when evaluating wine. There 

was no other difference between the aspects (0,253>0, 05, 0,279>0, 05). 

 
 
Tukey-test for the ”medium” category. 
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High 

The respondents that answered 6-7 on the question about how much the country of origin 

influence their evaluation of wine were classified as answering that it had a high effect. The 

ANOVA-test shows that there was a difference between the aspects with a p-value of 0, 02 

(0, 02<0, 05). The null-hypothesis was thereby rejected. 

 
ANOVA-test for the ”high” category. 
 

The post hoc Tukey-test results showed that the difference was between the cognitive and 

normative aspects with the former indicating that it was higher than the latter (0,015<0, 05). 

The cognitive aspect had a larger influence on consumer’s evaluation towards wine than the 

normative aspect. There were no other differences between the aspects (0, 23>0, 05, 0, 4>0, 

05). 

 

 
Tukey-test for the ”high” category 
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Compilation 

The following table shows a compilation of the results from the ANOVA-tests.  
 

Perceived influence P-value Null-hypothesis 

General 0,023 Rejected 

Small 0,973 Not-rejected 

Medium 0,01 Rejected 

High 0,02 Rejected 

 

 

The following table shows a compilation of the results from the Tukey-tests. 
 

Perceived influence P-value Difference 

General 0,024 Affective>Normative 

Small   

Medium 0,07 Affective>Normative 

High 0,015 Cognitive>Normative 

 

Uncorking the aspects 

The next section will describe the results of each aspect separately measured through the 

elements. Each of the three aspects were divided into four questions each representing one 

element and measured on a scale from one to seven where one was the lowest score and 

seven the highest. By examining the elements individually more specific information can be 

obtained which can be useful for practical use or further research.  As shown in the following 

text, some elements had more impact than others. Since this study asked the question if there 

were any difference between the three aspects, the ANOVA-tests were only conducted 

towards them and not the elements. These results show an indication but are not statistically 

significantly approved. The numbers shown are the general mean values for each element. 
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Cognitive elements 

The questions in the survey regarding the cognitive aspect focused on the following four 

elements: the taste of wine produced in the country, the quality of wine produced in the 

country, the aroma of wine produced in the country and the maturity of wine produced in the 

country. The average mean for the cognitive aspects influence in the product evaluation was 

3, 92 on a seven degree scale. However if each element is analysed individually, the 

divergence of the elements can easily be noted. The first two elements (taste and quality) 

have a considerable higher influence on the consumer than the later two (aroma and 

maturity). While taste scored a mean of 4.35 and quality scored 4.96, aroma scored 3.22 and 

maturity 3.16. This trend was consistent within all age groups although there was some 

variation to the degree. For the age group 20-35, the perceived influence of the cognitive 

elements was lower than that of the average. Meanwhile, for the age group 50 to 65 perceived 

influence for all four elements scored above average. The results for the other two control 

questions about occupation and how much they perceive the country of origin effect to 

influence them in evaluation in general shows more or less the same results with the first two 

affecting some more than the last. 

 

 

Affective elements 

The affective elements which were measured in this study were: previous experiences from 

the country, personal connections towards the country, habit of consuming products from the 

country, and their feelings towards the country of production. The affective aspect’s mean for 

the overall sample population was 4.04, which is slightly higher than that of cognitive aspect. 

While studying these four aspects independently, differences could also be noted. The first 

question about previous experiences scored a mean of 4.43. While, the second and third 

question regarding personal connections and consumption habits both had a mean of 3.55. 
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The last question regarding feelings scored an average of 4.63. The results were similar when 

compared between different control questions and the scores followed the same 

pattern.

 

 

Normative elements 

The normative aspect was measured through the following four elements: the perception of 

environmental sustainability in the country, the political values towards the country, 

perception of working conditions in the country and the perception of human rights in the 

country. The general mean for the normative aspect was 3.38 which were the lowest score of 

the three aspects. The average for environmental sustainability was 3.78. For political values 

it was 2.84. For working conditions it was 3.43 and human rights 3.47. For the normative 

elements there was a very low divergence with the exception of political values which scored 

the lowest in the entire test. Seen to the different control question one interesting phenomena 

can be noted. Firstly, for the age group 50-65 human rights score the highest. Meanwhile for 

people who’ve identified themselves as retired there is no significant difference between the 

questions.  
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Analysis 
In comparison to the Bolliger study in 2011 empirical differences can be noted. In that study, 

it was concluded that cognitive aspects had the biggest impact on Swiss consumers of food 

products (Bolliger, 2011). This study however concluded that this was only the case for 

consumers who perceived country of origin to have a large influence on them in their product 

evaluation where it had a larger influence than the normative aspect. For the consumers with 

a medium perception and for the total sample population it was instead the affective aspect 

which influenced the consumer more than the normative aspect. A contributing factor to this 

could be that the importance of the aspects might differ between products, countries, 

populations or other variables. Although the influence on different product seems likely, it 

can not be stated and there is also an alternative explanation. Various consumer segments 

emphasize aspects differently. The results also show that there was a large intra-aspect 

fluctuation. Thus it might be of more practical use to study elements and not aspects. Since 

this is a non probability sample, the statistical inferences can only be made about this sample. 

However it gives us a hint for what the actual population's answers might look like. 

Research findings 

The results from the ANOVA-test showed that there was variation among the three aspects of 

the country of origin effect. It scored a p-value of less than five percent giving a significance 

level of at least 95 percent. The null-hypothesis was rejected and it was proven to be a 

statistically significant difference. To answer the research question: Yes, there is a difference 

between the aspects of the country of origin effect. The post hoc Tukey-test showed that the 

affective aspects had a bigger influence on consumers than the normative aspect. There is no 

significant difference between all three of the aspects since the cognitive result’s p-value is 

not below 0.05 towards any of the aspects. Given the results, the cognitive aspect is neither 

statistically significant lower than the normative aspect nor higher than the affective aspect. If 

so was the case it had shown in the Tukey-test. The research therefore only states that the 

affective aspect might influence Swedish consumer’s evaluation of wine more than the 

normative aspects. This means that there can be an added layer to Obermiller & 

Spangenberg´s theoretical framework where the variation of the aspects is measured. More 

layers to it will make it more precise and it can be used for other purposes. The fact that this 
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is the case with wine is not as interesting for further research as the fact that there is a variety 

at all. There are no wine-companies oriented in Uppsala where this study was made and if 

these results were to be used it would probably be elsewhere. 

Comparison of categories  

When looking at the perceived influence of the country of origin effect some noteworthy 

phenomena can be observed. For the consumers who perceived the country of origin effect to 

have a small influence on them all three aspects had a low score and there were no 

differences shown in the ANOVA-test. For the consumers who perceived the country of 

origin effect to have a medium influence the affective aspect had higher influence than the 

normative aspect. Meanwhile for the group with a high perceived influence the cognitive 

aspects had higher influence than the normative. What needs to be taken into consideration is 

that the middle group also had the most respondents which make the general result resemble 

it. If most respondents had a high perceived influence, the cognitive effects had been equal or 

higher than normative on the general results as well. The fact that a large part of the 

respondents had a medium degree of perceived influence does not affect the research results 

validity. Rather, it captures how the general population perceives the influence of country of 

origin and thus is of practical use for marketers. The “overrepresentation” is only a reflection 

of the actual population. For both medium and high the normative aspects had the lowest 

effect. This is also interesting. It may indicate what to not focus on when developing a 

marketing strategy. Both affective and cognitive aspects have shown to have more influence 

on consumers but since no difference was found other than that, knowing what not to market 

can be more useful since both seem to have influence to some consumers. If further research 

would confirm that normative aspects have the lowest effect, it would indicate that it is of 

lowest influence and could be used as a part of the additional theoretical framework. Since 

this study does not take into consideration whether the country of origin effect has a positive 

or negative influence, companies that want to develop a marketing strategy is advised to do 

so with caution. Willingness to pay shows what has the biggest positive influence assuming 

consumers don’t pay extra for negative aspects and is of more relevant use if the results are to 

be used for marketing. The Bolliger study gave the results that cognitive aspects of country of 

origin made consumers willing to pay the most. If this study is compared to that it can not be 

stated that another product gave other results or another country and population gave other 



 
UPPSALA UNIVERSITY   ALEXANDER LAURÉN, VIKTOR SANDSTEDT 
BACHELOR THESIS            AUTUMN 2016 
 

 26  

results but it can be stated that the results vary because one or several of the variations 

between the studies. This indicates that this study is not directly applicable on other products, 

cultures or markets and if used for marketing it should use supplementary research for that 

specific case.  

Comparison of elements 

As previously mentioned this study did not only confirm that there is a variation between the 

different aspects but also indicate that there is an internal variance within them. This is most 

apparent in the cognitive and normative aspects where there in each were two elements that 

scored high and two elements that scored low. This means that it is not the whole aspect itself 

that determines the degree of influence. To simply view the aspects like Obermiller & 

Spangenberg did without taking the elements into consideration thus only presents a 

simplified explanation of how the country of origin effect influences the consumer in the 

evaluation process. Therefore when incorporating the country of origin concept into a 

marketing strategy, companies ought to first analyse what element it is that influences the 

consumers. Their theoretical framework was as stated made for theory and to be used as a 

sheet for further research which it did in this study.  

 

In regards to wine, the elements that had the most effect on consumer’s product evaluation 

were feelings and quality, followed by personal experiences and taste. Companies should 

therefore focus on these when marketing their products if they incorporate country of origin 

into their marketing strategy. By doing so companies can better develop a message that 

attracts consumers. How the evaluation of wine is influenced by the look on human rights in 

the origin country is a normative element that scored a higher mean value than how the 

evaluation of wine is influenced by personal connections towards the country and how the  

origin country influence their perception of the aromas of wine. Those are affective and 

normative elements that show that the elements rather than the whole aspect itself can be of 

more value. For smaller wine producers who do not have the budget to conduct enough 

market research, focusing on the affective or cognitive aspects could be a better cost efficient 

approach than the normative for reduced potential risks. Again for clarity, this is not stated 

since it does not tell whether or not the affective and cognitive elements have a higher 

influence than the normative elements because they are positive or because they are negative. 
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Conclusion 

Most of the country of origin effect research of the past has not focused on the three aspects 

individually and compared them against each other. Therefore this study will further develop 

the theoretical framework and can be of practical use for companies. According to other 

research, 83 % of consumers know the origin country of the wine they have purchased 

(Forbes, 2014).  Based on this, wine is a suitable product to a first study on. For other 

products where the consumers have less awareness of the origin country, researching this 

concept might not be useful. 

 

The purpose of this study has been to examine if there is a difference to what degree the 

aspects of the country of origin effect influence the consumer in the evaluation process of 

wine. The ANOVA-tests showed that there is a statistically significant difference and the 

null-hypothesis could therefore be rejected. The post hoc Tukey test later confirmed that the 

affective aspects had a larger influence on the consumers than the normative. 

 

When the consumers were categorized after their perceived degree of influence by country of 

origin another pattern was noticeable.  The ANOVA-test for the group who claimed it had a 

small influence could not reject the null hypothesis. Meanwhile the null hypothesis could be 

rejected for both the medium and high group. On these two groups post hoc tests were later 

conducted which confirmed that for the medium group affective aspect had higher influence 

than normative aspect. For high the test confirmed that the cognitive aspect had higher 

influence than normative. The general result was different from the high-category which 

might be the category of interest for firms whom incorporate country of origin into their 

marketing strategy. When studying the elements of the aspects this study also noted that there 

is a variation in the degree of influence different elements have on the consumer.  

 

Although somewhat unpractical, solely focusing on the elements could be of even greater 

interest for firms. According to the data collected for this paper, the two elements which 

influenced the consumer the most were quality and personal feelings. However due to the 

vast number of elements this can be unpractical and thus measuring the aspects can have its 

purpose. Also important to take notice of is that the degree of influence from the elements 

might differ depending on the product. This opens up opportunities for further research.  
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Further research and method criticism 

Some elements have gotten higher results than others and finding elements that had scored 

even higher had been more relevant and open questions about what the consumers thought 

had the highest influence and then categorized it, in line with the Bolliger study would have 

been another way to conduct the study. To first make a study about the most relevant 

elements and then conduct a similar study to this would be advice for future research. 

 
Researching a wider variety of products had shown if there was a difference between 

products. This study compares the result with a study made in another country with many 

factors that could have been the depending factor and it can not determine whether or not it 

actually is different between products. By doing so it could also have seen possible 

similarities and patterns. 

 

Doing a study with a larger sample size would have given even more statistically significant 

results. If it was made in several cities and with a larger sampling size it could not only verify 

the research findings even more but it would also better represent the national average.  

 

This study focuses on exploring if there is a difference between the three aspects. It does not 

however try to explain why that is. A recommendation would therefore be that studies are 

being conducted which researches the phenomena explored in this study. By doing so a better 

understanding could be developed of what really influences the consumer in the evaluation 

and how companies’ best can exploit it. It would be studies about consumer psychology and 

behaviour.  
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Appendix 
 
Enkät gällande ursprungslandets påverkan på konsumenters produktutvärdering. 
 

 

1. Ålder 

 

20-30  30-50  50-65  65+ 

 

 

 

2. Vad är din sysselsättning? 

 

 Studerar  Arbetar  Pensionerad  Annat  

 

 

 

3. Kön 

 

 Man   Kvinna   

 

4. Hur mycket brukar du ungefärligt betala för en flaska vin? 

 

 

_______________________________ 

 

 

5. Hur stor betydelse har vinets ursprungsland när du utvärderar det? 

 

 Lite  1 2 3 4 5 6 7  Mycket 
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Hur mycket påverkar vinets ursprungsland din uppfattning av följande aspekter? 

 

Hur mycket påverkar vinets ursprungsland din uppfattning om smaken på viner därifrån? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkar vinets ursprungsland din uppfattning om kvalitén på viner därifrån? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkar vinets ursprungsland din uppfattning om aromen på viner därifrån? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkar vinets ursprungsland din uppfattning om mognaden på viner därifrån? 

Lite  1 2 3 4 5 6 7  Mycket 

 

Hur mycket påverkas din uppfattning om ett vin av dina personliga erfarenheter från dess 

ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkas din uppfattning om ett vin av dina personliga anknytningar till dess 

ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkas din uppfattning om ett vin av dina konsumtionsvanor av produkter från vinets 

ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkas din uppfattning om ett vin av dina personliga känslor till dess ursprungsland? 
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Lite  1 2 3 4 5 6 7  Mycket 

 

Hur mycket påverkas din uppfattning om ett vin av synen på miljön i vinets ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkas din uppfattning om ett vin av dina politiska värderingar gentemot vinets 

ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

 

Hur mycket påverkas din uppfattning om ett vin av arbetsförhållandena i vinets ursprungsland? 

Lite  1 2 3 4 5 6 7  Mycket 

 

Hur mycket påverkas din uppfattning om ett vin av synen på mänskliga rättigheter i vinets 

ursprungsland? 

     Lite  1 2 3 4 5 6 7  Mycket 

 
 
 


