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PRELIMINARY DATA, BACKGROUND AND LITERATURE
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Increased interest in local products
and sustainable consumption: 72% of
Spaniards consider it important to
buy local to reduce ecological
footprint.

La Moncloa (2021)
Greenpeace (2021)

Economic and social benefits of
supporting rural areas.

FAO (2021)

Campaigns and communication
elements (labels) on food
products to promote local
consumption and inform
consumers of quality and origin.
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Erraach et al. (2014)




| 1. Introduction

Labeling as an extrinsic
characteristic of products

¢ ¢ Extrinsic characteristics are product label or packaging,
those aspects external to the which is used to describe its
manufacturing of the product characteristics, properties,
(e.g. labeling). ingredients, origin,
manufacturing method, among
Labeling, as an extrinsic other aspects relevant to the
characteristic, refers to the consumer.

information provided on the

Product labeling has become a particularly valuable extrinsic signal or characteristic in recent years of

research on the processing of these stimuli in the consumer
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1. Introduction

Origin labelling of products

COO0
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Indicate origin; used to protect the quality and reputation of products; regulated by law;
require compliance with specific requirements and regulations.

Mandatory Not mandatory

Quality requirements
Food and agricultural products
only

Production requirements
Food products,
handicrafts and textiles

Protected Designation of '
‘ Origin Label Indication Label

¥ UNIVERSIDAD

Origin requirements
Any product
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1. Introduction

Effects of origin labelling on consumers

Cognitive .
Approach .

related to information
processing effects.

Summary effect

Halo effect

A Quality perception

A Loyalty

A Willingness to pay (WTP)

A Added value

A Easier to retrieve

V Uncertainty

V Consumers' need for information

Energetic emotional connection

Sense of pride -

Sense of belonging

A Perceived pleasure -

Feeling of local protection

Affective
Approach

related to the

emotionally triggered
effects of marketing
stimuli (origin labelling
of products)
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Consumer neuroscience studies on origin labellling

Some
conclusions
drawn from

previous studies
on product
labelling from a
consumer
neuroscience
perspective:
- VALUE
- REWARD
- RETRIEVAL

st 6
RSN

INTERNATIONAL
JOURNAL OF
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What is ‘neuromarketing’? A discussion and agenda for future research

Nick Lee *, Amanda J. Brods

wry Chamberlain

Lee et al. (2007)
Different processing
according to type of

label

Obe

Nutrition Labels Influence Value Computation of Food
Products in the Ventromedial Prefrontal Cortex

Lawro Enax'™, Yang 1, Peter Trauer' ™, and Bernd Weber' "

Enax et al. (2015)
Brain’s Value
System(BVS)

Marketing actions can modulate neural
representations of experienced pleasantness

Milke Plassmann®, Joht *, Baba Shiv!, and

EAS _PNAN

i v 1o  bolloved 1o bo
rent and sold ot Gifferent prices. Our cesults show that

Plassmann et al.
(2008) Organic vs. Non
organic label

Contents 1its available at SelepecDlioct [ -~

Journal of Retailing and Consumer Services

FLSEVIER journal homepage: htp: A olseviar comviocataretconser

m
Looking at the brain: Neural effects of “made in" labeling on product value &=
and choice

Casado-Aranda Luis-Alberto *, Dimoka Angelika ", Sanchez-Fernindez Juan

T m— Spuin
€. T. R Cole of P, Uniesyof Hesaton, 4750 Calboun of #308, Houaon, T, 77304, USA

Casado-Aranda et al.
(2021) Effects on
product valuation

Jos

m Neurolmage
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Reduced prefrontal and temporal processing and recall of high “sensation value” ads

Daniel D. Langicben **.
Samantha Busch-
o

ies W. Loughead, Kesha Ruparel*, Jonathan G. Hakun',
Matthew B, Holloway , Andrew A. Strasser *%,

...................

Langleben et al. (2009)
Brain reward system
and Willing to pay

SLTENITIRC REPg}RTS

OFEN How context alters value: The
brain’s valuation and affective
regulation system link price cues to
experienced taste pleasantness

Lisne Scbridt,

Schmidt et al. (2009)
Reward brain areas
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| 2. Objectives

2. To contrast

behavioural 4. Determine
1. To assess the differences on 3. Predict out whether certain
neural differences purchase intention, scanner product consumer
between PDO and perceived quality, decisions characteristics

non-PDO products WTP, etc. of PDO affect the evaluation
and non-PDO of PDO labelling.
products
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| 2. Objectives

Based on the literature, we hypothesize that ...

There are neural and intentional differences (higher purchase
intention, willingness to pay, perception of quality and feeling of
local support) between PDO and non-PDO products.

@

In addition, we hypothesize that certain consumer characteristics
moderate the effects of the PDO label, namely: ethnocentrism,
familiarity with the label, product-country image, income level and

gender. ’ ﬁ ‘, Q[j'
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METHODS

Experimental designs



| 3. Methods

Baseline
A Pll Scale : equal
level of involvement

n =50 fMRI 34 ppo and 30 non PDO
-~ o EXPOSURE and
RN @ RETRIEVAL
S~o - Product-country image
S~ o Preference for products  Self-report
E)('OER/ S~ Ethnocentrism questionnaire
~
E/VTAL T~ - On purchase intention,
DES/G S~o perception of quality,
N S~ willingness to pay, feeling
S \o\f local support...
L )
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I 4. Expected Results

Products with a protected designation of origin are expected to activate ...

Brain Value System
(BVS)

Ventromedial
prefrontal cortex
(vmPFQC),
Nucleus accumbens
(NAco),

Ventral striatum (vStr),
Posterior thalamus (Pf)

" N

value

. UNIVERSIDAD

EXPOSURE

" 3f ° DEGRANADA

‘reward”

Dorsolateral prefrontal
cortex (dIPFC),
Ventromedial

prefrontal cortex
(vmPFQC),
anterior cingulate
cortex (ACC), dorsal
and ventral striatum,

Source: Neurosynth
(Yarkoni et al., 2023)
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I 5.Conclusions and future research

To reveal the neural origin of
the hypothesised preference

for local products AND
prediction of decisions

Xg" UNIVERSIDAD

To understand the value of
the PDO seal as a marketing
stimulus to develop more
effective political and private
strategies and campaigns to
promote local products

To provide new
methodologies to analyse
extrinsic product attributes.
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