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Abstract:The objective of the present research is to examine origin bounded brand equity 
from a consumer perspective using disconfirmation of expectations approach. Origin equity 
was conceptualized in this paper as a combination of origin awareness and origin 
associations. Repeated measure Anova is used to analyse origin equity. Binary logit was 
used to get insight to the associations made to origin and demographics the effect in 
choosing one or other association. Disconfirmation of expectations theory comforts the use 
origin bounded equity as an extension of. customer brand equity Binary logit shows that 
expectations are not related to the associations made to origin while demographics show a 
significant effect. Older people associate origin with better taste, high income and young 
people relates origin with traditional aspects, low educated people with safety issues and 
females with high nutritional values. The Consumer based origin equity approach give 
insights in the process of product management and its success in the market. CBOE will 
help producers to better understand consumer behavior and increase the perceived 
performance of the product and consider the best differentiation quality scheme that fits to 
these preferences. 
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1 Introduction  

Orǐin equity is important due to the competitive advantǎe con̋erred by the 
imǎe ő a ̌eǒraphical area. Several researches have been ̋ocused on orǐin and 
the impact ő the later in brand equity but ̋ew ő them have considered orǐin 
equity separately. Brands can compete on product attributesĽ priciň and 
distributionĽ but a unique orǐin that encompasses inimitable resources at the core 
ő a product is a more loň term driver ő ̋uture marketiň action (SpielmannĽ 
β01Ő). Accordiň to (SpielmannĽ β01Ő) orǐin bounded brands (OBBs) are de̋ined 
as brands that use orǐin as their unique selliň proposition.  

Brand equity is considered as the most valuable assets that a company has (BestĽ 
β01β). Hǐh brand equity levels are known to lead to hǐher consumer pre̋erences 
and purchase intentions (CobbľWaľrenĽ RubleĽ & DonthuĽ 1řřő). Accordiň to 
Keller`s model (KellerĽ β001)Ľ customerľbased brand equity model (CBBź) can 
assist in the process ő brand manǎementĽ planniňĽ implementiň and brand 
stratěies interpretation. This model can be used also to understand the e̋̋ect ő 
consumer characteristics in expectations and orǐin equity.  

As previously mentioned rěion ő orǐin is used as a unique selliň position as 
considers the quality ő a product inherent to its ̌eǒraphical area. Hǐh orǐin 
equity lay behind the quality product schemes ő źurope such as the denomination 
ő orǐin (protected denomination ő orǐin PDO and ̌eǒraphical indications żI). 
Accordiň to ŻarquharĽ (1řŘř)Ľ the same asĽ hǐh brand equity briňs an 
opportunity ̋or:1)success̋ul extensionsĽ β)resilience ǎainst 
competitorsĽγ)promotional pressures and Ő)creation ő barriers to competitive 
entry the same ̋unctions are per̋ormed by the place brandiň stratěies such as 
żIs. żeǒraphical indications the same as brandsĽ establish their unique identity 
and awarenessĽ creates cǒnitive associationsĽ create a positive response and 
sustainable relationship with consumers. A conceptual ̋ramework ̋or measuriň 
customer orǐin based equity is developed to provide an intěrative 
conceptualization ő orǐin equity. This construct can be used to analyse 
denominations ő orǐin ̋rom a consumer perspectiveĽ their equity and the 
sustainability ő these quality schemes in the źuropean market and abroad. This 
paper is structured as it ̋ollows: ̋irst section deals with literature review and ̌ives 
insǐhts in the concept ő brand equity and how brand equity can be extended to 
orǐin equity. Second section presents the research desǐn and statistical analysis. 
Results are presented in the ̋ourth section and the paper concludes with discussion 
and conclusions. 
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2 Literature review  

Brand equity is de̋ined as the set ő associations and behaviours on the part ő 
brand’s consumersĽ that permits the brand to earn ̌reater volume or ̌reater 
mařins than it would without the brand nameĽ and that ̌ives the brand a stroňĽ 
sustainable and di̋̋erentiated advantǎe over competitors (LeuthesserĽ KohliĽ & 
HarichĽ 1řřő). Accordiň to AakerĽ (1řř6) brand equity can be expressed in a 
potential price premiumĽ in loyal consumersĽ perceived comparative qualityĽ 
perceived brand leadershipĽ brand awareness etcetera. The same as brand equityĽ 
orǐin equity derives ̋rom the di̋̋erence ő orǐin cue assets and its liabilities. 
Althoǔh a variety ő ̋actors could in̋luence and create orǐin attribute assetsĽ 
some ő them are the same with brand assets and makes the components ő 
customer based orǐin equity (CBOź). AwarenessĽ in̋ormational valueĽ źmotional 
connectionsĽ price premiums and loyalty are some ő the mentioned brand assets 
(BestĽ β01β). Awareness extended to orǐin means that rěions with high 
awareness can more easily introduce new products under the umbrella ő the 
rěion ő orǐin because they are hǐhly recǒnised by the consumer. Concerniň 
in̋ormational value, several authors have considered the orǐin as added 
in̋ormationĽ product orǐin serves as stimulus helpiň consumer to evaluate the 
product (Bilkey & NesĽ 1řŘβ). In addition consumers makes little e̋̋ort in product 
evaluation process and reduces the perceived risk (Acebron & DopicoĽ β000).The 
value that a stroň orǐin creates ̌oes beyond ̋unctional bene̋its includiň 
psycholǒical bene̋its especially when orǐin is linked to ̋ood sa̋ety issues 
(DentoniĽ TonsorĽ CalantoneĽ & PetersonĽ β00ř). Several authors consider orǐin 
as a cǒnitive cue used by consumers to in̋er belie̋s rěardiň product attributes 
which mǐht be experience attributes (taste) and credence attribute such as ̋ood 
sa̋ety (Verleǐh β001)(DentoniĽ TonsorĽ CalantoneĽ & PetersonĽ β00ř; IttersumĽ 
β001; Ste̋aniĽ RomanoĽ & CavicchiĽ β006; Van der LansĽ IttersumĽ De CiccoĽ & 
LosebyĽ β001)(IttersumĽ CandelĽ & MeulenbeřĽ β00γ). Also an orǐin that relates 
to consumers on an emotional level can be considered as hǐhly valuable assets. 
Żuthermore associations such as uniqueĽ exclusiveĽ authentic and typical when 
re̋erriň to ̌eǒraphical orǐin are ̋ounded (StolzenbachĽ BredieĽ ChristensenĽ & 
ByrneĽ β01γ)(PhilippidisĽ KakaroǔlouĽ & Sanjuan β00β).  

The ability to have price premiums is a valuable asset too. Price premium is 
de̋ined as the amount a customer will pay ̋or the brand in comparison with 
another brand ő̋eriň similar bene̋its and it may be hǐh or low and positive or 
něative dependiň on the two brands involved in the comparison (AakerĽ 1řř6). 
Several authors studied the price premiums ̌enerated by orǐin (Bollǐer & 
RévironĽ β00Ř)ĽBrǔarolasĽ et al β010)(CortinasĽ ChcarroĽ źlorzĽ & VillanuevaĽ 
β007)Ľ (Kokthi&KrujaĽβ016)Ľ(Peterson Jolibert 1řřő)Ľ(MenapaceĽ ColsonĽ 
żrebitusĽ & ŻacendolaĽ β00ř) (Tudoran & OlsenĽ β016).  

However rěion ő orǐin can also incur liabilities due to a) consumer 
dissatis̋actionĽ b) reputations destructionsĽ c) not uni̋orm practicesĽ d) něative 
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associations created by the ̋alse name rěion claim etcetera (Kokthi et al β016). 
Accordiň to (BestĽ β00ř) althoǔh many marketiň stratěies are e̋̋ective in 
attractiň new customersĽ the business that satis̋ies them completely is the 
business that will keep them. Consumer satis̋action is a ̋orward lookiň indicator 
to a product success that measure how well consumer will respond to the product 
in the ̋uture (BestĽ β00ř). A not dissatis̋ied consumer can produce several 
economic consequences that lower prőits and it can be worse when they 
communicate their dissatis̋action to others. Althoǔh not everyone who hears an 
un̋avourable in̋ormation is a potential buyerĽ the level ő něative 
communication makes new consumer attraction more di̋̋icult and expensive 
(BestĽ β00ř). To prevent a poor reputation develop ̋rom a mouth to mouthĽ 
producers eňǎe in complaint processes. However in countries where the 
in̋rastructure ő product complaints is not well developed this may not be a viable 
solution. Perceived qualityľaccordiň to (AakerĽ 1řř6) perceived quality 
synthesize all the perceptions and associations related to a ̌iven brand. This then 
raise the need to measure perceived quality since it is a ̌ood indicator ő equity.  

In the process ő product evaluation when consumers taste a ̋ood product their 
perceptions are őten biased by preconceived ideas about the product 
(Schi̋̋ersteinĽH β001).These preconceived ideas are what we are expectiň ̋rom 
the product to per̋orm in reality and sensory perceptions are not independent ̋rom 
sensory expectations derived ̋rom the extrinsic cue (Deliza R & MacŻie H.J.HĽ 
1řř6; D’HautevilleĽ ŻornerinoĽ & PerroutyĽ β006; D’Hauteville et al.Ľ β006; 
LaňeĽ Martin C.Ľ Chabanet C.Ľ Combris P.Ľ & Issanchou SLĽ β00β; Schi̋̋erstein 
& MojetĽ 1řřř; Siret & IssanchouĽ β000)(CaporaleĽ PolicastroĽ CarlucciĽ & 
MonteleoneĽ β006)(Stolzenbach et al.Ľ β01γ) (LǎerkvistĽ NormannĽ & 
ÅströmĽβ017). Schi̋̋erstein HĽ (β001)Ľ provides a set ő γ alternatives to isolate 
sensory ̋rom no sensory pre̋erences: 1) Blind test with the productĽ β) 
źxpectation test which provides non sensory in̋ormation and γ) Żull in̋ormation 
test (provision ő sensory and no sensory in̋ormation rěardiň the product). The 
di̋̋erences between scores or WTP measured respectively in the blindĽ 
expectation and ̋ull in̋ormation can be used to measure orǐin equity. 

 Żull in̋ormation test score(Ż)ľźxpectation score(ź)= Děree ő 
Discon̋irmation 

 źxpectation test score(ź)ľBlind test score(B)=Děree ő incoňruence  

 Żull in̋ormation test score(Ż) ľ Blind test score(B)= Děree ő Response 
shi̋t  

When the in̋ormational process re̋ers to ̌eǒraphical orǐin ő the product it has 
been reported that consumers indi̋̋erent between two products in the blind test 
revealed a stroň sensory pre̋erence ̋or products produced in speci̋ic areas in the 
̋ull in̋ormation test (żuerreroĽ AbadĽ and Ǎuera β001).Accordiň to 
D’Hauteville et al.Ľ (β006) a stroň rěion will be one which sǐni̋icantly 
improves the ̋ull evaluation ő a productĽ i.e. an evaluation that combines sensory 
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and nonľsensory in̋ormation. A weak rěion will be one where the blind 
evaluation prevails; i.e. the rěion name does not sǐni̋icantly a̋̋ect the ̋ull 
evaluation ő a product when compared to blind tastiň.  

The research model of the study and the hypotheses to be tested: 

The ̋ore mentioned assets ő OBBs such as: awarenessĽ in̋ormational valueĽ 
emotional connectionsĽ price premiumsĽ loyaltyĽ perceived quality will be used in 
this research to analyze a brandiň stratěy such as żeǒraphical Indication. Żor 
this purpose the CBBź extended to CBOź model will be used. The objective ő 
this paper is to analyse orǐin equity throǔh equity customerľbased orǐin equity 
(CBOź) and ̋ind i̋ consumer demǒraphics in̋luences orǐin equity or orǐin 
associations. The hypotheses to be tested are as it ̋ollows:  

 
 Orǐin awareness will be evaluated 

throǔh brand dominance and 
recǒnition. 

H1: Consumers will reveal higher WTP for 

the most preferred origin in label test showing 

its recognition and dominance. 
 Orǐin associations will be measured by 

linkiň the pre̋erred orǐin with intrinsic 
or extrinsic attributes ő the product such 
as tasteĽ ̋reshnessĽ ̋ood sa̋etyĽ hǐher 
nutritional values and tradition 

 

H2: Consumer links the most preferred origin 

with different attributes and there is an effect 

of consumer demographics in such linkage 

 Perceived quality will be analyzed usiň 
the incoňruence and response shi̋t as 
the main indicators 

H3: Consumer disconfirms taste for the most 

preferred origin by offering a higher price 

 Orǐin loyalty will be also analyzed 
throǔh the premium price paid  

H4: Consumers will reveal higher WTP for 

the most preferred origin in full test showing 

its loyalty  
Source: Author elaboration  

3 Research methodology  

3.1 Sampling  

The study was conducted in the city ő Tirana (Albania) with βŘő participantsĽ 
70% ő whom were ̋emale and γ0% male. Only cheese consumers were selectedĽ 
the majority ő whom (about Ř0%) buy cheese rěularly. Participants raňed in 
ǎe ̋rom 1Ř to 6ő years old.  
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      Variables Description  Mean  Sd 
żender 0 malesĽ 1 ̋emales  0.6ř 0.Őő 

Ǎe 
Ǎe catěories 1ŘľβŐĽ βőľγŐĽ γőľŐŐĽ ŐőľőŐĽ őőľ6ŐĽ 
6ő+ 

γ.0β 1.γ7 

źducation 
 

źducation levels (Low:1ľŘ years; Medium: Řľ1β 
years; Hǐh: more than 1β years) 

β.γγ 0.66 

Incomes 
źuro/monthly 

(€71ľβ1ŐĽ €β1őľŐβŘĽ €Őβřľ6ŐβĽ €6ŐγľŘő7Ľ €>Řő7) β.Ř 1.β 

You link the extra 
payment ̋or orǐin 
with: 
 

   

Taste 1= no  0=yes 0.γ 0.Ő 

Traditional aspects 1= no  0=yes 0.7 0.Ő 

Table 1. 
Survey variable description 
Source:Author elaboration 

3.2 Research design  

The experimental desǐn places the respondent in three di̋̋erent situations 
rěardiň the level ő in̋ormation provided. ŻirstlyĽ they evaluated the product 
a̋ter tastiň it and ̌ave a price ̋or each ő the cheeses tasted. An openľended 
question was chosen ̋or the purpose ő the study: 

What is the maximum amount of money that you are willing to pay for the cheese 
that you have just tasted? It was explained that their WTP should re̋er not to the 
stated prices they thoǔht the product would cost in the dairy shop (minimarketĽ 
supermarketĽ diary production units) but to their maximum WTP duriň the test. 
SecondlyĽ we presented to the participants a label ̋or each cheese type. The order 
in which the labels were ̌iven was not the same as that ő the cheeses in the blind 
test. The label provides only orǐin in̋ormation. This time the question asked was: 
What is the maximum amount of money that you are willing to pay for the cheese 
that is produced in the region of Gjirokastër, Denmark, Kavaja and Fieri? The 
labels were ő̋ered separately in order to avoid comparison. A second set ő prices 
was rěistered. ŻinallyĽ the participants ̌ave a price ̋or each cheese type a̋ter 
tastiň it ǎain and matchiň each cheese type with its respective label.  

The products used in the experiment are ̋eta type cheeses. żjirokastër cheese is 
produced by mixiň di̋̋erent types ő milk (cowĽ sheep and ̌oat). The processiň 
technolǒy used is traditional. Also selected were two cheese types ̋rom rěions 
that produce important quantities (Żier and Kavajë). The ̋ourth type is a cow’s 
milk ̋eta produced in Denmark. The participant did not have the possibility to 
recǒnize the products in the blind test. Sensory analysis was per̋ormed by 
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serviň small pieces ő cheese. A̋ter the taste experiment each consumer 
completed a questionnaire rěardiň their socioľeconomic characteristics.  

3.3 Data Analysis 

Repeated measure ANOVA is used to analyse the e̋̋ect ő orǐin in̋ormation in 
WTP ̋or the ̋our cheeses tested. The e̋̋ect ő orǐin in WTP is estimated as a 
within subject ̋actor as the means that are tested derive ̋rom the same subject 
measured in blindĽ labelled and ̋ull in̋ormation tests with the product . These 
di̋̋erences ő WTP between the blindĽ labelled and ̋ull in̋ormation tests are 
presented as ̋ollows: 1) Żull in̋ormation WTP (Ż)ľźxpectation WTP (ź) = 
Con̋irmation/Discon̋irmation ő expectations ̋or the perceived product; β) 
źxpectation WTP (ź)ľBlind WTP (B) = WTP ̋or product orǐin; γ) Żull 
in̋ormation WTP (Ż) ľ Blind WTP (B) = WTP (e̋̋ect ő orǐin on expectations). 
By usiň the repeated measure ANOVAs we will test simultaneously H1 dealiň 
with recǒnitionĽ dominanceĽ Hγ related to orǐin equity and HŐ linked to 
consumer loyalty.  

Żurther binary lǒit is per̋ormed in order to analyse the e̋̋ect ő consumer 
characteristics and the associations linked to orǐin. This model is usually used 
where the dependent variable is binary. The empirical model assumes that the 
probability ő makiň an association ̋or orǐin is dependent on a vector ő 
independent variables(Xij) associated with the consumer i and variable j and a 
vector ő unknown parameters ȕ. The likelihood ő haviň a ̌iven value ő 
dependent variables is tested as a ̋unction ő variables which included socioľ
demǒraphics and coňruence indicator which represent the impact ő orǐin 
in̋ormation in williňness to pay. 

Pi=Ż (Zi )=Ż(α+ȕxi)=  where: 

Ż( Zi ) = represents the value ő the lǒistic cumulative density ̋unction associated 
with each possible value ő the underlyiň index. ZiĽPi = represents the probability 
that individuals would associate orǐin with 1)tasteĽβ) ̋reshness γ)̋ood sa̋etyĽ 
Ő)traditional aspectsĽ ő)hǐh nutritional values. XiSĽZi =the underlyiň index 
number ő α+ȕXi Ľα= intercept Ľand ȕXi =is the linear combination ő the 
independent variables so that:  

 

where 

 

i = 1Ľβ…n are observationsĽ Xn= 1Ľβ…explanatory variables ȕn= parameters to be 
estimated Ľε  = standard error. The ̋ollowiň model is developed to evaluate 
consumer demǒraphicsĽ in the associations made to orǐin in̋ormation. ő lǒit 

Zi=log =αi+βi1Xi1 +βiXi2+…βinXin+εi 
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rěressions are per̋ormed in order to analyse i̋ there is an e̋̋ect ő demǒraphics 
and incoňruence indicator in the association made.The ̋our tested lǒit are 
expressed as it ̋ollows :  

Models to be tested  

 Y1(taste)=ȕ0+ȕ1̌ender+ȕβincome+ȕeducation+ȕŐǎe+ȕő +ε   

 Yβ(̋oodsa̋ety)=ȕ0+ȕ1̌ender+ȕβincome+ȕeducation+ȕŐǎe+ε   

 Yγ(hǐhnutritionalvalues)0+ȕ1̌ender+ȕβincome+ȕeducation+ȕŐǎe+ ε  

 YŐ(traditional/typicity)=ȕ0+ȕ1̌ender+ȕβincome+ȕeducation+ȕŐǎe+ ε 

 Yő(̋reshness)=ȕ0+ȕ1̌ender+ȕβincome+ȕeducation+ȕŐǎe+ ε 

4 Findings  

A repeated measure ANOVA was conducted to evaluate the null hypotheses that 
there is no chaňe in participant WTP ő̋ered in the blindĽ labeled and ̋ull 
in̋ormation tests. The results ő the ANOVA indicated a sǐni̋icant in̋ormation 
(orǐin) e̋̋ect ̋or żjirokaster cheeseĽ Wilks Lambda=0.Ř; Ż(β6.β)Ľ p<0.01Ľ thus 
there is stroň evidence to reject the null hypotheses ő equality ő WTP in blindĽ 
labelled and ̋ull in̋ormation tests. Żollowľup comparisons indicated that the three 
di̋̋erences were sǐni̋icant in the pair comparisons. The label test WTP is ř.Ő% 
hǐher compared with its blind counterpartĽ showiň the e̋̋ect ő orǐin in WTP. 
The discon̋irmation ő taste ̌ives indication ̋or orǐin equity. MeanwhileĽ WTP 
in the ̋ull in̋ormation test is lower (7.ő%) than the label test WTPĽ sǐni̋icant at 
(p<0.0ő)Ľ showiň the e̋̋ect ő orǐin in sensory expectation in consumer 
pre̋erences. This product represents the case when product per̋ormance is worse 
than expected. Repeated measures ANOVA ̋or Kavajë cheese shows also the 
sǐni̋icant e̋̋ect ő orǐin in consumer WTP. (Wilks Lambda value Ż=1Ő.7 
pvalue<0Ľ01 rejects the null hypotheses that there is no chaňe in WTP in the 
three test conditions. Żollowľup comparisons indicated that orǐin in̋ormation 
decreased the WTP about by ľř% (p<0.01) in the label test. The comparison 
between ̋ull and blind test conditions (ľγ%) is sǐni̋icant at (p<0.0ő) and 
indicates not only the e̋̋ect ő orǐin but that ő taste in the overall evaluation ő 
productsĽ the blind WTP>label WTP. This is the case when a product per̋orms 
better than expectations. Denmark (Wilks LambdaĽ Ż(0.6) p>0.0ő) and Żier (Wilks 
LambdaĽ Ż=0.βγ p=0.7řŐ) orǐin indicated no sǐni̋icant expectations. The results 
ő the repeated measure ANOVAs show the value ő orǐin in̋ormation ̋or the 
̋our tested products. Amoň the ̋our products tested the results show’s that 
żjirokastër cheese is recǒnized and dominates the WTP evaluation in label 
condition. While ̋or Kavajë cheese there is a něative valuation linked to orǐin 
in̋ormation ̋or the other two there is no value ő orǐin showed in the di̋̋erences 
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between blind and expectation condition. We cannot reject the hypotheses 
H1ĽHγĽHŐ there is a clear di̋̋erence amoň the ̋our rěions orǐins equityĽ 
recǒnition/dominance and loyalty.  

Table β. 
Lǒit rěression results 

Source: author elaboration 

Rěardiň the associations made to orǐin and the demǒraphics ̋ive lǒit 
rěression are computed. Lǒit rěression results show that ̋or attributes such as 
̋ood sa̋ety and ̋reshness there is no e̋̋ect ő demǒraphics while in the other 
three attributes con̋erred to orǐin such as tasteĽ traditional and hǐh nutritional 
values ő the product demǒra̋ics show a sǐni̋icant e̋̋ect. Older people 
associate product orǐin with better taste. Youň individuals with hǐher incomes 
links the orǐin ő żjirokaster with more ̋ood sa̋ety. Żor these consumer a 
product orǐinatiň ̋rom this areas is sa̋e. While older women associate orǐin 
with hǐh nutritional values and make the extra payment linked to orǐin because 
ő this ̋actor. 

Conclusions  

The results ő the  repeated measure Anova indicated a sǐni̋icant in̋ormation 
(orǐin) e̋̋ect only ̋or ̋or żjirokaster cheese.  The label test WTP is ř.Ő% hǐher 
compared with its blind counterpartĽ showiň the e̋̋ect ő orǐin in WTP. The 
discon̋irmation ő taste ̌ives indication ̋or orǐin equity. MeanwhileĽ WTP in the 
̋ull in̋ormation test is lower (7.ő%) than the label test WTPĽ sǐni̋icant at 
(p<0.0ő)Ľ showiň the e̋̋ect ő orǐin in sensory expectation in consumer 
pre̋erences.  

The actual study sǔ̌ests that the discon̋irmation ő expectation approach can be 
employed to measure orǐin equity ̋rom consumer perspective.  The 
discon̋irmation ő taste ̋or the most pre̋ered orǐin (̋or żjirokastër rěion) 
represents an increase in liabilities implyiň a lower orǐin equity. WTP is 
Predictive value is related to the perceived probability that the rěion ő 
żjirokastër is associated with a ̌iven taste.  In the cases where no e̋̋ect ő orǐin 

Indicators  Classifications  Omnibus test  R² Demographics  

Taste  66ĽŐ% p<0.01 1ő% Older people*** 
Traditional  7γĽő% p<0.0ő 16% Hǐh incomes**Ľyouň** 
Hǐh nutritional 
values  

6β.ő% p<0.0ő 1Ő% Żemales**Ľ elder** 
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is observed (Żier and Denmark) where WTP in blind condition is equal with ̋ull 
in̋ormation condition no prediction are made ̋or the sensory properties. 

This study also sǔ̌ests that consumer associate orǐin with other indirect 
attributes such as tasteĽ traditional and hǐh nutritional values.  
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[ββ] LaňeĽ C.Ľ Martin C.Ľ Chabanet C.Ľ Combris P.Ľ & Issanchou SL. (β00β). 
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