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Abstract 
This research investigated the effect of language as a proxy of country of origin on people’s 
perception of a new food product and their purchase intention. A primary study has shown 
that “to which country a food is thought to belong could influence whether or not people 
would be willing to try it”. This effect was named the “soupe du jour” effect. It was verified, 
firstly, by a survey conducted in Taiwan. In this study, participants read a cover story of a 
new tea product and its advertising bilingual description (traditional Chinese Mandarin 
combined with either simplified Chinese Mandarin or English or Japanese or Vietnamese and 
Chinese traditional by itself). They were asked to indicate the prices and whether they were 
willing to buy the tea products on a 5 point scale. The “Soupe du jour” effect was also 
confirmed by an experimental study. The stimuli were five bona-fide tea boxes with labels 
written in one of the five languages mentioned above. The participants were asked to choose 
one and only one tea box to taste. They also indicated the price of each tea box in comparison 
with the rest. The findings suggested that, depending on the types of products and the 
cultures, language could serve as proxy of country of origin cue and elicit a positive or 
negative “soupe du jour” effect. 
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1. INTRODUCTION 

Eating is a basic physiological need (Maslow, 1943), but its psychological, social and cultural 
dimensions are undeniable (e.g., Rozin & Vollmecke, 1986; Rozin, 1996). During this time of 
globalisation, foods from other countries are crossing the traditional borders of food cultures. 
Even though encountering new foods is becoming all the more common, relating to novelties 
in everyday life may be ambiguous. Relating to new foods evokes ambivalent thinking, as 
people eat “with their mind as much as with their mouth” (Beardsworth & Keil, 1997). Food 
choice entails not only decisions based on conscious reflection, but also automatic, habitual, 
and subconscious decisions (Furst et al., 1996). Therefore, people are not as rational in food 
choice as they think they are. Factors such as price, brand name, trademarks, promotion 
appealing, or even foreign words in the commercials are able to drive people to consume 
things.  

Explanations and predictions of people’s choices are often founded on the assumption of 
human rationality. In food context, it is often that one has to make a choice from many 
different options of a food product category without tasting it first. This happens everywhere, 
at anytime, in supermarkets, in restaurants, in food stores or in open markets. Without the 
help of sensory tasting, people acquire other cues to justify their choice. Take food context in 
a restaurant as an example, instead of “Seafood filet”, “Succulent Italian Seafood Filet” was 
found to increase sales by 27 percent (Wansink et al., 2001). It is also common to find 
restaurants with foreign names such as “Le Village” whose food has nothing to do with 
French cuisine. Another example is the packed coffee “La gauche de La Seine - Café au Lait” 
of Uni-President Enterprises Corp. – the biggest food company in Taiwan. It seems that 
foreign languages have an effect on consumers; otherwise, restaurants and food companies 
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would not have used them in their business. However, is it true that foreign language could 
induce people to consume a new food product? What is the process underlying it? And how 
does it work? Is the language effect a product-specific effect?  

In previous work we explored the existence of a language effect, named “soupe du jour 
effect”, on inducing people to try a novel food product. Our hypothesis was that the country to 
which a food was thought to belong could influence whether or not people would be willing 
to try it. We showed that Taiwanese and Vietnamese participants was influenced differently 
by the information linked to the country to which the food was though to belong: 
expensiveness was weighted more by Taiwanese, and familiarity was weighted more by 
Vietnamese (Phan & Sheu, 2007; Phan, 2008) 

The goal of the current study was to investigate further the effect of extrinsic cues, languages 
and country of origin, on people perception of price and willingness to try (purchase) a new 
food product. Our approach was twofold. First we used a survey to examine the effect of 
country of origin images and its interaction with languages on people willingness to buy a 
new tea product, and price perception. Then we carried out a behavioural experiment to 
validate the results of the survey.   

2. QUESTIONNAIRE SURVEY 
2.1 Material and methods 
Stimuli. A cover story of a new tea product was created. This cover story included a 
description of the tea in the form of a commercial advertisement. The description gave 
participants general information about the flavour of the tea without any specific information 
such as the kind of tea, health information, and so on. In the description, the country where 
the tea leaves came from was explicitly stated. Two factors were explicitly manipulated: the 
country where the tea leaves were supposed to come from, and the language in which the 
cover story was presented. 

� Country of Origin: Five country names were used: Taiwan, China, Vietnam, Japan and 
England. Those countries were all tea producing countries but differed in term of 
economic development: China and Vietnam are developing countries, Japan and 
England are developed countries and Taiwan is a new developed country.  

� Language: Five languages were used: traditional Chinese Mandarin, simplified 
Chinese Mandarin, Vietnamese, Japanese, and English. 

Participants. A total of 700 people participated in the survey: about 30 in each COO and 
language combination. Participants were tea consumers (aged from under 25 to over 60, 
sample’s ratio of female/male about 1/1, from different professions). 
Procedure. Participants were first asked to rate their willingness to purchase the tea product 
on a scale of 1 to 5 (1 - least likely to buy, and 5 – most likely to buy). Then they were asked 
to select a market price for the tea product from five different prices provided. The price 
options were chosen based on data from a previous survey of the market prices of different 
kind of teas, both domestic and imported products, in several main supermarkets in Taiwan.  

The survey was conducted in different places (university campus, public parks, offices, 
department stores, hospitals). This was a self-administrated survey, and the participants were 
approached by the interviewer directly. They were introduced to the survey and its scientific 
purpose. Half of the participants did the task of rating their willingness-to-buy the new tea 
first. The other half did the task of choosing the market price first. Participants were allowed 
to take as much time as they wanted to complete the task. 

Data Analysis. Analysis of variance (ANOVA) was used for comparing the mean scores of 
price choices and “willingness to buy” (WTB) in different languages and COO conditions. 
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Multiple comparison using Tukey’s adjustment were conducted on the mean scores of all 
paired-wise combinations of languages and COO. The prices were converted to an ordinal 
scale going from1 to 5.  

2.2 Results and discussions 

Taiwanese sample: Two two-way ANOVAs were used to test the effect of COO direct (country 
name) and indirect (language) cues on price perception and WTB (Table 1 and 2). Country 
name had a strong effect on both price-perception and WTB. Although the main effect of 
language was just marginal for price-perception, its effect is reflected through the interaction 
with country-name. In contrast, there was no main language effect on WTB and its interaction 
with country-name cue was marginal. 

Table 1: ANOVA of country and language effect on price perception 

Source Df SS3 Mean square Value Pr > F 

Country 4 21.72 5.43 4.82 0.0008 

Language 3 8.92 2.97 2.64 0.0489 

Country*Language 12 35.03 2.92 2.59 0.0024 

Residuals  533 601.06 1.13   

Table 2: ANOVA OF Country and Language Effect on WTB
Source Df SS3 Mean square Fvalue Pr > F 

Country 4 19.75 4.94 4.29 0.0020 

Language 3 8.05 2.68 2.33 0.0731 

Country*Language 12 24.19 2.01 1.75 0.0533 

Residuals  537 618.04 1.15   

Simple effects were run to examine the country by language interaction for both price 
perception and WTB. Results showed that the interaction effect of country name by language 
came mainly from the country name “Taiwan” and language “Japanese”. Traditional and 
simplified Chinese Mandarin did not have any interaction with the country names. Regardless 
of where the tea was from, if its description was in Chinese, Taiwanese consumers perceived 
its price in the same way. The same situation was found for the country names of Japan, 
Vietnam, and China. If the tea was from these three countries, no matter what language was 
used to describe it, people perceived the price of the product in the same way. 

We assumed that participants perceived the tea described as Taiwan tea in traditional Chinese 
Mandarin to be the tea product marketed in Taiwan only. At the same time, they thought of 
Taiwan teas with foreign languages as a product marketed in foreign countries. Besides, if the 
tea product was described only in traditional Chinese Mandarin, no matter where it was told 
to be from, people would perceive it as a product sold only in Taiwan.  

There was no difference in price perception between tea from Taiwan and teas from other 
countries if they all were thought to be sold only in Taiwan (see Table 3). Meanwhile, Taiwan 
tea should be advertised in Japanese to gain the best price in people perception (see Table 4). 
Chinese simplified, and English could not make the product be perceived more expensive 
than the one just advertised in traditional Chinese. 
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Table 3. Difference in price perception between Taiwan tea and tea from other countries which were 
described in traditional Chinese Mandarin 

Difference between Country of Origin 

(Chinese traditional description) 

Difference between the 

means of price choice 

Taiwan – Vietnam - 0.35 

Taiwan – China 0.01 

Taiwan – England 0.07 

Taiwan – Japan - 0.52 

Table 4. Difference in price perception between Taiwan tea marketed in Taiwan and Taiwan tea sold 
in different countries (* significantly different at �=.05) 

Besides, as the simple effect analysis revealed strong effects of Taiwan COO and Japanese 
language, it drew our interest in comparing Taiwan tea in different conditions of languages 
with each other to reveal the effect of perception of markets, as well as comparing Taiwan tea 
with other countries’ teas in the condition of traditional Chinese only to reveal the effect of 
COO. 

Table 5. Difference in price perception and WTB between Taiwan tea and other teas, with 
description in Japanese (* significantly different at �=.05) 

Difference between Country of 
Origin (Japanese description) 

Difference between 
Means of Price choice 

Difference between 
Means of WTB 

Taiwan – Vietnam 1.007 * 0.88 * 

Taiwan – China 1.02 * 0.53 

Taiwan – England 0.40 0.13 

Taiwan – Japan 0.70 0.74 * 

Though Japanese was found to have a strong effect in inducing people to perceive the tea 
product more high-end and show high purchase intention, it could suppress the COO effect 
linked to countries with a low image. An advertisement in Japanese would not be enough to 
bring Vietnam and China tea to the same class as Taiwan tea. However, Japanese language 
was not found to increase people purchase intent for Japan tea in comparison with Taiwan tea. 
Japanese gave the most effective effect on Taiwan tea, but not on Japan tea (Table 5). 

2.3 Conclusion
The results of this survey were consistent with the findings of our previous study. Languages 
could serve as COO to elicit price and familiarity perception in people about food from 
different countries. The “made-in” effect was also found to have a strong effect on 
participants’ perception of product. Above all, Taiwanese had strong preference for tea “made 
in Taiwan.” This demonstrated a strong home-country selection bias, which was consistent 
with many previous studies on COO effect, such as Levin et al. (1993), Good and Huddleston 

Taiwan tea, difference in languages of 
description 

Difference between the mean of 
price choice 

Chinese Traditional – Chinese simplified  - 0. 48 

Chinese traditional – English - 0. 47 

Chinese traditional – Japanese  - 1.09 * 
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(1995), or Baker and Michie (1995). In Taiwan, drinking tea has developed to an art or tea 
ceremony, which was adapted much from Chinese and Japanese tea cultures. Therefore, to 
Taiwanese drinking tea is sort of sacred. Thus, a familiar taste may be desirable. An 
unfamiliar imported tea could not satisfy people needs in this aspect.  

However, Taiwanese people seemed to have desires of high-class products. If they could have 
a similar taste in a high class tea product, it would be the best choice ever. Therefore, nothing 
could be better than a tea made in Taiwan but supposed to sale in Japan. Despite all the fame 
Japan earns in the world market for other kinds of products, just the fact that Japanese tea 
ceremony has a worldwide reputation was enough to be a secure for a perception of a high 
class level of any tea product which was sold in that market. This could be a reason why 
Japanese language emerged as the most effective language to influence Taiwanese 
consumers’ purchase intent to a new tea product. This finding stabilized the “Soupe du jour” 
effect, for the fact that it existed even on a special product category like tea.  

Yet this first study used a direct and self-administrated questionnaire survey method to 
approach people perception. This methodology was based on the implicit idea that people are 
“reasonable” and make rational choices. Unfortunately, psychological theories show that 
many decisions are irreflexive, and that people simply rationalise because they do not know 
the true reasons for their choice. It means that they think up an answer to any question, even 
unanswerable question, instead of saying they don’t know. That’s why the fallacy of 
conscious choice becomes particularly dangerous in sensory science and consumer research 
(Köster, 2003). Knowing this fallacy is especially important in consumer survey research, in 
which the investigators use questionnaires to interact with consumers. Several studies showed 
that in that case, using indirect methods is more efficient than direct methods. Behavioural 
frequency questions are used to imply liking. Asking indirect questions always gets more 
reliable answers than direct questions, for instance, “Have you ever hesitated to invite friends 
to your garden at home because of the pollution” prove to be a much better question to 
estimate the pollution in an area than “How bad is the odour pollution in this 
neighbourhood?” (Köster, 2003). Therefore, the validity of the findings of our first study 
needs to be confirmed using behavioural data. 

3. BEHAVIOURAL EXPERIMENT 
3.1 Materials and methods 
Stimuli. Fake tea boxes were made from ordinary bamboo-style tea boxes. The original labels 
of the boxes were removed, and replaced by experimental labels. To control for unexpected 
factors which could affect the results, the stimuli labels were made with the same image, logo, 
expiration date, and distributor company. The content of the labels were kept similar, too. 
Only languages of the labels were different. Five languages were adopted from the precedent 
survey. They were traditional Chinese Mandarin, simplified Chinese Mandarin, Vietnamese, 
English and Japanese. Figure 1 showed the stimuli and the English labels. Other labels had 
the same picture and content, but different languages. Those designed tea boxes have gone 
through a pre-test to verify their convincibility as real products before they were used in the 
main experiment.  
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      Figure 1. Tea stimuli used in behavioural experiment 

Participants. A total of 148 college students (aged from18 to 25 years old) and 2 faculties (30 
to 45 years old) from the Department of Baking Technology and Management in National 
Kaohsiung Hospitality College in Kaohsiung participated in the experiment.  

Procedure. The experiment included four tasks carried out in the following order (1) language 
recognition test, (2) tea label forced choice, (3) price estimation and (4) demographic 
information. The language recognition test was performed in the waiting room. The last three 
tasks were conducted in the testing room, which was decorated as a tea shop. There were five 
separate tables in the room. These tables were arranged to diminish the contact between 
participants. A set of five experimental tea boxes was available on each table. 

Participants received a cover story about a tea distributor who wanted to market five different 
new tea products in Taiwan and foreign markets. Before officially doing the market 
launching, the company wanted to conduct a consumer test to examine the promising success 
of their new products. The distributor would like to invite them to join the test.  

In the language recognition test, participants received a questionnaire containing five slogan 
sentences written in either traditional Chinese Mandarin, simplified Chinese Mandarin, 
Vietnamese, English or Japanese, and five names tags corresponding to those languages. They 
were asked to match each sentence with one language. If they could not answer all correctly 
in this task, they would be ineligible to the experiment.  

Front  Back  
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In the label forced choice task, participants were asked to examine the tea boxes in front of 
them (label, logo) and decide which tea they wanted to taste later (Figure 2).  

 
 

 

 

 

 

 

 

Figure 2. Label forced choice task 

After completing the label choice task, participants moved on to the price estimation task. In 
this task, subjects were randomly divided into five groups of 30 persons each. Each group was 
assigned into a COO of the tea product condition. In the five different conditions of COO, 
participants were given a scenario saying that all five tea products came from one of five 
countries of Taiwan, China, Vietnam, England and Japan. Depending on what country the tea 
was told to be from, the anchoring price corresponded to the tea box whose label was written 
in the language of that country. Based on the anchoring price, participants had to estimate the 
price of the other four tea products, indicated by their labels’ languages (Figure 3).  

 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 3. Price estimation task in the condition of Japan COO. The tea was told to be made in Japan, 

and the tea box with Japanese label was the anchor product to estimate the other prices  

 
 
Please take a careful look at five different tea products in front of you. 
Their labels are written in five different languages: 
 
           Mandarin Traditional         Mandarin Simplified  
     Vietnamese               Japanese         English.  
 
Indicate which one you like to try. Make a choice by circling the name 
of the label above. The tea you chose will be served to you in 10 mins.  

No:…………………. 
 

All of the tea products are manufactured in different parts of 

Japan. The product with the label written in Japanese has the 

market price of 550 NT for a box of 300 grams. Please estimate 

the price of the other tea boxes at the same weigh.  

Box with Vietnamese label: ………………………………… 

Box with Traditional Mandarin label ………………………. 

Box with English label: …………………………….............. 

Box with Simplified Mandarin label: ………………………. 
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When participants have completed this task, they received a questionnaire of 11 demographic
questions and a cup of tea. This questionnaire included questions on participants’ tea habit 
and preference, personal information, and reason of their choice in the label choice task

Data Analysis. Data of label choice task was analysed using the proportion test (Wilson, 
1927; Newcombe, 1998 a and b). Participants’ reasons of choosing the label were classified 
into three main groups: extrinsic product characteristics (packaging, language), socio-cultural 
factors (cultural, economical influence, trust in industry, habits) and psychological factors 
(emotion, previous experiences, personality traits, belief, and perception). Price estimation 
data were analysed by one-way ANOVA model for each COO. Other demographics information 
was collected to help explaining the results of label choice and price estimation tasks. 
 

                                 
 
 
 
 
 
 
 
 
                                   
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4. The differences between the estimated price scores of experimental language labels and the 

anchoring price in the five countries of origin conditions. 

3.2 Results  
Label choices. The observed proportions of label choice were: 52% for Japanese, 36% for 
Traditional Chinese, 6% for English, 4% for Vietnamese and 2% for simplified Chinese. 
These observed proportions were significantly different, �2(4) = 192.75, p < 2.2e-16. The 
Japanese label was the most chosen among the five labels even when compared with the 
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second-most-chosen label (traditional Chinese Mandarin). Significant differences were also 
found between the Chinese traditional label and the other labels.  
Price estimation. Figure 4 shows the differences between each condition of labels’ languages 
with the anchoring language condition for each “made-in” country. Results showed that only 
Japanese language increased price for a tea made in Taiwan. Japanese also increased the price 
of Chinese and English tea. Traditional Chinese Mandarin, English and Japanese all increased 
the price of Vietnam tea. In case of Japan tea, no increase in price was found in all conditions 
of languages.  

3.3 Conclusion  
This behavioural experiment verified the language effect or “soupe du jour” effect on product 
perception in two important indicators: price and choice. Japanese language was found to be 
the most effective language to increase the price of tea. Vietnam gained the most benefit, 
followed by China. Taiwan and England had the same gain from Japanese language for their 
tea products.  

All participants highly valued the tea with Japanese labels, regardless from the origin of the 
tea. They associated Japan with price, high class and high quality, and they showed high 
desire for Japanese label.  

4. CONCLUSIONS 
The survey and behavioural experiment demonstrated the existence and magnitude of a 
“soupe du jour” effect on perception of two key characteristics of a tea product: price and 
purchase intention. Language was shown to be an indirect way of communicating “made-in” 
concept. First, language activates the image of the country it represents. Then, the country 
image activates people’s perception of its representative products, national characteristics, 
economic background, history, and tradition. Finally, this activated knowledge influences 
how people evaluate the food product which is presented in that language.  

We also found strong interaction effects between COO and language on people perception of 
price and purchase intent of a new tea product. This result was inconsistent with Lim et al. 
(1994). These authors have demonstrated that when other product information cues are 
provided at the time of exposure to the COO information, such product information lessened 
the effect of COO. But our findings showed the reinforcement of language cue and COO effect 
when they were presented together. Furthermore, Taiwan COO and Japanese language proved 
to be the best combination between COO and language to increase price perception and 
purchase intent.  

To sum up, this study has shown how irrational people could be. No one would realise that 
they were easily manipulated just by a simple factor as language. People always tried to be 
rational in their choice by acquiring information to justify their choice. To do that, people 
need cues to guide them. The “soupe du jour” effect provides a language cue, which was 
automatically associated to country image. This process was somewhat unavoidable. In other 
words, foreign language in a description does more than just getting attention from 
consumers. It is an alternative way to elicit COO effect and influence the perceived price of a 
food product and people’s willingness to purchase the product.  
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