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Research question: Does the Level of involvement with an ethnic product affect the 

Consumer affinity for its Country of Origin? 

Purpose:  The aim of this study is to enrich the empirical data concerning the 

Consumer Affinity construct by finding the effect that the level of 

involvement with a product has on the creation of positive attitudes 

toward a Country of Origin. 

Method: A quantitative survey published online was used to obtain data from a 

convenience sample, the final data was obtained from 163 Swedish 

people from 18 – 65+ years. The findings are analyzed by linear 

correlation. 

Conclusion:  The results confirm that the level of involvement has a positive effect 

on the Consumer affinity, this finding also helps to confirm that the 

interaction of the consumer with a culture, or in this case a 

representation of it, has an impact on the creation of positive 

attitudes. 
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Chapter one | Introduction 

Before introducing and position new products in the international arena, transnational 

enterprises need to understand and evaluate the perceptions and affinity of consumers 

toward the Country of Origin (COO) (Matoati & Syahlani, 2017), the term refers to the 

country that originates, creates or develops a product (Lin & Chen, 2006), the perception is 

created because consumers want to stay informed and are curious about the product's 

origin when they are going through the buying process (Han & Qualls, 1985), and even after, 

for those who want to extend their experience and improve their relationship with 

everything involved in this process. Consumer curiosity refers to the interest and concern of 

the customers regarding various attributes or qualities of a particular brand or product 

(Hong & Wyer, 1989), including the COO mainly because of the presumptions about specific 

countries, in particular for assessing the quality and satisfaction value of the products. 

Now consumers can easily evaluate the various attributes of the products, including 

the COO and quality apart from their preconceived notions about particular products or 

countries (Palmer, 2011), this significantly influences consumer perceptions regarding the 

authenticity, quality, and perceived satisfaction with the products. People have distinct 

perceptions regarding products originating from specific countries that shape their views 

and beliefs regarding the worth, quality, and value of the products, hence, the COO can have 

a positive or negative effect on the purchase decisions of consumers (Matoati & Syahlani, 

2017).  

In fact, consumers can form certain feelings toward the COO resulting in positive or 

negative biases (Hamzaoui, 2006), consumer can develop feelings superiority of one's own 

ethnic group or culture (ethnocentrism) or have positive attitudes toward specific countries 

(Consumer affinity), which affects the consumer behaviour when it comes to buying a 

product. This image possesses a long-term impact on the overall decision-making process 

that ignites or restricts an individual to take a certain decision. The affinity, perceptions, 

cultural underpinnings and positive or negative biases toward a particular culture or nation 

can significantly affect consumer buying behaviour (Matoati & Syahlani, 2017).  
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1.1. Problem definition 

In present days, the globalization, the Internet, and tourism have also made a stronger 

impact on the popularization of food from other parts of the world, making possible to 

experiment with food as a representation of foreign cultures (Myung - Soo, 2014). Swedish 

food culture can be suggested as “open” (Livsmedelsföretagen n.d.) full of dishes that 

include a mix of local and global tastes, transforming Sweden into a “Glocal foodland”, 

where tacos can be considered a special representation of this way of thinking in the 

kitchen. 

In 1982, the first American company of Tex-Mex products arrived in Sweden 

(Thellenberg, 2011), “Old El Paso”, and since then the industry has grown exponentially, 

according to the Livsmedelsföretagen (The association that helps food companies in 

Sweden) the annual value is expected to be, of 1,2 billion SEK (1USD= 8.77SEK) only in 

Sweden. Moreover, Sweden, Norway, and Denmark represent the 40 percent of the total 

amount of Mexican food consumed in Europe (Livsmedelsföretagen n.d.). 

In Mexico, a taco is a dish that can hold any kind of filling, not only mince (i.e. 

Chicken, beef, lamb, fish, even vegetables) stuffed in soft corn or wheat tortilla bread, that is 

usually served with sauces, fresh vegetables and it is eaten with the hands (Eriksson, 2015). 

In Sweden, a taco can be described as hard tortilla bread stuffed with spiced mince, a more 

American representation of a traditional Mexican food, but even in the US, the roots of can 

be tracked to Mexico. In Sweden, tacos used to be more of an American representation of 

the Mexican dish, as Sweden has learned about tacos from the American culture rather than 

from Mexico (Rodriguez, 2006). 

A large amount of the typical ingredients sold in Swedish supermarkets are labelled 

in English, such as Taco Sauce, Taco Spice Mix and Guacamole Dip, (Rodriguez, 2006), but 

nowadays, and although the Tex – Mex image persists, the market is moving toward a more 

Mexican style where it is possible to find Salsa Roja and Guacamole (labelled in Spanish 

whose descriptions hold the word Mexican on them) (Garant,n.d.). Moreover, recent books 

as “taco Mexican style” (2015), “¡Taco Loco!: mexikansk gatumat från grunden” (2015) lead 

the list of popularity of cookbooks in common Swedish books e-commerces (self-retrieved 

information from Adilibris.com and Bokus.com in April, 2017). 

The way a consumer reacts changes depending on the experience with the stimulus 

or on the disposition to interact with it, this interest is called Level of involvement (Bloch, 
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1981), the Level of involvement depends mainly on the personal relevance and the interest a 

consumer has in the product, that finally lead to attitudes (Evans, Jamal & Foxall, 2009). In 

the case of Sweden, the taco as a product goes beyond the dish itself, the activity of eating 

tacos is now part of the food routine for this Nordic country. In fact, this phenomenon has 

been previously studied with the conclusion of that the acceptance in this society is based 

on the simplicity of the dish and its similarity with the traditional Swedish smårgösbord 

(buffet-style with multiple hot and cold dishes on a table) (Soler & Plazas, 2012). Taco – 

Fredag (Taco Friday) is now a popular social encounter among people of all ages 

(Thellenberg, 2011).  

For an international consumer, COO matters (Phau & Chiau, 2008, Palmer) and it 

impacts consumers mind, to shape the perception and assessments in the process of buying 

(Schooler, 1965; Samiee, Shimp, & Sharma, 2005), creating positive and negative 

attitudes. An attitude is based on experiences, that predispose the consumer to react in one 

way or another toward a stimulus (Evans, et al, 2009), for example, a consumer might buy 

products from a specific country based on positive feelings for the COO (Oberecker, et al, 

2008). 

This construct is called Consumer affinity and refers to the positive attitude toward a 

foreign country (Oberecker, et al, 2008); this affinity is the result, mainly, of the interaction 

with a foreign country and the development of positive feelings toward it based on micro 

and macro drivers (Table 1). The micro drivers are that part of the country that appeals to 

the person; this driver is subdivided into four categories: the lifestyle (lifestyle, 

people/mentality, and cuisine), Scenery (landscape and climate) and culture (history, 

traditions, dissimilarities and similarities between both cultures), and the political and 

economic situation. Then, the macro drivers represent the way the image was built and it is 

integrated by the contact with the country through people (friends and relatives), stay 

abroad (long staying in the country) and traveling (vacations, short periods).  

To sum up, on one hand the contact with tacos has improved the level of 

involvement of the Swedish consumers, where a strong interaction with this product has 

been proved (Soler & Plazas, 2012); on the other hand, food is a driver to  improve image 

toward a product and this image evolves to create positive attitudes, which in the case of 

the present study, are considered Consumer Affinity; hence, standing on the previous 

statements, the present research question is defined as “Does the Level of involvement with 
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an ethnic product affects the Consumer affinity for its COO?” focusing on the case of the 

Mexican tacos in Sweden. 

1.2. Relevance of the study 

1.2.1. Theoretical implications and viability 

There is a need for more research on the Consumer affinity construct due to its 

relative newness and the complexity of the concepts related to it (such as emotional 

connotations and drivers that can change in time). In fact, when the theory was created, the 

research agenda was set (Oberecker, et al, 2008) showing the need for understanding how 

this affinity is constructed by the consumers, and this topic has not been fully explained in 

the subsequent studies, being the aim of this study to contribute to the culture and contact 

drivers as the relevant role of food in the COO image creation has been proved as positive 

(Bernard & Zarrouk, 2014: Myung – Soo & Chang - Soo, 2014); moreover, this impact in the 

construction of country image is expected to be even more important when the countries 

are located in opposites parts of the world, reinforcing with this the viability of the selection 

of Sweden and Mexico as part of the present study. Having said that, with this study the 

purpose is to enrich the empirical data for the Consumer affinity construct, particularly by 

better understanding the affinity with the culture through its cuisine. 

The present thesis fits on the field of COO studies, as response to the criticism made 

by Sammie (2010) who, after summarized some of the extensive literature in this topic, 

criticized some of the latest works; one of the conclusions points out that in the majority of 

the empirical data, the consumer is treated as homogeneous by assuming that all the 

consumers are similarly affected by the COO image, when is has been a common result that 

the responses vary based on the conditions of the consumer, by saying homogenous, 

signifies that consumer was not seen in a segmented way but more of in an alike form 

(Sammie, 2010), an example is Shrimp and Sharma (1987) who reported that consumer can 

act according to demographics when it comes to ethnocentrism; therefore this paper 

emphasizes on the differentiation of the consumer based on its level of involvement. 

1.2.2 Practical implications 

Consumer affinity can be essential to improve the market by bringing willingness in 

consumer to buy foreign products (Oberecker, et al, 2008) by reducing the perception of 

risk; in fact, affinity correlates in a positive way with product perception (Wongtada, Rice & 
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Bandyopadhyay, 2012) or in this case with COO judgement; the affinity for the culture the 

foreign country may influence quality perception, in specific, the cultural heritage of food 

products; hence, these results might imply a relevant source of information for exporters 

from not only Mexico to Sweden but for other countries or brands in similar conditions. 

Moreover, the special fact of considering the image of a developing country 

(Mexico) in a developed nation (Sweden), can be a rich finding for less industrialized 

countries struggling with biases toward their products as the literature has found that there 

is a negative connotation toward countries perceived as less industrialized than the home 

country (Jaffe & Nebenzahl, 2006).  
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Chapter two | Literature review 

2.1. Level of involvement construct 

2.1.1. Level of involvement construct 

A standard definition among multiple researchers is that level of involvement with a product 

represents the level of relevance or importance that a specific product has for a consumer 

(Greenwald & Leavitt, 1984), but, in the frame of purchase decisions, the Level of 

involvement is defined as the degree of intensity of interest that a buyer shows for a certain 

product in a particular purchase decision, in other words, it is the individual’s enthusiasm or 

keen interest in the product (Shimp & Sharma, 1983; Bloch, 1981). For the aim of the 

present thesis, both definitions can be considered valid based on the conditions that 

determine the Level of involvement toward a product.  

Those conditions when: the product has a relevance for the consumer (the product 

is important to project a self – image); the product is symbolic (i.e. represents power); the 

economic importance is high (the product has a high price or the function is relevant, i.e. a 

smartphone); the product is constantly of the interest to the consumer (i.e. fashion 

followers), the purchase represents significant risks because of the amount of the 

investment (i.e. a house) or the relevance of the effects of the decision (i.e. prescribed 

drugs); the item is identified with the norms of a group  because the sign of a product has a 

connotation (i.e. branded clothing); and finally, the product has emotional appeal or gives 

the consumer a sense of belonging (Assael, 1998),  such as, the case of the tacos in Sweden, 

based on the trend of having them as part a ritual of socialization. 

Every product is susceptible of involvement because the involvement varies by 

consumer, not by product, which means that it is the consumer who decides whether a 

product represents a high or a low involvement, although there are some products that 

generally, implies a high level, such as those with high risks (Assael, 1998). The interaction 

and hence the relationship that a person develops toward a product has different 

characteristics, some of the differences between high and low involved consumers are 

presented in Table 1.  

Depending on the involvement, the perception of the consumer changes concerning 

the identification of differences among products in the same category (Zaichkowsky, 1985), 

the time spent on doing the research also increases the importance of the item, because, in 
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general, high involved consumers give more time and effort in the search of information 

related to the product and, once they have found a product or brand of its preference 

(Assael, 1998), the habit leads to loyalty (Evans et al, 2009); in contrast, low involved 

consumers discard information when it is not related to the product itself and give more 

relevance to physical features; they are passive learners and the inertia is what leads their 

habit.  

High involved consumer considers in-depth knowledge and holds a thoughtful 

attitude before buying the product in order to satisfy the search for the right version of the 

product (Assael, 1998). While low-level involvement incurs impulsive buying, which can 

mean unplanned purchases where the consumer is likely to ignore the risk consequences 

and give limited attention toward product attributes. Highly involved consumer demands 

the information in a concrete way which can enhance the problem-solving attitude. A 

consumer who is not involved much in the purchase is limited to problem-solving, therefore, 

the purchase does not add any new knowledge. To summarize, Table 1 describes the 

differences between high and low involvement. 

Table 1. Characteristics of the consumer by Level of involvement 

High involvement Low involvement 

More time, effort and indulging are spent in 
extensive information search less attention to non - product features 

Has a cognitive learning Passive learning 

Habit = loyalty Habit = inertia 

Relevant and considerate attitude toward the 
product 

Attitude likely to be an impulsive reaction 
toward the product 

Develop feelings toward the product Limited attention to feelings 

The purchase is important Not important purchase 

High involvement behaviour goes for deep 
information based on the attributes of the 
product. 

The information search based on the 
product’s appearance. 

Falls in extended problem solving which 
requires concrete information search 

Falls in limited problem solving which adds 
up little information in previous knowledge 

Source: Self - creation by the authors with information from Assael, 1998; Cohen, 1982, Evans, et al, 
2009; Zaichkowsky, 1985; Tanner & Raymond, 2012). 

 

Involvement has a strong component of feelings and attachments, that, beyond the 

affections, are often held by cognitive sources (Silvia, 2005), based on their knowledge, and 

as it can be seen, a high involved consumer looks for information to build its knowledge 

(Goldsmith & Emmert, 1991; Assael, 1998) looking for the best option (Clarke & Belk, 1978).  
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Discussing the Level of involvement construct, the involvement affects the 

behaviour and it acts as an indicator of the researcher to understand the consumer 

behaviour.  The involvement affects behaviours when it comes to product use, and also 

affects cognitive (i.e. searching, satisfaction) behaviour as the consumer is ready to spend 

more time in the searching for information (Zaichkowsky, 1985), that increases when the 

purchase decision is to be made. The Level of involvement determinates the way a consumer 

processes the information related to the product (or category) and the change in attitudes 

toward it (Evans, et al, 2009).  

In terms of measuring, the literature provides with many different instruments to 

measure the level of involvement, but four of them are the most used in the literature; first 

Zaichkowsky (1985) with the tool better known as Personal Involvement Inventory (PII), the 

second by Laurent and Kapferer (1986) a third measure is the FCB, called after its authors 

Foote, Cone, and Belding  made public by Ratchford in 1987, and finally, the Consumer 

Involvement Profiles (CIP), by Mittal and Lee (1989) in collaboration with McQuarrie and 

Munson (1986) that has as base the Laurent and Kapferer tool;  All of them have being used 

for years in the measurement of level of involvement but it is the PII the one that holds the 

most recognition (Mittal, 1995). 

Both the CIP scale and the FCB scale can be only used to measure purchase-decision 

involvement (Mittal, 1995) making them impractical for the aim of the present study. The 

Laurent and Kapferer instrument of measure is applicable for both kinds of involvement as 

the authors considered the existence of multiple involvements in its construction (Laurent & 

Kapferer, 1986). The tool involves a faceted involvement that goes from the interest, sign 

value, pleasure value, and risk and this fact is the main criticism as the last three facets are 

considered antecedents and the tool is used to measure the present level of involvement 

and not the roots of it (Mittal & Lee, 1989).  

The PII scale was created with the specific aim of improving the findings when 

talking about involvement with the purchase process of a product (Zaichkowsky, 1985), 

although the final product can be used for both, purchase-decision involvement and product 

category involvement (Mittal, 1995). Validity and reliability were specially cared in the 

construct of this tool, successfully meeting standards of internal reliability, over time 

reliability, content validity when using multiple items, criterion – related validity and 

construct validity, this last one when achieving information regarding perceived differences 
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among brands, product category and product attributes when in comparison of different 

brands (Zaichkowsky, 1985).  

With those arguments in mind, the PII tool is the best fit to answer the present 

research question, although, a criticism for the PII is the length of the tool which includes 20 

items that are at some point repetitive (Mittal, 1995); as result, in 1995, a review of the scale 

that is adaptable for both product- and purchase- decision involvement, concluded that the 

original version was not unidimensional, then five items were kept as relevant. This shorter 

version of the scale showed to be parsimonious, unidimensional, and valid (Mittal, 1995).  

Hence, in order to use the best version available, this adaptation is the one included 

in the pool of ordinal questions for the present study. Resulting in the following statements 

to measure the involvement with the product: 

For me, tacos are: 

Unimportant 1 2 3 4 5 6 7 Important 
Of no concern 1 2 3 4 5 6 7 Of concern to me 
Means nothing to me 1 2 3 4 5 6 7 Means a lot to me 
Does not matter to me 1 2 3 4 5 6 7 Matters to me 
 

The Cronbach’s alpha analysis for reliability was found acceptable (0.921) (Bryman & 

Bell, 2015). For this set of items, the scale of responses goes from 1 to 7 with the poles 

marked with opposite statements. The measure used is, as the literature suggests, the 

higher the counting of points the higher the Level of involvement (Zaichkowsky, 1985).  

2.1.2. Knowledge  

With the aim of obtaining a wider picture of the level of involvement, the concept of 

level of Knowledge is introduced based on that once, the information is processed by the 

consumer, it leads to knowledge, which counts with two components; the objective 

element, formed by facts or actual information; and the subjective element that reflects the 

consumer’s beliefs toward a specific product (Park, Mothersbaugh & Feick, 1994). Both, have 

been proved to have a direct relation to the number and nature of the interactions between 

the consumer and the product, with their familiarity with the product and their level of 

expertise (including the ability to perform tasks related to the product); as well as the level 

of knowledge about the product’s category (Alba & Hutchinson, 1987) and this is because a 

high involved consumer devotes more attention to information related the product (Assael, 

1998). 
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In terms of knowledge, the consumers can be divided into two categories: Novices 

and experts. This categorization varies with the level of expertise and experiences of the 

consumers (Crespo & Barrio, 2015), to be more specific, a novice is a person who has limited 

knowledge and has less experience in the specific area, like a beginner who follows the rules 

and is dependent on the stated features and facts. While an expert is a person who holds a 

highly qualified knowledge and has great experience in the specific area. An expert is 

capable of providing critical aspects instead of relying on the rules (Ross, Phillips, Klein, & 

Cohn, 2005 cited by CPG, 2013). 

Novices are more likely to be attribute-based (appearance), as opposed to experts 

being relation based (functionality) (Evans, et al, 2009). Differences between novices and 

experts can be found in Table 2. A relevant difference between both is the decision criteria 

separate the novice and expert consumers because expert consumers use complex criteria 

involving a broad range of alternatives, including quality, COO, price, product ingredients, 

perceived satisfaction level, and packaging; on the other hand, novice consumers usually 

form their opinions through price, packaging, and brand names rather than utilizing 

numerous variables (Bettman & Sujan, 1987).  The utilization of criteria for evaluating 

various products through framing plays a vital role in differentiating novice and expert 

consumers and their perceptions or purchase decisions. The purchase decisions of 

consumers revolve around their opinions, perceptions, and attitudes toward particular 

product characteristics and their quality or satisfaction value (Crespo & Barrio, 2015). 

Table 2. Expert vs novices 

Experts Novices 

Experts have deep understanding 
concerning the features of the product 

Novices have limited knowledge of domain 

Brings intuitive findings of the product Focus on information about the product in a 
limited way 

Concrete criticism toward the product or 
situation 

Can build criticism only within defined rules   

Can extract vital information in an unbiased 
manner.   

Extract certain information which can usually 
be influenced by their origin. 

Can make the connection between product 
attribute and involvement in a deeper way. 

Connects only most obvious and convenient 
product attribute and consumer involvement. 

Ability to identify rather complex patterns 
and characteristics 

Can only focus on the generalized connection 
between the product attribute and 
involvement. 

Source: Self - creation with information from CPG, 2013; Kapp, 2012, and Evans, et al, 2009. 
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Consumer knowledge is an important aspect of getting familiar with consumer 

behaviour as part of the purchase process (Evans, et al, 2009), as experts, for example, 

usually seek products or services that not only fulfill their wants but also increase their 

knowledge or experience.  

The measure of the level of knowledge can be done by three ways (Bucks 1985), the 

first is by proving the facts the consumer stores to find the accurate information about the 

product in their minds and it is called objective knowledge, this way counts with studies that 

have provided it with multiple tools for its measure (Park, et al, 1994; Veale & Quester, 

2007).  

The second way is the consumer’s self-assessment which is based on their 

perception of the product (Park, et al, 1994) otherwise known as the subjective knowledge 

that is the people's perceptions of what or how much they know; concerning the present 

study, the interest is on how the consumer considers itself in the field of knowledge, and in 

this case, the literature does not provide with a valid tool. As result, an operationalization of 

four indicators is created; first in the frame of subjective knowledge, the items seek for the 

level of use, then the expertise and ability on the interaction with the product; and later a 

more objective perspective asks for information related to the product, to then go deeper in 

information that is not strictly connected with the product as the literature suggests, a more 

experienced consumer has. The specific items can be found in Table 3.   

Table 3. Self-assessment knowledge operationalization 

Concept Indicator Question Type 

Knowledge Use I know how tacos are made Ordinal 

I can prepare tacos easily Ordinal 

Expertise I can grade the taste of tacos when trying from 
different places. 

Ordinal 

I know how to eat tacos Ordinal 

I feel comfortable eating tacos (I eat them 
without it being messy) 

Ordinal 

Product related 
information 

I know where tacos are from Ordinal 

Non - product 
related 
information 

I am familiar with the country from where 
tacos came from 

Ordinal 

 

The third way to measure knowledge is based on the experience of the consumer 

which is gained through past interactions with the product (Goldsmith, & Emmert, 1991). 

Previous studies mention that experienced based measure of knowledge influences in a 
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lower grade the consumer’s behaviour as compared to objective and subjective knowledge 

measures.  

Consumers derive their skills or abilities from the knowledge and experience gained 

from purchasing and using a good or service (Buck, 1985), furthermore, trust and experience 

are only obtained through interaction (Swift, 1999). 

 The level of consumption or repeat purchases significantly increases the knowledge 

and consumption experience that results in the advancement of the consumer from the 

novice to the expert level (Clarkson, Janiszewski & Cinelli, 2013). Consumers usually choose 

particular products or make purchase decisions that contribute to their level of experience 

and enhance their knowledge pertaining to the consumption experience. 

Experts are less affected by positive reviews by other consumers than novices, but 

that when negatives reviews are made experts tempt to pay more attention as they search 

for accurate information (Ketelaar, et al, 2015). Then it is fair to seek for this information 

according to the following operationalization (Table 4). 

Table 4. Level of knowledge operationalization 

Concept Indicator Question Type 

Familiarity Recognition Do you know what tacos are? Dichotomous 

Have you ever tried tacos? Dichotomous 

Are you familiar with the taste of tacos? Dichotomous 

Exposure How often do you eat tacos? Ordinal 

How often would you like to have tacos? Ordinal 

Where do you usually eat tacos? Nominal 

If you can remember when was the first time 
you ate tacos? 

Nominal 

Where was the first time you tried tacos? Nominal 

 

Researchers insist that subjective and objective knowledge affects the search and 

information processing which is evident in consumer’s behavior (Buck, 1985). Park, Gardner 

& Thukral (1988) discovered that higher perceived importance can lower the self-assessment 

knowledge as the consumer is trying to reach the new information in order to increase 

objective knowledge, and this seeking for knowledge is part of the learning process that 

finally results in the attitude a consumer has toward a product (Evans, et al, 2009). 
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2.1.3. Attitudes 

 Attitude theory defines attitude as a learned predisposition to respond (or evaluate 

stimuli) in a consistently favorable or unfavorable manner (Katz, 1960; Oberecker, et al, 

2008). The components of it are cognitive (Knowledge), affective (feelings) and behavioural 

(conative, the response) (Evans, et al, 2009). Although there are some articles that argue 

that the attitude and the expected behavior of the consumer are not related (Fishbein & 

Ajzen, 1977), just like the level of involvement construct, the attitude involves functions for 

the consumer, being these the instrumental (Uses), value – expressing (personal values), ego 

– defensive (self – image protection) and the knowledge function (for the creation of the 

meaning of the world around the consumer) (Katz, 1960). 

 It is worth to spotlight the fact that attitudes are the product of a long learning 

process, therefore, an attitude is more predictable and resistant to change when strong 

knowledge and importance are attached to the product, and when the reaction is repetitive 

(Petty, Haugtvedt & Smith, 1995). 

  In terms of changeability, many studies have proven that the attitude is, in fact, 

likely to change (Heider & Krauss, 1958; Ketelaar, et al, 2015); theses such as the balance 

theory argues that a person (or in this case a consumer) changes attitudes in order to keep 

the harmony between two stimuli (Heider & Krauss, 1958), for example if a person has a 

positive attitude toward tacos based on strong reasons, such as the taste and the social 

implications of the product (“Taco fredag”) but a negative attitude toward Mexico due to the 

image of its politicians on the news (weak reason), in order to maintain the harmony 

between both thoughts it is likely to change the bad opinion about the COO.  

The Cognitive dissonance theory by Festinger, L. (1957) also includes a belief and a 

behaviour, but in this case the action affects the harmony, for example, there is a belief of 

that foreign food is not appealing to the consumer, but then after tasting tacos and finding 

them appealing, a dissonance happens, then in reaction and in order to overcome that 

conflict, the subject seeks for information to reduce it by adding new cognitive elements 

(knowledge) (Festinger, 1957) and hence, not only the consumer change attitudes, but 

increases its level of involvement with the product. 

Persuasion is another way to change attitudes, persuasion implies the interaction 

with external messages (Krugman, 1965), the change produced in the attitude is stronger 

when based on issue-relevant thinking that when the persuasion targets the affective 
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component of attitudes (Kitchen, et al, 2014). In terms of knowledge and attitude, it has 

been found that novices are more likely than experts to change their attitude when external 

information arrives (Ketelaar, et al, 2015).  

Based on the cognitive and affective component of attitude, the model by 

Rosenberg (1956) centers on the value of the object for the person, it consists of two 

concepts, first the perceived instrumentality, that is to say, the practical use; and second, the 

value importance, or the level of satisfaction achieved by buying or using the product; when 

either of them increases, then the attitude toward the product becomes more positive 

(Rosenberg, 1956). Moreover, this model considers that, by providing new information to 

appeal the cognitive component, the overall attitude is tended to change. In conclusion, an 

attitude can be altered and reinforced by adding new information, this seeking for 

information is related to the level of involvement that the consumer has with a product.  

According to the theories presented, the consumer needs an open disposition for 

new information and the more positive and valuable the stimulus appears to the consumer, 

the more positive attitude toward the product results, with this in mind, Table 5 shows the 

operationalization of the willingness of the consumer on trying food from other cultures and 

the nature of the perception, in terms of positive and negative, toward tacos. 

Table 5. Attitude operationalization 

Concept Indicator Question Type 

Interest Willingness to 
try food from 
other cultures 

I allow myself to try food from different 
cultures 

Ordinal 

I feel curious when a new kind of food is 
introduced from another country? 

Ordinal 

I crave for food from other countries with 
different taste 

Ordinal 

I regularly eat food from different cultures·         Ordinal 

I have adopted tastes from other cultures in my 
own cooking 

Ordinal 

Perception Positive 
adjectives 

Trendy, delicious, nutritious, versatile, easy to 
prepare 

Nominal 

Negative 
adjectives 

Weird, junk food, expensive, not my cup of tea, 
tasteless 

Nominal 

 

Items related to Interest have a one to five scale, while the product perception items 

consist on ten adjectives: five positives, and five negatives, that finally are considered 
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positive when the number of positive adjectives selected is higher than the negatives. This 

measure is later created as a new variable during the SPSS analysis. 

2.2. Consumer affinity construct 

2.2.1. Country of origin 

The Country of origin (COO) refers to the country that originates, creates or develops 

a product (Lin & Chen, 2006); in other words, it can be the home country of the products. 

The COO of the tangible components is a feature inherent to the product and the quality of 

it depends on many variables, most of them concerning the level of industrialization of the 

country of manufacture (CM), but sometimes, it is just about perception (Han & Qualls, 

1985; Palmer, 2011); Country Image (CI) construct refers to the sum of all descriptive, 

inferential and informational beliefs a consumer has about a nation (Martin & Eroglu, 1993), 

and it is formed by the perceptions about the attributes of products from a specific country 

(Nebenzahl, Jaffe & Usunier, 2003). COO impacts consumers’ mind in order to shape their 

perception and assessments in the process of buying (Schooler, 1965; Samiee et al, 2005), 

consumers are tending to form positive and negative biases toward a product after viewing 

the COO; those particular perceptions can be strengths or weaknesses about the country 

(Roth & Romeo, 1992; Han, 1989). 

The searching for the impact of COO has, since the 1960’s, provided with valuable 

insights; one of the earliest studies asserted that this construct may have an effect on 

consumer behavior (Schooler, 1965), however, the study did not analyze the intensity, 

concentration, and bearing of the impact on consumer behaviour. The prior studies on COO 

effect confirm the existence but make no inspection on the route of this effect and the 

strength of it (Dinnie, 2004), it was later when it was found that the product’s 

characteristics, in particular, product traits and country attributes have a statistically 

significant effect on the purchase intentions (Yaprak, 1978); country image can impact the 

decision process as part of the features of a product or as the only characteristic that is 

considered to judge it (Han, 1989).  

The research on the field was strongly criticized when the globalization was more 

visible in the world (Dinnie, 2004) because the former studies conceptualized COO as a 

limited and ambiguous construct regarding consumer behaviour or perceptions. A research 

asserted that the COO was a distorted and narrow concept because it assumed a solitary 

place of origin for particular items or products (while in reality one product can be produced 
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in one country based on designs made in a different place), as result, the term product-

country image (PCI) was introduced to point out that it is the perception of the origin not the 

real origin of the country (Papadopoulos & Heslop, 1993), that involved multidimensional 

attributes of the brands or products along with a global supply system comprising several 

places of origin.  

This environment opened the field for more research focused on the perception and 

effect of COO (Dinnie, 2004), additionally, the world has experimented more migration and 

Internet changed connotations and stereotypes by making the information and experiences 

more available; for example, certain researchers also focused on the perspective that 

different researchers depicted that national markets are composed of several heterogenous 

consumers, with different roots and stories (Papadopoulos, Heslop & Bergeron, 2003), more 

recent research assume that international markets operate in culturally heterogeneous 

societies (Parameswaran & Pisharodi, 2002),  all this reinforced the idea that  COO has a 

dynamic effect as opposed to a static impact on consumers’ perceptions (Nagashima, 1970), 

as special circumstances such as fads can contribute by building a positive image (Martin & 

Eroglu 1993). 

In terms of the nature of the attitudes created based on the CI, there are positive 

and negative feelings that affect the purchase decision process (Matoati & Syahlani, 2017). 

The animosity or negative feelings (Oberecker, et al, 2008) have been widely researched 

since the 1980’s when Shimp & Sharma (1987) introduced the term Consumer 

Ethnocentrism Tendency (CET) to understand why US consumers preferred American 

products over foreign products even when the quality of the second was higher. Subsequent 

studies have proved that the principal reason is perception: such as the idea of the home 

country as superior than others (Shankarmanesh, 2006), the perception of being avoiding a 

risk when preferring local products (Cristea, Capatina & Stoenescu, 2015), the lack of trust 

toward the foreign manufacturer (Hamzaoui, 2006), and more important, a recurrent 

conclusion is that a foreign consumer avoid products based on the perception of low quality 

due to the low industrialization of the COO (Pappu, Quester & Cooksey, 2007; Jaffe & 

Nabenzahl, 2006), this is particularly true when considering developing countries (Cordell, 

1992; Dakin & Carter, 2010). 

On the other hand, the reasons why people buy products from foreign nations, has 

had a lower scoop, one conclusion is the level of specialization: specialized countries are 

perceived positively in their categories, such as France in the cosmetics and perfumes 
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industry (Cristea, et al, 2015; Florea, 2013; Jaffe & Nabenzahl, 2006); one more reason, is the 

idea of that the COO can improve the self - image or give status to the consumer (Verlegh, 

2007), for example, Italian shoes. Finally, another conclusion is that the positive feelings for 

a Country can lead to better disposition for products originated in (by) that same nation 

(Oberecker, et al, 2008).  

2.2.2. Consumer affinity 

In a context of political and economic tension between the eastern and western 

blocs, by the end of 1980’s, the Consumer Ethnocentrism Tendency (CET) was introduced in 

the US, to understand the negative perception of foreign products, specifically in the US. CET 

can be explained as the belief of having superiority over other nations on the basis of racial, 

religious or cultural differences (Shimp & Sharma, 1987). This concept is also applied while 

looking at foreign products (Shankarmanesh, 2006) and the willingness/unwillingness to buy 

them (Oberecker, et al, 2008; Cristea, et al, 2015). There is an immense of literature 

concluding that the higher the CET, the lower the consumer’s disposition to buy foreign 

products (Shankarmanesh, 2006). 

The initial theories have increasingly been tested in later years due to the increasing 

cosmopolitanism that reduces the grades of ethnocentrism, although culture is still a strong 

player in the creation of perceptions considering that perception is highly subjective as it is 

formed by the individual's personal experiences and value systems; that are the result of 

one's cultural background, hence culture has an indirect influence on psychic distance (Swift, 

1999). Understanding psychic distance as the sum of cultural distance, mistrust, and social 

distance (Holden and Burgess, 1994 cited by Swift, 1999). The opposite, psychic closeness, is 

achieved through cultural affinity (understanding that affinity refers to liking), plus trust, and 

experience (Holden and Burgess, 1994 cited by Swift, 1999), in fact, cultural affinity may 

even be the catalyst for interaction (Swift, 1999). 

The evolution on the affinity concept lead, in 2006, to the Consumer affinity 

construct (Jaffe & Nebenzahl, 2006), that was established as one of the motives drawn from 

prior studies to understand how the CI is constructed based on attitudes toward products 

which belong to the affinity country when it comes to buying (Oberecker, et al, 2008). The 

Consumer affinity construct is defined by Oberecker, and colleagues (2008) as “a feeling of 

liking, sympathy, and even attachment toward a specific foreign country that has become an 

in-group as a result of the consumer's direct personal experience and/or normative exposure 
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and that positively affects the consumer's decision making associated with products and 

services originating from the affinity country".  

Consumer affinity is a two-dimensional second-order construct consisting of (1) 

emotions of sympathy (with low positive effect) and (2) attachments (high positive effects) 

of (Oberecker & Diamantopoulus, 2011). Sympathy and attachment enhance as result of the 

normative exposure or direct personal experience of the consumer. The decisions of the 

consumers are framed through these experiences and services originated from the affinity 

country. 

The sources of this affinity are divided in macro and micro drivers (Table 6). The 

macro drivers explain what is appealing: the lifestyle, the scenery, and culture; and the three 

micro drivers, how this affinity was built: the contact (friends, family), staying abroad and 

traveling (Oberecker, et al, 2008). This classification of drivers is the result of the 

categorization of the qualitative responses from 11 in deep interviews held in Austria (capital 

and rural villages). 

Table 6. Consumer Affinity’s drivers 

Micro drivers Macro drivers 

• Lifestyle 

• Scenery 

• Culture 

• Political and economic situation 

• Contact  

• Stay abroad 

• Travel 

Source: Oberecker, et al, 2008. 

The concept of affinity is not associated with the identification of country in 

question, this ideology can be explained with the analogy that an individual can feel 

sympathy for a certain place without the perspective of feeling indigenous from that specific 

country (Oberecker, et al, 2008). Affinity would revolve around the perspective that country 

image would focus on the beliefs of an individual and different descriptive information about 

the country, there are several potentially diverse sources in this scenario and these 

resources are not limited toward the perception of inhabitants for foreign countries. The 

same authors classified that a country image possesses multidimensional construct with 

different scenarios of emotional and several cognitive dimensions, although the emotional 

dimension plays an important role in the overall decision-making process, in consequence as 

affinity to a foreign country remains a combination of both sympathy and attachment.  
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In 2011, Oberecker and Diamantopoulos, following the research agenda, created the 

tool for the measurement of Consumer affinity, but as it was identified by Wongtada and 

companions (2012), that the tool was not empirically tested in a quantitative approach, 

moreover, the criticism goes beyond by adding the necessity of the tool to include feelings 

of animosity (negative attitudes), although, after the application of the quantitative study, 

this hypothesis was finally discarded because, just like Oberecker, et al. (2008) did before, it 

was proved that affinity and animosity are not opposites and it is possible for them to 

coexist in the consumer’s mind.  

The tool by Oberecker and Diamantopoulos (2011) and that by Wongtada, et al, 

(2012) differ primarily on the drivers that promote affinity, the first is explained in lines 

above, the drivers are mainly emotional (sympathy and attachment) based on direct and 

indirect interactions with the culture; the second tries to appeal the knowledge the 

consumer has about the country (by describing businesses and education). 

The pool of items that better compiles the information required to answer the 

research question for this study is the one by Oberecker and Diamantopoulos (2011), and 

this is because the concept cuisine (that can include tacos) is already mentioned as part of 

the lifestyle macro driver (Oberecker, et al, 2008), furthermore, it was found that over 90 

percent of the Consumer affinity comes from events related to culture and the landscape, 

the politics and the cultural industry (music and entertainment) that the consumer has 

experienced (Nes, et al, 2014) and this questionnaire emphasizes sympathy and attachment 

making it a better fit. 

Even though the original tool has six parts: Consumer affinity, ethnocentrism, micro 

country image, macro country image, perceived risk and willingness to buy, for the present 

research, only five parts are considered as it can be seen in Table 7. The ethnocentrism is not 

considered as it has been proved that ethnocentrism is not relevant for creating affinity 

(Oberecker & Diamantopoulos, 2011) or interfere with it, as both can coexist in the 

consumer’s mind (Jaffe & Nebenzahl, 2001). 
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Table 7. Consumer affinity items 

Indicator Question Type 

Affinity Mexico awakes pleasant feelings Ordinal 

I like Mexico Ordinal 

Mexico awakes feelings of sympathy Ordinal 

I am captivated by Mexico Ordinal 

I want to travel to Mexico Ordinal 

I love Mexico  Ordinal 

I feel inspired by Mexico Ordinal 

Macro Image Mexico has a high level of industrialization Ordinal 

Mexico has a high standard of living Ordinal 

Mexico has a high welfare system Ordinal 

Mexico has a democratic system Ordinal 

Mexico has a high economy development Ordinal 

Mexico has a high level of technology Ordinal 

Micro Image There is innovativeness in products from Mexico Ordinal 

The design is always good in products from Mexico Ordinal 

There is a prestige in products from Mexico Ordinal 

The workmanship is always on high in Mexico Ordinal 

Perceived Risk Getting products from Mexico is risky. Ordinal 

Buying products from Mexico can have uncertain 
outcomes. 

Ordinal 

Getting products from Mexico can lead to bad results Ordinal 

Willingness to 
buy 

It is very likely that I will buy products from Mexico. Ordinal 

I will have Mexican food the next time I eat out Ordinal 

I will definitely try products from Mexico Ordinal 
Source: Self-creation with information from Oberecker & Diamantopoulos, 2011. 

Another change was made in two items, first, in the affinity part, the item “I want to 

travel to Mexico” was included and second, in the willingness to buy section, the question “I 

will buy Mexican products the next time I need products” appears too general, hence the 

new version appears as: “I will have Mexican food the next time I eat out”.  

In spite of that when the tool was created giving the opportunity to the interviewee 

in name its Country of affinity; Nes, Yelkur & Silkoset (2014), suggested two countries to the 

participants with valid result in their finding, confirming that the level of affinity can be 

measured even when the participant has no the opportunity to choose the country of their 

affinity, what make viable the specification of Mexico for the present research. 

Affinity ultimately refers to the positive feelings toward a referent country and this 

would result in specific actions to the perspective of consumer behaviour. These positive 

emotions toward a country possess general effect on the overall buying behaviour of an 

individual (Oberecker et al, 2008). The various dimensions of Consumer affinity and 

animosity play a vital role in purchase decisions, particularly in the context of the micro 



 
 
 

21 
 

country image, product ownership, and customer perceptions. Some research (Nes, Yelkur & 

Silkoset, 2014) analyzed affinity and animosity in the construct domain along with model 

testing and scale development; the researchers found that Consumer affinity not only affects 

the micro country image of consumers but also influences their purchase decisions and 

product ownership. The authors empirically tested the four target dimensions of Consumer 

affinity and found a positive correlation with micro country image and product ownership. 

The willingness to purchase and pay for a specific product stem from a complex and 

intricate combination of perceptions and beliefs of the consumers toward foreign products 

(Josiassen, 2010). A study was conducted on 170 consumers to evaluate the role of 

Consumer affinity regarding the willingness to pay (WTP) and willingness to buy (WTB) 

products originating from various countries. The researchers found that Consumer affinity 

for a foreign country had a positive influence on the behaviour of the customers. The results 

of the study also confirmed a complementary relationship of Consumer affinity with the 

country-of-origin effect (Bernard & Zarrouk, 2014).  

To sum up, in the context of COO, novice and expert consumers evaluate products, 

through their respective knowledge, expertise, and experiences with particular 

products (Crespo & Barrio, 2015), as example (D’Alessandro & Pecotich, 2013), for example a 

study on wine (D’Alessandro & Pecotich, 2013) concluded that a novice consumer who looks 

for wine, can only judge the product based on the price and create biased conclusions as 

result, such as high price equal to high quality, as they only limit their focus on specific 

features at the time; while an expert might give more relevance to the region of origin, 

followed by price and taste as they are highly involved in purchase. Novice consumers 

usually have limited knowledge and expertise for a particular product and utilize the limited 

information to form opinions or perceptions about it. Many novice consumers fail to 

recognize or acknowledge the role or importance of the COO. Some intermediate or novice 

consumers may have the knowledge or information regarding the COO of a wine but fail to 

identify or link the characteristics of the wine to a region. 

2.2.3. Food and attitude 

Food, in general, involves multiple ideas around it, such as the idea of survival, not 

only in a biological way but as a way to survive in  new countries (such as Chinese or Italian 

people immigrating to America), then as status, as a pleasure, but moreover is part of the 

culture, as part of the reasons to socialize, and as an expression of our culture (Choi, 2014), 

the food express the way a community lives - fast food for big cities - the economy - beans 
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with rice as traditional food in poor countries instead of meat -. In fact, the food is so a 

representation of the culture that was even used as a tool of colonialism in Africa and Asia 

(Pilcher, 2005). 

In marketing, studies have concluded that the influence of thoughts toward food 

experiences may be transferred to product evaluations (Cohen, J., Pham, M., and Andrade, 

E, 2008; Oberecker, Riefler & Diamantopolous, 2008), because food stimulates various sense 

at the same time, leading to stronger attitudes toward a product (Elder & Krishna, 2010). 

 A good image is the start of a more complex relationship with a country, a starting 

point for a learning process that finally leads to an attitude, that is the predisposition or the 

tendency to respond in a certain way toward it (Allport, 1935), and the perception of a 

country may be based on the consumed products (Palmer, 2011). In 2014, a study concluded 

that the experience with food can improve the image of its COO, and that likeness increases 

with the number of times a person has been exposed to that specific kind of food, even 

more when the experience is positive (Myung – Soo & Chang - Soo, 2014).  

In terms of Consumer affinity, during the interviews held by Oberecker, et al. (2008) 

and Oberecker and Diamantopoulos (2011) it was a constant that the respondents found 

cuisine as a life-style expression, and that food and beverages were continuously mentioned 

as positive triggers. 

 

2.3 Model 

As result of the literature review, the relation between the two variables selected for 

the present research is explained in figure 1, where it is shown that the Level of 

involvement, which includes the feelings, beliefs and especially knowledge carried by the 

consumer; allows or suggests the creation of attitudes; both positive and negatives, that in 

the field of COO are called Consumer affinitive (positive) and Ethnocentrism (negative), this 

attitudes although might seem as opposites in the figure, are not polarized and can co - exist 

as it has been explained in the literature review. 

In the specific case of this study, the understanding of the role of the knowledge for 

the creation of positive attitudes (Consumer affinity) is notably relevant, based on that idea, 

the model includes a line that connects both concepts. 
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Figure 1. Level of involvement – Consumer Affinity Model  

Source: Self - creation (2017). 

 

This model can make the understanding easier to section the positive feelings and 

negative feelings of a consumer toward any country. This model is an outcome of the 

literature which this current research holds, and it is the base of the following propositions 

and the selection of the methodology used for the present study. 

 

2.4. Hypotheses 

Based on the literature review, the following hypotheses have been created. 

General  

• H0a: The Level of involvement and level of Consumer affinity are independent 

constructs 

• H1a: The Level of involvement has an impact on the level of Consumer affinity 

 

 As it has been established in the literature review, the level of involvement 

generates attitudes, in this case, the research looks for the specific positive attitude toward 

Mexico caused by the level of involvement with the Mexican tacos. 

Secondly, in a more specific approach, the level of knowledge and involvement with 

the product as two main parts of the Level of involvement construct are analyzed, with the 

next hypotheses: 

• H0b: The Level of knowledge and level of Consumer affinity are independent 

constructs 

• H1b: The Level of knowledge has an impact on the level of Consumer affinity 
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 The statement is focused on the level of expertise based on their awareness of the 

product, their familiarity with its roots as part of the characteristics beyond the features 

attached to it, among others better explained in the design of the tool. 

• H0c: The involvement with the product and level of Consumer affinity are 

independent constructs 

• H1c: The involvement with the product has a direct positive impact on the level of 

Consumer affinity 
 

This part is more related to the affective engagement with the product, and its 

relevance in the consumer’s mind that can clearly lead the consumer to create stronger 

attitudes as it has been mentioned in the previous parts of this thesis.  
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Chapter Three | Methodology 

A quantitative method was chosen for the present research, the reason behind it, is, on one 

hand, the need to collect this kind of data to contribute with the overall information in the 

field of Consumer affinity, were the main study suggests the tool that can be used in for the 

quantitative method. On the other hand, the quality of the previous studies in both, Level of 

involvement (Zchaikowsky, 1985) and Consumer affinity (Oberecker & Diamantopulous. 

2011) has created a pathway to move forward with a validated questionnaire in most of the 

concepts, hence there are items that along their coding are taken from the literature to build 

the methodology for the present paper. 

3.1. Design 

The final questionnaire counts with 4 parts: First, the demographics (1) to prove the 

diversity of respondents (Bryman & Bell, 2015), then the level of knowledge along with the 

attitudes toward food from other cultures (2), followed by the Level of involvement (3), and 

finally, by questions concerning the Consumer affinity (4). In order to get a broader view of 

aspects of the concept (Bryman & Bell, 2015), and increase the validity of the instrument, a 

multiple - indicator measure was used. 

Concerning the demographics, the information requested follows the same structure 

Wongtada, et.al (2012) have for their research in Consumer affinity to ensure the later 

classification of the data in meaningful groups and in case of need, cross-tabulate the results 

to compare survey data across multiple demographics; in some results, the affinity has 

shown different levels depending on the demographics (Oberecker et al, 2008). The options 

were taken from the Swedish bureau of statistics (In Swedish, Sveriges Statistiska 

Centralbyrå) and the Swedish office for employment (Arbetsförmedlingen).  

The items are shown in the Literature review in English although the survey was 

translated into Swedish for its application in order to reach a broader target in different age 

ranges and backgrounds, both versions can be found in Annex 1. The majority of the 

questions are considered ordinal, that meaning that they are variables that can be ranked 

but whose distances are not equal across the range (Bryman & Bell, 2015). The coding for 

the level of involvement construct (for ordinal cases) is a scale from one to five (appearing 

as no, maybe, neutral sometimes and yes). This scale is being used in order to gauge the 

positive and negative responses to the provided statement.   
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As it is suggested (Bryman & Bell, 2015), a pilot of the survey was tested previously. 

The pilot was answered by five Swedish people with different backgrounds and ages. As 

result no major changes were needed in terms of language or length; only adjustments in 

the options (coding) were made, in specific for the Consumer affinity part, as the one to 

five scale used by the original authors (Oberecker & Diamantopoulos, 2011) were not 

found appropriate by the respondents, hence a one to seven scale was implemented, 

consequently the final scale goes from 1 to 7 where 1 is strongly disagree, 2. disagree, 3. 

slightly disagree, 4. Neutral, 5. slightly agree, 6. agree and 7. strongly agree. 

The final measure compiles the counting for each variable, hence, the higher the 

counting of points the higher the Level of involvement, and the same applies for the 

Consumer affinity construct. 

3.2. Sample 

The survey was sent in April 2017 by the Internet through e -mail and social media 

to different people in Sweden. Time and cost were determinants for the selection of the 

channel of distribution, as the Internet provides with a relative advantage in terms of 

coverage and time efficiency by allowing the researchers to reach more people in distant 

places in a more efficient way (Bryman & Bell, 2015). The Survey was available at 

netigate.se for seven days to reach a convenience sample of people who were born in 

Sweden, some of them obtained by the Snowball method.  

The selection of Netigate as survey holder was based on its availability free of cost 

as trial and the simplicity of the platform for both respondents, as it can be accessed using 

different platforms (mobiles, PC’s and tablets); and for the researchers as the results can be 

easily retrieved and administrate.  

 A convenience sample was used based on its accessibility (Bryman & Bell, 2015). 

This sampling method is accepted in business research and even has become the norm in 

the field of consumer behaviour, which is the case of the present study. In any case, and in 

order to avoid the under-representation of populations, the survey targeted people with 

different backgrounds from in and outside the student population. 

3.3. Analysis 

In the treatment of the collected data, in order to consider only the proper 

information, a missing data analysis was applied, and questionnaires where the responses 
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projected that the respondent did not take the task in a serious manner (the person gave 

the same response to every question) were discarded (Ghauri & Grønhaug, 2006).  

The software used for the correlation analysis was SPSS. To improve the analysis, 

first, the questions were merged into their own concepts and then into the two constructs: 

level of involvement and Consumer Affinity. 

3.4. Reliability 

The SPSS software was used to analyze the issues concerning the consistency of 

measures of the used items. The overall internal reliability (Cronbach’s alpha) was found as 

0.865 that can be described as acceptable (Bryman & Bell, 2015), in the specific case of the 

items for Level of involvement, the reliability was found as 0.865 and for the Consumer 

affinity construct the result shown was 0.902, both considered acceptable. The table with 

the overall data is available at Annex 1. 

3.5. Alterations 

During the analysis part, an adaptation of the considered items was made based on 

the nature of the findings, as result, some of the indicators from the construct Level of 

involvement were not considered for the correlation analysis. Those items were taken from 

the concept “familiarity” which includes two indicators: recognition, and exposure. From 

recognition, the questions Do you know what tacos are? Have you ever tried tacos? and Are 

you familiar with the taste of tacos? the reason to remove these items was because the 

answers can be retrieved from other questions (such as: How often do you eat tacos? and 

How often would you like to have tacos? as both contained “never” as an option.  

In the construct exposure, three items were not considered for the final analysis, 

those items are “Where do you usually eat tacos? If you can remember when was the first 

time you ate tacos? Where was the first time you tried tacos? the decision was based on that 

while creating the analysis, it was comprehended that such questions contained information 

that requires a different analysis with a qualitative approach. 
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Chapter four | Findings 

4.1. General findings 

As result, after eight days online, the number of respondents achieved was 163 with an 

approximated response rate of 89 percent; where 51.5 percent were men and 46 percent 

women. Responses from people born in 19 out of 21 counties in Sweden were obtained, 

different socio-economic backgrounds were achieved. Further details concerning 

demographics can be found in Annex number 2.  

The following section addresses the results from the data product of the 

questionnaire. The content of the shown charts is distributed according to the literature and 

are aimed to provide with a clear view of classification of the consumers who completed the 

survey.  

4.1.1. Knowledge 

The respondents were categorized as novices and experts according to the 

literature, with a first finding on the popularity of this Mexican dish, as only three percent of 

the respondents expressed their lack of awareness. A second finding is that almost 40 

percent of the those with knowledge claimed to be experts, this assumption represents that 

they know how to use the product, or in this case, how to eat tacos; they know how to 

prepare them and are aware of their COO, and even further, their knowledge granting them 

with the skill to grade the taste when comparing different locals.  

This numbers can be found in the next figures, the first chart (1) shows the total of 

respondents including those whose answers can be classified as “neutral” or negative (lack 

of knowledge), while the second (Chart 2) represents the classification as novices or experts 

among those with positive levels of knowledge. 
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Charts 1 & 2. Level of knowledge. 
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4.1.2. Perception 

As it is mentioned in the design, the items for perception were ten adjectives (five 

negatives, five positives), then the classification of the perception in positive or negative, is 

based on the logic that the more number positive adjectives selected by the respondent the 

higher the positive opinion, and every time a negative adjective was selected, this 

represented a minus point. The general question could be understood as “I have a positive 

image about Mexican tacos”. The results are shown in Chart 4. 

Chart 3. Perception of the product 
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4.3. Hypotheses test   

4.3.1. Level of involvement and Consumer affinity 

One hundred and sixty-three (n= 163) Swedish people were surveyed about their 

Level of involvement (Constant/independent variable) with the product tacos (M=72.53 and 

SD=11.79) and their Consumer affinity (Dependent variable) toward Mexico (M=99.51 and 

SD=13.6).  

A Spearman’s correlation analysis was used based on the ordinal measures used in 

the questionnaire (Bryman and Bell, 2015), the results revealed a rs= 0.338 which represent 

a low uphill positive linear correlation (Mukaka, 2012), significant at alpha < 0.01; this is to 

say that there is a statistically significant correlation between the two variables, in other 

words, increases or decreases in Level of involvement do lowly relate to increases or 

decreases in the Consumer affinity level. 

The critical region to accept or reject the hypothesis with a n= >100 is 0.326 in a 2-

tailed < 0.01, (Zar, 1984), therefore in the present case, the H0a is rejected (Table 8). 

Table 8. Correlations 

Independent Dependent rs Sig. (2-tailed) 
Sig. 

(ANOVA) 

Level of involvement Consumer affinity .338** .000 .000b 

 

Then a linear regression analysis revealed an exact significance level < 0.01 which is 

below the critical value of 0.05, then the effect is said to have a significant effect (Bryman & 

Bell, 2015), understanding with this that there, is in fact, an effect between the variables 

(Table 8). These findings back the spearman’s results to reject H0a. 

The coefficient of determination is r2 = 0.11. For these data approximately the 11 

percent of the variability on the rating can be explained by the population density (Evans, 

1996). The Durbin-Watson d = 1.603, which is between the two critical values of 1.5 < d < 2.5 

and therefore we can assume that there is no first order linear autocorrelation in the data 

(Table 9).  
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Table 9. Model Summaryb 

Independent Dependent rs R Square Durbin-Watson 

Level of involvement Consumer affinity .338 .114 1.603 

 

4.3.2. Knowledge - involvement and Consumer affinity 

While analyzing the correlation between the Involvement with the product, meaning 

only the specific items related to the relevance of the product for the respondent, (M=15.82 

and SD=5.17) and the Consumer affinity (M=99.51 and SD=13.6), the Spearman’s correlation 

analysis results equal to rs= 0.210 which represents a low uphill positive linear correlation 

(Mukaka, 2012), that is not sufficient to reject the no correlation between variables.  This 

construct has an exact significance level = 0.055 which is above the critical value of 0.05, 

then, the effect is said to not have a significant effect, understanding with this that there is 

no verification of the effect between the variables (Table 9). 

In the case of the level of knowledge, (M=22.67 and SD=5.55) and the Consumer 

affinity (M=99.51 and SD=13.6). the Spearman’s correlation analysis results equal to rs= 

0.320 which represents a low uphill positive linear correlation (Mukaka, 2012), but that is 

not sufficient to reject the no relation between both variables (Zar,1984). 

 

In a further analysis, the linear regression analysis revealed an exact significance 

level < 0.01 which is below the critical value of 0.05, then the effect is said to have a 

significant effect, understanding with this that there is, in fact, an effect between the 

variables (Table 9), that in this case, finally rejects the H0b. 

    Table 9. Correlations 

Dependent 

 Involvement with the 
product 

Level of knowledge 

rs .210 .320 

Consumer affinity Sig. (2-tailed) .004 .000 

 Sig. (ANOVA) .055 .000 
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4.4.   Final outcomes 

Based on the previous findings, and analyses, it was found that the Level of involvement 

with tacos has an impact on the level of Consumer affinity to Mexico, hence H0a is rejected, 

and the same is true for the H0c for level of knowledge; these relations are positive, 

therefore, H1a and H0b accepted. (Table 10). 

 In contrast, the findings regarding the involvement with tacos resulted inconclusive 

based on the low value of rs. 

Table 10. Final outcomes 

Hypotheses Result 

H0a. The Level of involvement and level of Consumer affinity are 
independent constructs 

Rejected 

H1a. The Level of involvement has a direct positive impact on the 
level of Consumer affinity 

Accepted 

 

H0b. The Level of knowledge and level of Consumer affinity are 
independent constructs 

Rejected 

H0b. The Level of knowledge has a direct positive impact on the 
level of Consumer affinity 

Accepted 

H0c. The Involvement with the product and the level of Consumer 
affinity are independent constructs 

Inconclusive 
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Chapter five | Conclusion 

5.1. Discussion 

The obtained data support the idea provided by Livsmedelsföretagen (n.d.) of 

Sweden as a place where people fell attraction for food from other cultures as 75 percent of 

the respondents confirm this statement; in fact, 78 percent include tastes from other 

cultures in their regular cooking style. 

As it was discussed in the alteration of the analysis, some questions were left aside, 

but the information provided by them is interesting as it supports the nature of the relation 

the consumer has with the product; for example, that tacos are susceptible of increments in 

the level of involvement as over 70 percent of the people answered that they usually eat this 

dish at home which means that the interaction with the product implies not only the action 

of buying it but a time investment, that leads to higher feelings for the product that also 

increases its relevance (Buck, 1985). Moreover, the action of eating at home implies the 

personalization of the experience as the consumer has the opportunity to express its own 

preferences which can lead to stronger feelings and in turn to higher attachments 

(Assael,1988).  

In addition, the interaction and direct personal experiences with the macro drivers 

(in this case lifestyle/Cuisine) enhances the sympathy, and even attachment toward a 

specific foreign country and that has a positive effect on the consumer's decision making 

associated with other products from the same country (Oberecker, et al, 2008). 

 The high involvement with tacos is likely to content cognitive components as the 

consumer seeks for information which also implies the familiarization with the COO and the 

interaction with data about other products or cultural representations from the same 

country as the high involved person looks for the best option. Since experts seek for 

information beyond the features of the product, through the results it was found that 

consumers with a better knowledge of the tacos have a higher affinity to Mexico. 

The use of a tool that measures the self- assessed knowledge implies not only the 

classification by the researchers about the level a consumer has, but includes a affective 

component that the consumer injects as it requires to think about the sensation of 

accomplishment or ability shown during interactions with the product, that in case of 
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positive, are considered as good knowledge, for example the question “I know how to eat 

tacos”, that gives a further data on the capacity of the tacos’ consumer to develop even 

stronger feelings, this based on what the literature concerning Consumer affinity suggests 

that the positive experience with a representation of a foreign country develops in feelings 

of likeness for it. The thesis that food can create a better attitude toward a COO suggested 

by Myung – Soo and Chang – Soo (2014) finds, in the present study, a reinforcement as it has 

been proved that the positive attitudes for Mexico are in 11 percent due to the involvement 

with tacos, as both: as micro driver (how the affinity was created), and as macro driver (what 

is appealing) (Oberecker, et al, 2008). 

The roots of the Consumer affinity theory suggest that the CI can also be found on 

the perception of products (Oberecker, et al, 2008) and that is even more relevant when 

talking about distant countries (Myung – Soo and Chang – Soo, 2014), which is the case of 

Sweden and Mexico, moreover, the question “where was the first time your tried tacos?” 

found out that the first time of less than two percent of the respondents was in Mexico, 

suggesting whit it that the interaction with the Mexican dish has led the Consumer affinity  

and not the opposite.  

Finally, the results of the empirical data obtained based on the analysis of 

correlations support the expectations created by the literature review where the high 

involved consumer seeks for information regarding the product, finding, in the case of the 

tacos, the Mexican roots of this dish, that in turn has an impact on the perception of the CI 

(Oberecker, et al, 2008). 

5.2 Conclusion 

 
The present findings contribute to the idea that the interaction with a product can 

have an impact on the perception of a country, beyond that, the results suggest that Level 

of involvement can have a direct positive impact on the Consumer affinity, this is to say 

that the high-low involvement can either increase or decrease the Consumer affinity. As 

part of the literature, it is suggested by the results that the contact with a part of the 

culture of a country (the cuisine) influences the attitude toward the country. In benefit of 

the previous research, the use of the tool developed by Oberecker & Diamantopoulos 

(2011) in a different context add to the validity of this instrument to measure Consumer 

affinity. 
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 In a different level, to meet the need on the COO studies, the product of the 

present analysis also reaches the goal of making a distinction among consumers, in the 

specific case of their self-assessment of knowledge, where, by making this division, the 

results suggest that increases in the level of knowledge impact directly their Consumer 

affinity to a country. 

This study can be helpful for other countries facing hurdles while introducing ethnic 

products in international markets as the level of involvement with a product has proven to 

be effective on improving the affinity, that can finally lead to better perceptions about the 

country. This can be supportive to many practitioners who are looking for solutions to 

decrease the biases against their products. 

5.2. Limitations 

The arguments for selecting quantitative method can be found at the methodology 

part, but one of the reasons to avoid a mixed method methodology was the lack of an 

advanced level of knowledge of the Swedish language. 

This study has some limitations inherent to the sampling, and this is because a 

convenience sample has as limitation the impossibility to generalize the findings (Bryman & 

Bell, 2015), a second limitation was the small size of the authors’ Swedish networking, that 

might reduce the possibility to obtain a larger amount of answers; related is the fact that 

one of the authors has Mexican as nationality and this might have biased the answers by 

close respondents.  

    Another limitation is the assumption of that all the respondents, no matter their 

demographics, were able to understand the concepts used in the survey, such as welfare 

system; but even more, an assumption that the respondents identify tacos as a Mexican 

dish was made. 

The time was a limitation as the survey was available for eight days. 

Geographically, and although the survey was shared online to different parts of Sweden, 

most of the responses were obtained in two cities: Stockholm and Uppsala as being 

physically present here. Further research should include longer periods for collection and 

larger physical coverage as it can add more results for the analysis.  
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5.3. Further research 

A tool to determinate the level of involvement with a product that includes the 

knowledge as part of the construct is suggested by the present study, further research 

should take the suggested items and prove its applicability in different contexts. 

As result of the inconclusive relation between Involvement with the product and 

Moreover, it would be interesting to duplicate this study under similar circumstances, in 

countries that have adopted cultural representations (such as food) from other countries 

and measure their affinity.  

It was reinforced the popularity of the dish with almost 99 percent of the responses 

confirming their familiarity with the taste of the dish, providing with insights for further 

research to take advantage of the phenomena. 

In terms of limitation avoidance, the ability to speak the language of the target 

group is suggested to improve the findings. 
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Annex 1 | Questionnaire 

Swedish version 

Välj det svar som bäst passar in på dig. Tack 

Vem är du? 

1. Hur gammal är du? 
 18 - 24         

 25-34         

 35 - 44         

 45 - 54         

 55 - 64      

 Inte vill avslöja 

2. Vad har du för kön? 
 Man            kvinna           Inte vill avslöja 

3. Vad är ditt civilstånd? 
 Singel     

 Sambo 

 Gift      

 Skild     

 Änka /Änkling  

 Inte vill avslöja 

4. Från vilken län I Sverige kommer du?  

 Blekinge län 

 Dalarnas län 

 Gotlands län 

 Gävleborgs län 

 Hallands län 

 Jämtlands län 

 Jönköpings län 

 Kalmar län 

 Kronobergs län 

 Norrbottens län 

 Skåne län 

 Stockholms län 

 Södermanlands län 

 Uppsala län 

 Värmlands län 

 Västerbottens län 

 Västernorrlands län 

 Västmanlands län 

 Västra Götalands län 

 Örebro län 

 Östergötlands län 

5. Vilken är din utbildningsnivå? 
 Grundskola 

 Gymnasiet 

 Högskola/universitet 

 Master’s/PHD 

6. Vad har du för yrke? 
 Student    

 Pensionär 

 Arbestlös 

 Administration, ekonomi, 

juridik 

 Byggnad och konstruktion  

 Data/IT 

 Försäljning, inköp, 

marknadsföring 

 Hantverksyrken 

 Hotell, restaurang, 

storhushåll 

 Hälso- och sjukvård 

 Industriell tillverkning 

 Installation, drift, Sanering 

 Kultur, media, design 

 Militärt arbete 

 Naturvetenskapligt arbete 

 Pedagogiskt arbete 

 Socialt arbete 

 Säkerhetsarbete 

 Tekniskt arbete 

 Transport 



 
 
 

II 
 

     

7. Vad är din månadsinkomst? 
 Under 20 000           

  20 000 - 35 000            

 35 001 - 50 000                 

 Över 50 001 

 Inte vill avslöja 

 

 

 

 

Detta är en undersökning om tacos; 

9. Vet du vad tacos är? 
 Ja    Nej  

 

10. Har du någonsin smakat tacos? 
 Ja    Nej  

 

11. Är du bekant med smaken av tacos? 
 Ja    Nej  

 

12.  Var brukar du äter tacos? 

 Hemlagad    Restaurant  Väns / släktingar hem 

 

13. Om du kan komma ihåg, när var första gången du åt tacos? 

 I fjol   I år   mindre än 5 år sedan   Mer än 10 år sedan    Aldrig 

 

14.  Vart provade du tacos första gången? 

 Hemlagad   Restaurang i Sverige   Väns / släktingar hem   Mexiko   

 Utomlands (inte Mexiko) 

15. Hur ofta äter du tacos? 
 Minst en gång i veckan    Varje dag     Minst en gång i månaden  

 Minst två gånger per år    Minst en gång om året    Aldrig  

16. Hur ofta vill du ha tacos? 
 Minst en gång i veckan    Varje dag    Minst en gång i månaden 

 Minst två gånger per år    Minst en gång om året    Aldrig 

8. Välj mellan 1 och 5 det svar som bäst passsar in på dig 

 
 

Nej Kanse Neutral Ibland Ja 
Jag tillåter mig att prova mat från olika kulturer  1 2 3 4 5 

Jag känner mig nyfiken när en ny typ av mat införs 
från ett annat land? 

 
1 2 3 4 5 

Jag känner sug efter mat från andra länder med 
exotiska smaker 

 
1 2 3 4 5 

Jag äter regelbundet mat från olika kulturer  1 2 3 4 5 

Jag har influerats av smaker från andra kulturer i 
min egen matlagning 

 
1 2 3 4 5 



 
 
 

III 
 

 

17. Tacos är .. (Du kan välja mer än 1 alternativ) 

 Dyra     Näringsrika    Läckra   Skräpmat 

 Mångsidiga    Konstiga    Trendiga 

 Inte min kopp te    Saknar smak   Lätta att göra    

 
 

18. För mig är tacos: 
 

Oviktiga 1 2 3 4 5 Viktiga 

Icke-intresanta 1 2 3 4 5 Intressanta 

Betyder ingening för mig 1 2 3 4 5 
Betyder mycket 

för mig 
Det spelar ingen roll för 

mig 
1 2 3 4 5 Spelar stor roll 

 

 

19. Välj mellan 1 och 5 det svar som bäst passsar in på dig 

 
 Avståd 

Tar delvis 
avståd 

Neutral 
Instämmer 

delvis 
Instämmer 

Jag vet hur man tillagar tacos. 
 1 2 3 4 5 

För mig är det lätt att tillaga tacos. 
 1 2 3 4 5 

Jag kan betygsätta smaken av tacos när jämför 
mellan olika ställen. 

 
1 2 3 4 5 

Jag vet hur man äter tacos 
 1 2 3 4 5 

Jag känner mig bekväm med att äta tacos (jag 
äter dem utan att det är rörigt) 

 
1 2 3 4 5 

Jag vet var tacos är ifrån 
 1 2 3 4 5 

Jag är bekant med landet tacos kommer ifrån. 
 1 2 3 4 5 
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20. Vänligen välj från 1 till 7 

 
 

Tar helt  
Avståd 

Avståd 
Tar delvis 

avståd 
Neutral 

Instämmer 
delvis 

Instämmer 
Instämmer 

helt 

Mexiko väcker 
trevliga känslor för 
mig 

 
1 2 3 4 5 6 7 

Jag gillar Mexiko 
 1 2 3 4 5 6 7 

Mexiko väcker 
känslor av sympati 

 
1 2 3 4 5 6 7 

Jag är fascinerad av 
Mexiko 

 
1 2 3 4 5 6 7 

Jag vill besöka 
Mexiko 

 
1 2 3 4 5 6 7 

Jag älskar Mexiko 

 
1 2 3 4 5 6 7 

Jag kan inspireras 
av den mexikanska 
kulturen 

 
1 2 3 4 5 6 7 

 

 

21. Vänligen välj från 1 till 7 

 
 

Tar helt  
Avståd 

Avståd 
Tar delvis 

avståd 
Neutral 

Instämmer 
delvis 

Instämmer 
Instämmer 

helt 

Mexiko har en 
hög 
industrialiseringsn
ivå  

 
1 2 3 4 5 6 7 

Mexiko har en 
hög 
levnadsstandard  

 
1 2 3 4 5 6 7 

Mexiko har ett 
bra 
välfärdssystem 

 
1 2 3 4 5 6 7 

Mexiko är ett 
demokratiskt land 

 
1 2 3 4 5 6 7 

Mexiko har en 
högutvecklad 
ekonomi  

 
1 2 3 4 5 6 7 

Mexiko har en 
hög teknisk nivå 
 

 
1 2 3 4 5 6 7 
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22. Vänligen välj från 1 till 7 

 
 

Tar helt  
Avståd 

Avståd 
Tar delvis 

avståd 
Neutral 

Instämmer 
delvis 

Instämmer 
Instämmer 

helt 

Det finns 
innovation i 
produkter från 
Mexiko  

 

1 2 3 4 5 6 7 

Designen är alltid 
bra i produkter från 
Mexiko  

 
1 2 3 4 5 6 7 

Det finns en 
prestige i produkter 
från Mexiko  

 
1 2 3 4 5 6 7 

Yrkesskickligheten 
är hög i Mexiko  

 
1 2 3 4 5 6 7 

23. Vänligen välj från 1 till 7 

 
 

Tar helt  
Avståd 

Avståd 
Tar delvis 

avståd 
Neutral 

Instämmer 
delvis 

Instämmer 
Instämmer 

helt 

Att köpa produkter 
från Mexiko är 
riskabelt.  

 
1 2 3 4 5 6 7 

Att köpa produkter 
från Mexiko kan ha 
osäkra resultat. 

 
1 2 3 4 5 6 7 

Att köpa produkter 
från Mexiko kan ge 
negativa 
konsekvenser 

 

1 2 3 4 5 6 7 

 
24. Vänligen välj från 1 till 7 

 
 

Tar helt  
Avståd 

Avståd 
Tar delvis 

avståd 
Neutral 

Instämmer 
delvis 

Instämmer 
Instämmer 

helt 

Det är mycket 
troligt att jag 
kommer att köpa 
produkter från 
Mexiko. 

 

1 2 3 4 5 6 7 

När jag går ut för 
att äta, vill jag äta 
mexikansk mat. 

 
1 2 3 4 5 6 7 

Jag kommer 
definitiv att prova 
produkter från 
Mexiko  

 
1 2 3 4 5 6 7 
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English version 

Please choose the answer that better applies for your case. Thank you. 

Who are you? 

1. How old are you? 
 18 - 24         

 25-34         

 35 - 44         

 45 - 54         

 55 - 64      

 Don’t want to disclose 

2. What is your gender? 
 Male            Female          Don’t want to disclose 

3. What is your marital status? 
 Single     

 Live-in relationship 

 Married      

 Divorce     

 Window/Widower  

 Don’t want to disclose

4. From which county of Sweden are you from?  

 Blekinge län 

 Dalarnas län 

 Gotlands län 

 Gävleborgs län 

 Hallands län 

 Jämtlands län 

 Jönköpings län 

 Kalmar län 

 Kronobergs län 

 Norrbottens län 

 Skåne län 

 Stockholms län 

 Södermanlands län 

 Uppsala län 

 Värmlands län 

 Västerbottens län 

 Västernorrlands län 

 Västmanlands län 

 Västra Götalands län 

 Örebro län 

 Östergötlands län 

5. What is your higher education? 
 Grundskola 

 Gymnasiet 

 Högskola/universitet 

 Master’s/PHD 

6. What is your occupation? 

 

 Student    

□ Pensioner 

□ Unemployed 

□ Administration, economics, law 

□ Building and construction 

□ Data/IT 

□ Sale, purchase, marketing 

 

□ Skilled trade 

□ Hotel, restaurant, catering 

□ Health and medical care 

□ Industrial manufacturing 

□ Installation, maintenance, cleaning 

□ Culture, media, design 

□ Military work 

 

□ Natural resources 

□ Scientific / Educational work 

□ Social work 

□ Security work 

□ Technical work 

□ Transport 
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7. What is your monthly income? 
 

 Under 20 000           

 20 000 - 35 000            

 35 001 - 50 000                 

 Over 50 001 

 Don’t want to disclose 

 

We want to know about your interests 

8. Please choose from 1 to 5 the answer that better applies for you 

 
 

No Maybe Neutral Sometimes Yes 
I allow myself to try food from different cultures 
 

 1 2 3 4 5 

I feel curious when a new kind of food is 
introduced from another country? 
 

 
1 2 3 4 5 

I crave for food from other countries with 
different taste 
 

 
1 2 3 4 5 

I regularly eat food from different cultures 

 

 
1 2 3 4 5 

I have adopted tastes from other cultures in my 
own cooking 

 1 2 3 4 5 

 

This survey is about tacos, then; 

9. Do you know what tacos are? 

 Yes    No  

10. Have you ever tried tacos? 
 Yes    No  

 

11. Are you familiar with taste of tacos? 
 Yes    No  

  

12.  Where you usually eat tacos? 
 Home     Restaurant      Friend’s / Relative’s home  

 
13. If you remember, when was the first time you ate tacos? 

 Last year   This year       Less than 5 years ago       More than 10 years ago   Never 
     

14. Where was the first time you tried tacos? 

 Home     Restaurant in Sweden   Friend’s / Relative’s home  

 Mexico     Abroad (not Mexico)   

15. How often you eat tacos? 
 At least once a week              Everyday    At least once a month 

 At least twice a year               At least once a year       Never 

16. How often would you like to have tacos? 
 At least once a week              Everyday    At least once a month 
 At least twice a year               At least once a year       Never 
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17. Tacos are ... (you can choose more than 1 option) 

 Expensive     Nutritious   Delicious              Versatile 

 Weird               Trendy    Not my cup of tea        

 Lacking flavor    Easy to make         Junk food   

 
18. For me tacos are: 

Unimportant 1 2 3 4 5 Important 

Doen’t concern me 1 2 3 4 5 Concerns me 

Means nothing to me 1 2 3 4 5 Means a lot to me 

Does not matter to me 1 2 3 4 5 Matters to me 

 

19. Please choose from 1 to 5, the answer that better describes you 

 
 Disagree 

Slightly 
Disagree 

Neutral 
slightly 
Agree 

Agree 

I know how tacos are made. 
 1 2 3 4 5 

I can prepare tacos easily. 
 1 2 3 4 5 

I can grade the taste of tacos when trying 
from different places. 

 
1 2 3 4 5 

I know how to eat tacos 
 1 2 3 4 5 

I feel comfortable eating tacos (I eat them 
without it being messy) 

 
1 2 3 4 5 

I know where tacos are from 
 1 2 3 4 5 

I am familiar with the country from where 
tacos came from. 

 
1 2 3 4 5 
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20. Please select from 1 to 7 

 
 

Strongly 
Disagree 

Disagree 
Slightly 

Disagree 
Neutral 

Slightly 
agree 

Agree 
Strongly 

agree 

Mexico awakes 
pleasant feelings on 
me  
 

 
1 2 3 4 5 6 7 

Do you like Mexico? 
 

 1 2 3 4 5 6 7 

Mexico awakes 
feelings of sympathy 
 

 
1 2 3 4 5 6 7 

I am captivated by 
Mexico 
 

 
1 2 3 4 5 6 7 

Do you feel any 
attachments for 
Mexico? 
 

 
1 2 3 4 5 6 7 

I love Mexico 
 

 
1 2 3 4 5 6 7 

I can be inspired by 
the Mexican culture 
 

 
1 2 3 4 5 6 7 

 

21. Please select from 1 to 7 

 
 

Strongly 
Disagree 

Disagree 
Slightly 

Disagree 
Neutral 

Slightly 
agree 

Agree 
Strongly 

agree 

Mexico has a high 
level of 
industrialization 
 

 
1 2 3 4 5 6 7 

Mexico has a high 
standard of living  
 

 
1 2 3 4 5 6 7 

Mexico has a good 
welfare system 
 

 
1 2 3 4 5 6 7 

Mexico has a 
democratic system  
 

 
1 2 3 4 5 6 7 

 
Mexico has a high 
developed economy  
 

 
1 2 3 4 5 6 7 

Mexico has a high 
level of technology 
 

 
1 2 3 4 5 6 7 
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22. Please select from 1 to 7 

 
 

Strongly 
Disagree 

Disagree 
Slightly 

Disagree 
Neutral 

Slightly 
agree 

Agree 
Strongly 

agree 

There is innovation in 
products from Mexico  
 

 
1 2 3 4 5 6 7 

The design is always 
good in products from 
Mexico 
 

 
1 2 3 4 5 6 7 

There is a prestige in 
products from Mexico  
 

 
1 2 3 4 5 6 7 

The workmanship is 
always on high in Mexico 
 

 
1 2 3 4 5 6 7 

 

23. Please select from 1 to 7 

 
 

Strongly 
Disagree 

Disagree 
Slightly 

Disagree 
Neutral 

Slightly 
agree 

Agree 
Strongly 

agree 

Getting products from 
Mexico is risky.  
 

 
1 2 3 4 5 6 7 

Buying products from 
Mexico can have 
uncertain outcomes. 
 

 
1 2 3 4 5 6 7 

Getting products from 
Mexico can lead to bad 
results 
 

 
1 2 3 4 5 6 7 

 
24. Please select from 1 to 7 

 
 

Strongly 
Disagree 

Disagree 
Slightly 

Disagree 
Neutral 

Slightly 
agree 

Agree 
Strongly 

agree 

It is very likely that I will 
buy products from 
Mexico.  
 

 
1 2 3 4 5 6 7 

I will purchase products 
from Mexico the next 
time I need products. 
 

 
1 2 3 4 5 6 7 

I will definitely try 
products from Mexico 
 

 
1 2 3 4 5 6 7 
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Concept 
Variable 

name 
Question Reliability (Cronbach's alpha) 

Interest 

v8Inter1 I allow myself to try food from different cultures 

0.839 

0.869 

0.904 

v9Inter2 I feel curious when a new kind of food is introduced from another country? 

v10Inter3 I crave for food from other countries with different taste 

v11Inter4 I regularly eat food from different cultures·         

v12Inter5 I have adopted tastes from other cultures in my own cooking 

Familiarity 
v19Fam4 How often do you eat tacos? 

0.852 
v20Fam5 How often would you like to have tacos? 

Product 
involvement 

v31LI1 For me, tacos are unimportant / Important 

0.921 
v32LI2 For me, tacos are of no concern / of concern 

v33LI3 For me, tacos are means nothing / means a lot to me 

v34LI4 For me, tacos are does not matter / matters to me 

Knowledge 

v35Kno4 I know how tacos are made 

0.898 

v36Kno5 I can prepare tacos easily 

v37Kno6 I can grade the taste of tacos when trying from different places. 

v38Kno7 I know how to eat tacos 

v39Kno8 I feel comfortable eating tacos (I eat them without it being messy) 

v40Kno9 I know where tacos are from 

v41Kno10 I am familiar with the country from where tacos came from 

Affinity 

v42A1 Mexico awakes pleasant feelings 

0.896 

0.908 

v43A2 I like Mexico 

v44A3 Mexico awakes feelings of sympathy 

v45A4 I am captivated by Mexico 

v46A5 I want to travel to Mexico 

v47A6 I love Mexico  

v48A7 I feel inspired by Mexico 

Macro Image 

v49MI1 Mexico has a high level of industrialization 

0.870 

v50MI2 Mexico has a high standard of living 

v51MI3 Mexico has a high welfare system 

v52MI4 Mexico has a democratic system 

v53MI5 Mexico has a high economy development 

v54MI6 Mexico has a high level of technology 

Micro Image 

v55mI1 There is innovativeness in products from Mexico 

0.869 
v56ml2 The design is always good in products from Mexico 

v57ml3 There is a prestige in products from Mexico 

v58ml4 The workmanship is always on high in Mexico 

Perceived 
Risk 

v59PR1 Getting products from Mexico is risky. 

0.871 v60PR2 Buying products from Mexico can have uncertain outcomes. 

v61PR3 Getting products from Mexico can lead to bad results 

Willingness 
to buy 

v62WB1 It is very likely that I will buy products from Mexico. 

0.776 v63WB2 I will purchase products from Mexico the next time I eat out. 

v64WB3 I will definitely try products from Mexico 
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Annex 2 | Demographics 
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