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In prior studies of the effects of country of origin (COO) and price on consumers’ perceptions 
of quality, the role of need for cognition (NFC) has rarely been considered either empirically 
or theoretically. In this study a 2 (COO) × 2 (price) × 2 (NFC) design was used to further 
clarify the effects of COO and price. We found that NFC moderated the effects of COO 
and price cues on perceived quality; NFC negatively influenced consumers’ perceptions of 
quality; and the interaction of COO image and price on perceived quality was not significant, 
but consumers’ NFC moderated the relationship significantly. 
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Accompanying the expansion of economic globalization around the world, 

marketers have many opportunities, but they also face much fiercer competition 
than ever before. Under these conditions, when managers develop marketing 
and manufacturing strategies, the factors they need to consider become 
more complex. When multinational enterprises choose a country in which to 
manufacture products, along with technical, legal, human resource, political, and 
economic factors, they need to consider the image that this country projects to the 
rest of the world, because this may influence consumers’ perceptions of quality. 
In addition, consumers encounter many cues associated with evaluating a product 
(Zhang, 1997). To increase external validity (Liefeld, Heslop, Papadopoulos, & 
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Wall, 1996), in my study I used two coexisting extrinsic cues – country of origin 
(COO) and price – to explore their effects on consumers’ perceptions of quality.

When intrinsic cues are scarce or not useful, or there is no opportunity 
to process them, extrinsic cues become more important for judging product 
quality, resulting in an evaluation that is more heuristic in nature than a judgment 
based on intrinsic cues (Miyazaki, Grewal, & Goodstein, 2005; Monroe, 2003; 
Suri & Monroe, 2003). Although numerous researchers have provided evidence 
of the effects of COO and price on perceived quality, it remains unclear under 
what conditions these cues have a stronger effect on consumers’ perceptions 
of quality (Maheswaran, 1994). In a multicue experiment Wall, Liefeld, and 
Heslop (1991) found that consumers do consider COO, brand, and price cues 
when making product judgments. However, considering only these cues left a 
lot of unexplained variance in consumer judgments of products, suggesting that 
a thorough assessment of consumer characteristics was necessary. In addition, 
individual factors may facilitate or inhibit reliance on extrinsic cues (Schaefer, 
1997). Some researchers have found that need for cognition (NFC) is an 
important individual factor (Zhang, 1996; Zhang & Buda, 1999). Furthermore, 
Putrevu (2010) found that those who were low in NFC exhibited larger 
frame effects for attribute- and goal-framed appeals. Individuals who process 
information thoroughly and efficiently should be more subject to influence by 
the message content and quality of arguments rather than the message frame per 
se. Reinhard and Messner (2009) found that an endorser’s likeability played a 
determining role in the advertising effectiveness of explicit persuasive appeals 
for individuals with lower NFC but not for those with higher NFC. These results 
prompted the addition of consumers’ NFC as a factor in this study to explore 
the moderating effect of NFC on the relationship between extrinsic cues and 
consumers’ perception of quality.

Literature Review

Country of origin (COO) refers to the country where a product or goods is/
are manufactured or assembled (Bilkey & Nes, 1982, p. 89). Of interest to both 
marketers and researchers is the perceived image of a country (Martin & Eroglu, 
1993; Parameswaran & Pisharodi, 1994). COO image relates to the overall 
perception of products formed by consumers for a specific country (Roth & 
Romeo, 1992; Zhang, 1997). When consumers are unfamiliar with a country’s 
products, they may use COO image to infer the quality of a brand from a given 
country (Han, 1990).

Considerable theoretical and empirical evidence has been gathered in support of 
the concept that consumers often use price as an extrinsic cue for judging the quality 
of products and a positive relationship has been found between price and quality 
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(Dawar & Parker, 1994; Dodds, Monroe, & Grewal, 1991; Lichtenstein, Ridgway, 
& Netemeyer, 1993; Sweeney, Soutar, & Johnson, 1999; Teas & Agarwal, 2000).

Because the direct effects of COO image and price on consumers’ perceptions 
of quality have been studied comprehensively in previous research, the direct 
effects were not the focus in this study. Instead, the focus was on the interaction 
effect of COO image and price on consumers’ perceptions of quality, and the 
moderating role of need for cognition.

Consistency of Cues Concerning Country of Origin and Price
In cue consistency theory it is proposed that multiple sources of information 

are more useful when they provide corroborating information than when they 
offer disparate conclusions (Miyazaki et al., 2005). That is, when cues are 
consistent, consumers are more likely to use these cues to judge the quality of a 
product (Maheswaran & Chaiken, 1991). Specifically, if a price cue can be used 
as an indicator of quality, then consideration of country of origin as an additional 
signal may reinforce quality perceptions. Otherwise, when inconsistent cues 
present contradictory signals, consumers tend to focus on negative cues and 
anchor their perceptions of quality more on these negative cues (Ahluwalia, 
2002; Campbell & Goodstein, 2001). Miyazaki and colleagues (2005) found 
that positive evaluations are reinforced when both cues present positive quality 
inferences and, similarly, that evaluations based on inconsistent cues of quality 
inference will, because of that inconsistency, be negative. Based on the findings 
in these previous studies, I formed the following hypothesis:
Hypothesis 1: There will be an interaction effect of country of origin image and 
price on consumer perceptions of product quality, such that the effect of a cue 
will be stronger when paired with a consistent (positive country of origin image/
high price) versus inconsistent cue (positive country of origin image/low price or 
negative country of origin image/high price).

Need for Cognition
Cacioppo and Petty (1982) defined need for cognition (NFC) as an individual’s 

tendency to engage in, and enjoy, effortful cognitive endeavors. Individuals 
with higher NFC tend to engage in and enjoy, cognitive efforts more than do 
lower NFC individuals. NFC has been identified as a relatively stable, situation-
invariant trait (Cacioppo & Petty, 1982; Deeter-Schmelz & Sojka, 2007) and as 
an important factor (Reinhard & Messner, 2009).

Petty and Cacioppo (1986) developed an elaboration likelihood model (ELM), 
postulating the existence of a peripheral and a central route. Use of the ELM’s 
central route implies deep/comprehensive processing, while the peripheral route 
implies shallow/heuristic processing (Putrevu, 2010). High NFC consumers are 
likely to follow the central route of the ELM to form attitudes and purchase 
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intentions based on in-depth processing, careful evaluation of message claims, 
and thorough deliberation about product information. In contrast, those low 
in NFC are likely to follow the peripheral route of the ELM to form attitudes 
and purchase intentions because they often fail to follow the logic and meaning 
behind complex messages, miss vital arguments, and deliberate only briefly 
about product information (Nkwocha, Bao, Johnson, & Brotspies, 2005).

Rose and Samouel (2009) found that internal cognitive processing and 
motivational factors may have a greater impact upon how much information is 
sought out than do external market-driven factors such as cost of search.

Effect of NFC on Consumer Perceptions of Quality
Deeter-Schmelz and Sojka (2007) have suggested that when an individual 

has a higher level of NFC this has a positive influence on sales performance, 
leading to greater sensitivity to the expressive behavior of others. Following 
this logic, in this study it was inferred that consumers with high NFC would 
have greater sensitivity to product quality. In addition, individuals who are 
intrinsically interested in analyzing and processing discrete information and 
who enjoy thinking about product-related information would be more likely 
to judge product quality based on reasoning related to product attribute. In 
contrast, individuals enjoying the outcome rather than the process of thinking 
would have less motivation to analyze product attribute information (Zhang, 
1997). In other words, when motivation or ability to engage in effortful and 
systematic product evaluation is low, consumers tend to make inferences using 
only a single piece of information, that is, a heuristic cue (Kardes, Posavac, & 
Cronley, 2004). Accordingly, under the condition of only two extrinsic cues being 
provided to consumers, consumers with high NFC would notice the deficiency 
of information, and so would judge product quality more harshly, tending to give 
a lower evaluation of that product. In contrast, consumers with low NFC would 
not be interested in analyzing and processing product attribute information, so 
that when they are provided with only two extrinsic cues (COO image and price), 
they might not consider that the amount of information is too small to form a 
judgment and, therefore, would tend to give a positive evaluation or at least an 
evaluation that is not completely negative.
Hypothesis 2: Need for cognition will have a negative influence on consumer 
perceptions of quality.

The Moderating Role of Need for Cognition
The effects of country of origin and price. It is generally accepted that both 

COO and price can influence consumers’ perceptions of quality. However, there 
is little research in which the salience of COO and price information has been 
investigated in regard to any particular group of individuals. Such information 
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is important because it can enable firms to adopt more effective strategies for 
different marketing segments (Zhang, 1997).

Individuals with high NFC are more likely to use an attribute-based – as 
opposed to an attitude-based – processing method (Deeter-Schmelz & Sojka, 
2007; Mantel & Kardes, 1999) and, therefore, to use logic to reason when 
evaluating specific product attributes as opposed to a more general, global 
assessment (Deeter-Schmelz & Sojka, 2007). High NFC individuals are more 
likely to care about argument quality (Petty, Cacioppo, & Schumann, 1983) and 
the product’s core attributes (Haugtvedt, Petty, & Cacioppo, 1992). By contrast, 
low NFC individuals are more likely to rely on less effortful peripheral cues, 
such as cognitive heuristics, the advice of others (Njus & Johnson, 2008), product 
endorsement (Petty et al., 1983), COO (Zhang, 1997), credibility of source 
(Haugtvedt et al., 1992), and advertisement humor (Zhang, 1996).

Similarly, Putrevu, Tan, and Lord (2004) found that NFC is a significant 
moderator of the effect of visual, lexical, and informational complexity, because 
the high NFC consumers in their study were less likely to suffer from information 
overload than consumers who were low in NFC. Moreover, they found that high 
NFC consumers were likely to experience greater enjoyment, comprehension, 
elaboration, more image generation, and learning when they are exposed to 
complex advertisements. 

Based on these findings in prior research, it can be said that consumers with 
high NFC are more willing to be influenced by the intrinsic cues of products and 
are less likely to judge product quality only by extrinsic cues (COO or price). 
This indicates that for consumers with high NFC, the relationship between COO 
or price and perceived quality is weaker. Inversely, consumers with low NFC 
have less motivation to process messages, and often do not want to consider 
in depth the intrinsic cues of products when judging their quality. Therefore, 
they often use extrinsic cues (COO or price) to judge the product quality. This 
indicates that for consumers with low NFC, the relationship between COO or 
price and perceived quality is likely to be stronger.
Hypothesis 3: Need for cognition will moderate the relationship between country 
of origin image and consumer perceptions of quality. For consumers with low 
need for cognition, there will be a stronger influence of country of origin image 
on perceived quality.
Hypothesis 4: Need for cognition will moderate the relationship between price 
and consumer perceptions of quality. For consumers with low need for cognition, 
there will be a stronger influence of price on perceived quality.

Country of origin x price effect. Belief-inconsistent information is difficult 
to process because this information requires effortful elaborative processing 
(Kardes, Cronley, Kellaris, & Posavac, 2004; Sengupta & Johar, 2002). However, 
individuals high in NFC have a stronger intrinsic motivation to engage in 
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effortful cognitive analyses than do individuals low in NFC (Nkwocha et al., 
2005). In addition, individuals with high NFC are more likely to have more 
positive attitudes toward problem-solving activities compared to individuals with 
low NFC (Cacioppo, Petty, Feinstein, & Jarvis, 1996). Therefore, individuals 
with high NFC are more likely to seek out, and reflect on, information to make 
sense of conflicting stimuli or problems (Deeter-Schmelz & Sojka, 2007), are 
better able to reconcile conflict and contradictory information (Nowlis, Kahn, 
& Dhar, 2002), and are more likely to approach problems in a cognitive or 
problem-focused way (Lazarus, 1999). In contrast, individuals with low NFC do 
not like to reconcile inconsistent information themselves and are more likely to 
rely on others, such as opinion leaders or celebrity endorsers, or to use heuristics 
to solve problems (Cacioppo et al., 1996; Deeter-Schmelz & Sojka, 2007). In 
short, individuals with high NFC enjoy thinking and can reconcile and absorb 
inconsistent information, so that inconsistent information has a less negative 
influence on individuals with high NFC.
Hypothesis 5: Need for cognition will moderate the interaction effect of country 
of origin image and price on consumers’ perceptions of quality, such that when 
need for cognition is low, country of origin image and price will interact to affect 
perceived quality and when need for cognition is high, country of origin image 
and price will not interact to affect perceived quality.

The framework of the study is shown in Figure 1.

Country of origin

Price

Country of origin
x price

Consumer perception 
of quality

Need for cognition

Figure 1. A conceptual model of extrinsic cue effects on consumer perceptions of quality.
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Method

Overview of the Study and Participants
Advertisements for a new product, the “PC-W2010” personal computer, 

were used in this study. Participants read a printed product description of the 
PC-W2010, which included COO and price information. A laboratory experiment 
was constructed employing a 2 (COO) × 2 (price) × 2 (NFC) design, including 
two levels of COO image manipulated by the United States/Korea. Domestic 
products were not used in order to avoid the influence of patriotism. Two levels 
of price manipulated by NT$49,900 and NT$12,900, and two levels of NFC 
(high and low) were identified in the participant group, estimated from the 
average of all self-reported NFC questionnaire data. In Zhang’s (1997) study, 
COO was designed as a within-subject factor, but it is considered that such 
measurement might have caused participants to have an elevated awareness of 
the COO cues owing to the repeated-measure design of that study. To eliminate 
this problem, a between-subject design was used in this study. Participants were 
260 undergraduate students majoring in management at a university in Taiwan. 
The students were randomly assigned to 1 of 4 combinations of the four factors 
being studied and 212 valid responses were obtained.

Product Selected for the Study
Regarding the selection of the product, in this study I followed the suggestions 

of Chang and Wildt (1994). First, the product has to be relevant to participants 
in order to gain their cooperation and provide a realistic setting. Second, the 
product needs to be able to be evaluated through attributes. Third, the product 
should be an infrequent purchase, which would be expected to lead to stronger 
price-perceived quality relationships. Fourth, based on the suggestion by 
Zeithaml (1988) that consumers rely more on price in making quality judgments 
for technically complex products because they are more difficult to evaluate, a 
technically complex product was required. Moreover, personal computers are a 
relatively familiar product for undergraduate students, many of whom will have 
purchased such products. In addition, evaluations of personal computers require 
cognitive effort. Accordingly, a personal computer was chosen for use as the 
experimental product in this study.

Measures
COO and price context were manipulated in the four study groups, and 

all data were obtained through self-report questionnaires. After reading the 
product description, participants completed a questionnaire in which perceived 
quality, NFC, COO image, and perception of price were assessed. The data for 
COO image and price perception were used to check the manipulations. Each 
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of measures was assessed on a 7-point Likert scale anchored by 1 = strongly 
disagree and 7 = strongly agree.

Five items from the scale developed by Dodds et al. (1991) were used 
to measure perception of quality: “This product would be reliable”, “The 
workmanship of this product would be high”, “This product should be of good 
quality”, “This product is dependable”, and “This product seems to be durable”. 
This scale ranged from 1 (low perceived quality) to 7 (high perceived quality). 
Responses to these items were averaged to form a perceived quality index ( = 
.97).

Eighteen items from Zhang’s (1997) scale were used to measure need for 
cognition. Sample items are as follows: “I prefer complex to simple problems”, 
“I like to have the responsibility of handling a situation that requires a lot of 
thinking”, and “Thinking is not my idea of fun”. Alternatives for responses to 
these items ranged from 1 (low NFC) to 7 (high NFC). Responses to these items 
were averaged to form an NFC index ( = .89).

Three items from Maheswaran’s (1994) scale were used to measure COO: 
“Personal computers made in the United States/Korea are of high quality”, 
“Personal computers made in the United States/Korea are technologically 
superior”, and “Personal computers made in the United States/Korea have a good 
reputation”. This COO image scale was used to check the manipulation of COO. 
Alternative responses ranged from 1 (low COO image) to 7 (high COO image). 
Participants’ responses to these items were averaged to form a COO image index 
( = .95).

Five items from the scale developed by Erevelles, Roy, and Vargo (1999) 
were used to measure perception of price: “The price of this personal computer 
is above the price of similar personal computers”, “This personal computer 
is in the low price range”, “The price of this personal computer appears to be 
higher than average”, “The price seems to be low for a personal computer like 
the one advertised”, and “This is a relatively expensive personal computer”. 
This perceived price scale was used to check the manipulation of perception of 
price. This scale ranged from 1 (low perceived price) to 7 (high perceived price). 
Participants’ responses to these items were averaged to form a price perception 
index ( = .96).

Manipulation Checks
Country of origin image. The United States (an industrialized country) was 

used to manipulate a more favorable COO image, and Korea (a developing 
country) was used to manipulate a less favorable COO image. Most Taiwanese 
citizens are familiar with both of these foreign countries.
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A manipulation check was carried out and results indicated that participants’ 
COO image (high = 4.85 vs. low = 2.49; F(1, 210) = 295.17, p < .001) was as 
had been predicted when preparing the manipulation.

Price. Two price levels were selected for the personal computers selected 
for the study: NT$49,900 (high price) and NT$12,900 (low price), respectively 
(NT$30.417 = US$1). 

A manipulation check was carried out and results showed that respondents 
reacted to the price manipulation (high = 5.72 vs. low = 2.54; F(1, 210) = 762.11, 
p < .001) as had been predicted when it was prepared.

Group need for cognition check. Need for cognition was tested using a 
questionnaire survey. Participants in this study were divided into two groups: 
high NFC and low NFC according to the median of all participants’ NFC scores 
(high = 5.23 vs. low = 3.90; F(1, 210) = 378.06, p < .001).

Analysis
The data were analyzed using a 2 (COO) × 2 (price) × 2 (NFC) analysis of 

variance (ANOVA) and the results are shown in Tables 1 and 2.

Table 1. Tests of Between-Subjects Effects in Relation to Perception of Quality

Source Type III df MS F Sig.
 SS  

Corrected model 114.36a 7 16.34 15.02 .000
Intercept 2745.87 1 2745.87 2524.72 .000
Country of origin 37.78 1 37.78 34.74 .000
Price 17.34 1 17.34 15.95 .000
Need for cognition 27.57 1 27.57 25.35 .000
Country of origin * price 2.36 1 2.36 2.10 .142
Country of origin * need for cognition 15.53 1 15.53 14.28 .000
Price * need for cognition 6.87 1 6.87 6.32 .013
Country of origin * price * need for cognition 5.63 1 5.63 5.18 .024
Error 221.87 204 1.09    
Total 3127.12 212      
Corrected total 336.23 211
      
Note: a R2 = .340, Adj. R2 = .317.

Table 2. Descriptive Statistics

Country of origin Price Need for cognition M SD n
(1: high, 2: low) (1: high, 2: low) (1: high, 2: low) 

1 1 1 3.49 0.91 33
  2 5.47 0.64 26
  Total 4.36 1.27 59
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Table 2 continued

Country of origin Price Need for cognition M SD n
(1: high, 2: low) (1: high, 2: low) (1: high, 2: low) 

 2 1 3.39 1.30 26
  2 3.98 0.88 18
  Total 3.63 1.17 44
 Total 1 3.45 1.09 59
  2 4.86 1.05 44
  Total 4.05 1.28 103
2 1 1 3.30 1.33 24
  2 3.52 0.93 29
  Total 3.42 1.12 53
 2 1 2.97 1.08 25
  2 3.12 1.10 31
  Total 3.05 1.08 56
 Total 1 3.13 1.21 49
  2 3.31 1.03 60
  Total 3.23 1.11 109
Total 1 1 3.41 1.10 57
  2 4.44 1.27 55
  Total 3.92 1.29 112
 2 1 3.18 1.21 51
  2 3.43 1.09 49
  Total 3.31 1.15 100
 Total 1 3.30 1.15 108
  2 3.97 1.29 104
  Total 3.63 1.26 212

Results

In Hypothesis 1 it was posited that COO image and price would have an 
interaction effect on perceptions of quality. However, according to the results of 
the ANOVA the COO × price interaction was not significant, F(1, 204) = 2.17, p 
= .142. Thus, the first hypothesis was not supported.

In Hypothesis 2 it was posited that NFC level would negatively influence 
perceived quality. The results of the ANOVA showed that there was a significant 
negative main effect of NFC on perceived quality (high = 3.30 vs. low = 3.97; 
F(1, 204) = 25.35, p < .001) in that participants with low NFC tended to evaluate 
product quality more favorably compared to participants with high NFC. 
Therefore, the second hypothesis was supported.

There was a significant COO × NFC interaction (F(1, 204) = 14.28, p < .001), 
and, further, that when NFC was high, the COO image manipulation had no 
effect (high = 3.45 vs. low = 3.13; F(1, 106) = 2.04, p = .156). When NFC was 
low, improved COO image cues resulted in a significantly higher quality rating 



PERCEIVED QUALITY AND NEED FOR COGNITION 539

compared to the unfavorable COO image cue condition (high = 4.86 vs. low = 
3.31; F(1, 102) = 56.61, p < .001). Individual differences in NFC were, therefore, 
found to moderate the effect of COO image cue. Participants with low NFC 
showed greater COO susceptibility than did participants with high NFC. The 
third hypothesis was, therefore, supported.

There was a significant price × NFC interaction (F(1, 204) = 6.32, p < .05), 
and further analysis supported the hypothesis that when NFC is high, the price 
manipulation would have no effect (high = 3.41 vs. low = 3.18; F(1, 106) = 1.04, 
p = .311). When NFC was low, the higher price cue resulted in a significantly 
higher quality rating compared to when the price cue was lower (high = 4.44 vs. 
low = 3.43; F(1, 102) = 18.58, p < .001). Individual differences in NFC were, 
therefore, found to moderate the effect of price cue. Participants with low NFC 
showed higher price susceptibility compared to participants with high NFC. 
Therefore, the fourth hypothesis was supported.

A significant COO × price × NFC interaction was observed on perception 
of quality (F(1, 204) = 5.18, p < .05). By further analyzing the nature of the 
interaction, I found that when NFC was low, price had a positive effect on 
perceived quality in the presence of a high COO image (high = 5.47 vs. low = 
3.98; F(1, 42) = 42.42, p < .001) but there was no such effect in the presence 
of a low COO image (high = 3.52 vs. low = 3.12; F(1, 58) = 2.32, p = .133). 
In the high NFC condition, the significance of the interactive relationship 
between COO image and price disappeared. It was, therefore, confirmed that the 
interactive effects of COO image and price existed for consumers with low NFC 
but not for those with high NFC. The fifth hypothesis was, therefore, supported.

Discussion

In prior studies of extrinsic cues, researchers have often neglected the 
interaction of multiple cues and consumers’ characteristics, including NFC. In 
this study two extrinsic cues – COO and price – were used to clarify, first, the 
interactive effect of COO and price cues on perceptions of quality; second, the 
direct effects of NFC; and third, the interactive effects of NFC with COO and 
price cues on perceptions of quality.

The results confirmed that NFC moderated the effects of COO and price 
cues on perceived quality. Moreover, NFC negatively influenced consumers’ 
perceptions of quality. Although the interaction of COO image and price 
on perceptions of quality was not significant, NFC was found to moderate 
the relationship significantly. The findings recorded in this study have both 
theoretical and practical implications.
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Theoretical Implications
The most important contribution of this study is the introduction of NFC into 

the study domain of extrinsic cues. I found that NFC was an important moderator 
of the influence of COO image and price on consumer perceptions of quality. 
Specifically, for consumers with low NFC, there is a greater influence of COO 
image on perceived quality compared to consumers with high NFC. This finding 
corresponds with the results gained by Zhang (1997), but Zhang explored only 
the moderating effect of NFC on the COO effect, while in this study I confirmed 
that NFC had a moderating effect on both COO and price. Therefore, my results 
add to the robustness of evidence of the moderating effect of NFC on the 
influence of extrinsic cues on perceived quality. 

Although I confirmed that there was a moderating effect of NFC on COO, I 
do not reject the viewpoint that extrinsic cues have a main effect on perceived 
quality. In fact, my results also support the significance of the main effect. By 
gaining a deeper understanding of the individual differences of consumers in 
relation to factors such as NFC, the extrinsic cue effect can be more exactly 
identified and defined. Although most consumers give more positive evaluations 
to products from countries with a high COO image compared to those with a low 
COO image, consumers with low NFC, in particular, give significantly different 
evaluations. Inversely, although consumers with high NFC give more positive 
evaluations to products from countries with a high COO image, the difference 
in evaluations is not significant. Therefore, if a study sample included high and 
low NFC participants, it would be expected that the COO or price effect would 
be smaller than if only low NFC participants were included, because the COO 
or price effect would be diluted by the results from consumers with high NFC. 
Further, if the study group included only consumers with high NFC, the COO or 
price effect would be expected to become nonsignificant. This may be a possible 
reason that a main effect of COO or price on consumer perceptions of quality has 
not been found in some studies.

In my study, although the main effects of COO and price and the moderating 
effects of NFC on perceived quality were all significant, the effect of price was 
less significant than the effect of COO. Specifically, most consumers recognize 
that the relationship between COO and perceived quality is stronger than the 
relationship between price and perceived quality. This means that COO is a better 
predictive signal of product quality than is price, especially for consumers with 
low NFC. The reason for this difference was not investigated in this study, but 
future researchers could examine this.

The interaction effect of COO image and price on consumer perceptions of 
quality was not supported in this study. This is in contrast to the findings of 
Miyazaki et al. (2005) that the effect of either cue is stronger when paired with 
a consistent (high COO image/high price) versus inconsistent cue (high COO 
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image/low price or low COO image/high price). However, in my study the 
interaction effect of COO image and price was found to occur only when the 
consumers were low in NFC. This indicates that the findings of Miyazaki et al. 
(2005) with regard to consistency need further testing.

Practical Implications
The empirical results gained in my study indicate that consumers with 

different levels of NFC have different degrees of sensitivity to the cues of 
COO or price. The implications for practitioners relate to consideration of what 
kinds of messages must be considered in relation to the consumers’ charac-
teristics. Practitioners can apply the findings gained in this study to numerous 
fields including product packaging, advertising content, sales skills, and the 
development of new products.

Consumers with low NFC are more concerned about the messages of COO or 
price and take these messages more seriously. Managers can emphasize product 
quality by focusing on COO image and price to persuade consumers with low 
NFC to purchase the products. In terms of consistency of message, for consumers 
with low NFC, managers should choose a consistent message strategy (strong 
COO image/high price). 

Consumers with high NFC are less likely to utilize only the message of COO 
or price when judging product quality. They tend to focus more on available 
information concerning product attributes. Therefore, for consumers with high 
NFC, marketers should provide more information about product attributes to 
help consumers judge the quality of products. In particular, when products are 
from countries with a poor COO image or products have a low price, marketers 
need to reinforce the information of product attributes more strongly to overcome 
adverse perceptions of quality by consumers with high NFC caused by low COO 
image or low price.
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