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A B S T R A C T 

The main objective of this article is to identify the role of the country of origin in coffee and tea con-

sumption and to propose a classification of origin-based marketing strategies. The primary research 

method used in this article is a narrative review of the literature on the country-of-origin effect, cultural 

consumption practices, and marketing strategies in the coffee and tea markets. The analysis identifies a 

typology of strategies based on two dimensions: functional and symbolic orientation, and origin (herit-

age or reinterpretation). The proposed typology encompasses four strategies for utilizing origin in com-

panies' marketing activities. The results of the analysis indicate that the significance of origin in the case 

of coffee and tea is strongly linked to the cultural context, consumption practices, and companies' mar-

ket strategies. The findings may be useful both for advancing research on the country-of-origin effect 

and for companies developing product positioning strategies. 
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Introduction 

 

The country-of-origin (COO) effect is one of the 

most important and frequently studied topics 

in the fields of international marketing and 

consumer behavior. In many publications, it is 

defined as information about a product’s place 

of origin that influences perceptions of its qual-

ity and the perceived risk associated with pur-

chasing it (Bilkey & Nes, 1982; Verlegh & Steen-

kamp, 1999). However, for products with 

strong symbolic and cultural significance, the 
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country of origin may have a broader impact, 

influencing not only product evaluation but 

also consumption practices (Mandler et al., 

2023; Charinsarn & Speece, 2025; Gutiérrez 

Rojas & Ar, 2025). Coffee and tea fall into this 

category of products, as these beverages are 

deeply embedded in social and cultural practic-

es, and their consumption is sometimes ritual-

istic in nature (Verma, 2013; Velčovská & Wa-

liszewská, 2024; Jamil et al., 2024). Some stud-

ies show, for example, that tea is often associ-

ated with domestic traditions and family rela-

tionships, whereas coffee is more commonly 

found in social situations outside the home and 

is sometimes associated with an urban lifestyle 

and a certain social prestige (Verma, 2013; 

Ratcliffe et al., 2019; Velčovská & Waliszewská, 

2024). Factors such as the time of day, the loca-

tion where the beverage is consumed, and the 

social context also influence consumption pat-

terns (Verma, 2013). This means that infor-

mation about the origin of these products is 

interpreted within the context of existing cus-

toms and cultural meanings, rather than simply 

as neutral product information. 
This approach is consistent with the theory 

of consumer culture, which posits that con-

sumption has a sociocultural nature. In this 

theory, products serve not only to satisfy needs 

but also to express identity (Belk, 1988; Holt, 

1998). Bourdieu (1984, 1990) also noted that 

consumers’ tastes and preferences are socially 

shaped and may reflect cultural differences 

between groups. In this context, the country of 

origin can serve as a cultural marker. Names 

such as Ethiopia, Colombia, Darjeeling, or Cey-

lon may evoke associations with authenticity, 

tradition, craftsmanship, or exoticism. McCrac-

ken’s (1986) model of meaning transfer, in 

turn, shows how such meanings are transferred 

to products through brands and marketing 

communication and subsequently manifest in 

consumer practices. As a result, the country of 

origin can function not only as an indicator of 

quality, but also as a symbol associated with 

specific cultural meanings (Gutiérrez Rojas & 

Ar, 2025). 

Despite a significant body of research and 

publications on the country-of-origin effect 

(e.g., Verlegh & Steenkamp, 1999; Roth & Dia-

mantopoulos, 2009; Rodrigo et al., 2023; Ghosh 

et al., 2025), its links to theories of cultural 

consumption remain relatively under-explored 

and under-analyzed, particularly with regard to 

products such as coffee and tea. Much of the 

existing literature focuses primarily on quality 

evaluations and consumer attitudes (e.g., Ver-

legh & Steenkamp, 1999; Papadopoulos & 

Heslop, 2002; Roth & Diamantopoulos, 2009), 

while less frequently examining how meanings 

associated with origin intersect with consump-

tion practices and socially shaped preferences. 

At the same time, the research by Ghosh et al. 

(2025) indicates that country of origin can play 

a significant role in the marketing strategies of 

companies operating in international markets. 

A better understanding of this relationship is 

therefore important from both a theoretical 

and a marketing practice perspective. On the 

one hand, it allows us to view origin as an ele-

ment of cultural meaning systems; on the other, 

it can help companies develop more coherent 

communication and product positioning strate-

gies (Ghosh et al., 2025). 

Accordingly, this article poses four research 

questions: 

RQ1. How does COO influence consumers’ 

perceptions of coffee and tea? 
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RQ2. How do cultural consumption traditions 

influence how people perceive the country 

of origin of products such as coffee and tea? 

RQ3. What marketing strategies do compa-

nies use to leverage or reinterpret the 

country of origin? 

RQ4. How can marketing strategies based on 

the country of origin be classified in the cof-

fee and tea sector? 

In light of these research questions, the aim 

of this article is to identify how the country-of-

origin effect operates in the culturally rooted 

consumption of coffee and tea and to develop a 

framework for analyzing origin-based market-

ing strategies in the coffee and tea markets. The 

main research method used in this article was a 

narrative review of interdisciplinary literature. 

Research trends in the theory of country of 

origin, studies on cultural consumption, and 

sectoral analyses of the coffee and tea markets 

were identified to pinpoint recurring patterns 

and trends. 

 

 

Literature review  

 

The country-of-origin effect in food and 

beverage consumer perception 

Country of origin (COO) is one of the factors 

that influence how consumers evaluate prod-

ucts and make purchasing decisions. It affects 

both consumers’ cognitive processes and emo-

tional responses (Verlegh & Steenkamp, 1999; 

Roth & Diamantopoulos, 2009; Olsen & Tuu, 

2024; Rodrigo et al., 2023). From a cognitive 

perspective, information about the country of 

origin acts as a simplified signal to help assess a 

product’s quality, safety, or reliability. This is 

particularly important when it is difficult to 

identify and evaluate product characteristics 

directly or when consumers have little experi-

ence with foreign products (Mandler et al., 

2017; Zheng et al., 2022; Ghosh et al., 2025). In 

such situations, product evaluation is often 

based on general beliefs and stereotypes re-

garding a given country (Rodrigo et al., 2023; 

Pereira et al., 2005). 

For less experienced consumers, the country 

of origin may trigger the so-called halo effect—

a general belief regarding the high or low quali-

ty of products from a given country—which 

influences their evaluation. In contrast, more 

experienced consumers draw on prior associa-

tions and knowledge about products from spe-

cific regions, which directly influences their 

evaluation (Eng et al., 2016; Jacob & Schätzle, 

2020; Casado-Aranda et al., 2021; Mandler et 

al., 2023).  

In addition to cognitive aspects, the country 

of origin also evokes emotional reactions that 

can influence product evaluations, regardless of 

the product’s actual characteristics. For exam-

ple, attachment to one’s own country, a sense 

of national pride, or hostility toward other na-

tions can positively or negatively influence 

consumer attitudes (Verlegh & Steenkamp, 

1999; Roth & Diamantopoulos, 2009; Septianto 

et al., 2020; Olsen & Tuu, 2024). In the case of 

food, such reactions are often linked to broader 

cultural meanings, which is why a product’s 

origin is sometimes perceived not only as in-

formation but also as an emotional signal (San-

tini et al., 2018; Goldberg & Baumgartner, 

2002; Raditya et al., 2025). 

The country of origin can also serve as a sig-

nal of identity. According to social identity the-



 

78 Coffee & Tea Market Research Institute 

 

 

ory, information about origin can trigger a divi-

sion between us and them (Tajfel & Turner, 

1986). Domestic products, particularly in the 

food category, are often evaluated more posi-

tively as an expression of belonging to one’s 

own community, whereas foreign products 

may be evaluated differently depending on the 

perceived cultural distance (Bartosik-Purgat & 

Wysocka, 2017; Kilders et al., 2021; Huang et 

al., 2025; Charinsarn & Speece, 2025). This 

tendency is reinforced by consumer ethnocen-

trism, which frames the purchase of domestic 

products as a socially or morally appropriate 

action (Bartosik-Purgat & Wysocka, 2017; San-

tini et al., 2018; Stolzenbach et al., 2013). As a 

result, consumer decisions may be shaped by 

identity issues even when quality differences 

between products are minimal (Casado-Aranda 

et al., 2021; Kilders et al., 2021). 

The significance of the country of origin also 

depends on how companies use it in their mar-

keting activities. Elements such as brand name, 

packaging design, label markings, and market-

ing communications can reinforce associations 

related to origin, alter their meaning, or make 

them less pronounced (Liu et al., 2015; Spiel-

mann, 2016). Therefore, the effectiveness of 

country-of-origin information depends not only 

on consumers themselves but also on the cul-

tural context and how this information is used 

in marketing strategies. 

 

The cultural roots of coffee and tea     

consumption 

The significance of country-of-origin infor-

mation in the coffee and tea markets stems 

from the deep embedding of these beverages in 

everyday consumption habits. Coffee is often 

associated with urban spaces, work, and social 

gatherings outside the home, where it becomes 

part of a specific lifestyle. In many places, 

drinking coffee blends global trends with local 

customs (Jamil et al., 2024; Wróblewski et al. 

2024). As coffee’s popularity grows, what 

might once have been seen as exotic gradually 

becomes part of the daily routine (Jamil et al., 

2024; Chen et al., 2023). In communities where 

coffee is particularly popular, knowledge of its 

origin can demonstrate consumer sophistica-

tion and help distinguish between different 

types of coffee (Olejniczuk-Merta, 2024). This 

may also influence consumers’ willingness to 

pay a higher price for specific products (Teuber 

& Herrmann, 2012). Tea, on the other hand, is 

more often associated with domestic practices 

and tradition. As noted by Kim et al. (2015), 

consumers’ evaluations of tea are largely linked 

to their familiarity with the product and cultur-

al habits. In many markets, established meth-

ods of preparing and consuming tea are more 

significant than the tea’s origin itself (Velčo-

vská & Waliszewska, 2024; Kim et al., 2015). 

Cross-cultural studies show that consumers 

from different countries respond differently to 

information about a product’s origin, suggest-

ing that the significance of this signal depends 

on cultural context (e.g., Kim et al., 2015; Oh et 

al., 2019). In the coffee and tea markets, geo-

graphical indications often link the place of 

origin to specific flavor characteristics and to 

narratives emphasizing the product’s authen-

ticity (Sabio & Spers, 2020; Artêncio et al., 

2022). Increasingly, the relationship between 

origin and quality is also reinforced by various 

methods of authenticity verification, which 

help confirm the true origin of the raw material 

(Tessaro et al., 2025). At the same time, factors 

related to national identity and consumer eth-

nocentrism, as mentioned earlier in this article, 

influence whether consumers prefer domestic 



 

Coffee & Tea Marketing Journal, Vol. 3, No. 1 (2026) 79 

 

or foreign products, meaning that the interpre-

tation of origin is not limited solely to the 

product’s functional characteristics (Cheah et 

al., 2016; Bartosik-Purgat & Wysocka, 2017; 

Kilders et al., 2021; Charinsarn & Speece, 

2025). 

As a result, the role of origin in the coffee 

and tea markets stems from the interplay 

among factors such as consumption context, 

culturally shaped taste preferences, and issues 

of national identity. This means that origin is 

not a fixed product characteristic, but rather a 

set of factors interpreted differently across 

traditions, levels of market development, and 

broader socio-cultural contexts (Jamil et al., 

2024; Chen et al., 2023; Spielmann, 2016). 

A contemporary example of the evolving 

symbolic role of the country of origin in con-

sumption is the case of matcha in European 

markets. Originally associated with traditional 

Japanese tea culture, matcha has increasingly 

been reinterpreted as a marker of modern life-

style, health consciousness, and global cultural 

openness (Maciejewski et al., 2024). In coun-

tries such as Poland, matcha consumption ini-

tially emerged in large metropolitan areas, 

where early adopters (often characterized by 

higher cultural capital and exposure to global 

trends) integrated it into urban café culture. 

Over time, this consumption pattern diffused 

into smaller cities, suggesting that the meaning 

of origin is not fixed, but dynamically reshaped 

through social diffusion processes. In this con-

text, Japan, as a country of origin, functions less 

as a reference to tradition and more as a sym-

bolic resource associated with innovation and 

trend adoption. 

 

The use of country of origin in marketing 

activities of companies in the coffee and 

tea market 

In the coffee and tea market, information about 

the country and region of origin is often delib-

erately used in marketing decisions, such as in 

product design (brands, names, packaging, col-

or schemes, symbols, etc.), marketing commu-

nications (e.g., promotional slogans emphasiz-

ing origin, symbols), and pricing to differentiate 

the product from competitors (Bartosik-Purgat 

& Wysocka, 2017). 

In the coffee sector, detailed information 

about origin (e.g., country, region, growing alti-

tude, processing method, or botanical variety) 

enables the classification of coffee types into 

more specialized categories and justifies price 

differences (Sabio & Spers, 2020). For example, 

Blue Bottle Coffee emphasizes the origins of its 

small-batch coffees and provides precise geo-

graphic transparency to demonstrate the prod-

uct’s high quality and expert knowledge of its 

origins. In contrast, Illycaffè combines origin-

based communication with a global coffee 

sourcing and blending system, enabling it to 

maintain product consistency across different 

markets while highlighting its symbolic signifi-

cance. 

Similar mechanisms can be observed in the 

tea market. Products with prominent geo-

graphical indications often achieve a stronger 

competitive position than those without certifi-

cation (Deng et al., 2020). Information about 

origin is most often conveyed through labels 

and packaging design, which highlight the place 

of origin as an important distinguishing feature 

of the product (Velčovská & Waliszewská, 

2024; Spielmann, 2016). 

As the market value of product origin infor-

mation increases, companies are increasingly 
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turning to a variety of traceability systems and 

verification technologies to confirm product 

authenticity. These methods enable verification 

of the actual origin of raw materials and reduce 

the risk of counterfeiting, particularly in the 

premium product segment (de Moraes-Neto et 

al., 2025; Tessaro et al., 2025). In regions pro-

ducing tea with protected geographical indica-

tions, strict control of origin is particularly im-

portant, as it helps protect the region’s reputa-

tion and prevents abuse (Deng et al., 2020). In 

such cases, origin is not merely marketing in-

formation but an integral part of certification, 

control, and regulatory systems. Examples in-

clude Darjeeling, which is tea from the Darjee-

ling region of India, and only tea produced in 

that region may legally use that name; Assam, 

which is tea from the Assam region of India; 

and Ceylon Tea, which is tea from Sri Lanka 

that is covered by an origin certification sys-

tem. 

A product’s origin also allows producers to 

capitalize on the reputation of the place where 

the product comes from. Geographical indica-

tions make it possible to leverage the value 

associated with a given region and its cultural 

heritage (Belletti et al., 2017; Neilson et al., 

2018). National and regional branding strate-

gies often leverage the positive image of a 

country or region to build consumer trust and 

emotional attachment (Mallon & Fainshmidt, 

2017). Research also shows that such symbolic 

associations can increase consumers’ willing-

ness to pay a higher price and strengthen brand 

value (Menzel et al., 2022; Giovanardi & Lu-

carelli, 2018). In the tea sector, an example is 

Twinings, which for years has used references 

to well-known growing regions, such as Darjee-

ling and Assam, as symbols of quality, combin-

ing narratives of tradition with global supply 

chains. 

Information about a product’s origin can al-

so be used in product premiumization strate-

gies. Labels such as single-origin, quality grades 

(e.g., Kenya AA), or protected designations of 

origin reinforce the perception of the product 

as rare and high-quality (Wilson et al., 2012; 

Sabio & Spers, 2020). Additionally, labels high-

lighting limited harvests, micro-lots, and certi-

fied production standards enhance the sense of 

exclusivity and justify higher prices (Deng et al., 

2020; Belletti et al., 2017). At the same time, 

the greater economic value attributed to origin 

can lead to problems such as mislabeling, coun-

terfeiting, or unequal distribution of profits 

within the supply chain, highlighting the im-

portance of appropriate control and manage-

ment mechanisms in these areas (Deng et al., 

2020). 

In contrast, global coffee chains such as 

Starbucks illustrate a different approach to 

origin-based marketing. Rather than emphasiz-

ing precise geographical origin, these compa-

nies often rely on blends and focus on creating 

a consistent global product experience. In such 

cases, information about origin is selectively 

communicated or intentionally downplayed. 

The emphasis shifts from geographical authen-

ticity to lifestyle, brand identity, and the overall 

consumption experience. This approach 

demonstrates that country of origin does not 

always serve as a fixed indicator of quality, but 

can be strategically managed and reinterpreted 

depending on the company’s positioning and 

target segment. 

 

Classification of marketing strategies 

based on product origin 
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Marketing strategies based on origin and cul-

tural roots can take various forms depending 

on how companies use information about the 

place of production in their marketing commu-

nications (Bartosik-Purgat & Wysocka, 2017). 

To systematize the diverse approaches within 

the coffee and tea sector, an analytical frame-

work based on two main dimensions has been 

proposed: 

- functional or symbolic orientation, and; 

- heritage-based origin or reinterpreted 

origin. 

The proposed dimensions are derived from 

a synthesis of previous research on the coun-

try-of-origin effect, geographical indications, 

and origin-based branding strategies in the 

coffee and tea markets. The first dimension 

distinguishes strategies that rely on verifiable 

quality attributes, certification systems, and 

specific product characteristics (functional 

orientation) from strategies based primarily on 

the reputation of a place, regional identity, and 

cultural associations (symbolic orientation). 

Some studies show that formal systems, such as 

Geographical Indications (GI) or Protected Des-

ignations of Origin (PDO), can increase con-

sumers’ willingness to pay a higher price, rein-

force perceived authenticity, and support 

product positioning (e.g., Belletti et al., 2017; 

Deng et al., 2020; Tessaro et al., 2025; Wilson et 

al., 2012). At the same time, the reputation of 

the region or country of origin can serve as a 

quality label, evoking positive associations and 

strengthening consumers’ emotional attach-

ment to the brand (Neilson et al., 2018; Luoma-

la, 2007). 

The second dimension distinguishes be-

tween strategies based on a product’s actual, 

historically established, and often legally pro-

tected origin, and strategies in which the origin 

is reinterpreted to some extent – for example, 

by blending raw materials from different loca-

tions, selectively disclosing information, or 

combining different narratives about origin. 

For example, research on the differences be-

tween single-origin coffees and blends shows 

that companies consciously manage infor-

mation about origin to tailor their offerings to 

different consumer segments (Torga & Spers, 

2020; Wang et al., 2026; Gines et al., 2025). At 

the same time, consumer responses to origin 

signals vary by country and audience group, 

highlighting the importance of market segmen-

tation and tailoring communication to the 

country and segment (Hsu et al., 2024; Teuber 

& Herrmann, 2012; Velčovská & Waliszewská, 

2024). Combining these two dimensions allows 

us to identify four different strategy configura-

tions, which are presented in Table 1. 

 

Table 1. Conceptual framework of origin-based marketing strategies in the coffee  

and tea sector 

Specification Functional orientation Symbolic orientation 

Heritage-based origins Authenticity Anchoring Strategy The Strategy of Symbolic Prestige 

Reinterpreting Origins A Strategy for Cultural Anchoring 
A Strategy for the Symbolic Reinter-

pretation of Origins 

Source: own study. 

 

The authenticity anchoring strategy involves 

the use of legally protected indications of 

origin, established quality standards, and sys-

tems that allow for product traceability. This 
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enables companies to build consumer trust and 

justify higher product prices (Belletti et al., 

2017; Deng et al., 2020). In this strategy, origin 

is treated as credible proof of quality because it 

is validated by formal certification and regula-

tory systems. Competitive advantage may stem 

from the ability to verify origin and from redu-

ced consumer uncertainty regarding product 

quality. 

The symbolic prestige strategy primarily 

refers to the reputation of the region or country 

of origin and to the cultural associations linked 

to a given place (Neilson et al., 2018; Luomala, 

2007). Unlike the authenticity anchoring strat-

egy, it does not need to rely on formal certifi-

cations. It draws heavily on the symbolic 

significance of well-known regions or produ-

ction traditions. In this case, origin can serve as 

a marker of prestige and can strengthen the 

brand image. 

The cultural anchoring strategy involves 

tailoring product communication about origin 

to specific consumer groups. Companies emp-

hasize those elements of origin that are impo-

rtant to specific market segments, e.g., for 

consumers who pay attention to product 

quality or locality (Velčovská & Waliszewská, 

2024). In practice, this means selectively 

highlighting information about the region, 

growing conditions, or production methods 

that are relevant to a given consumer group. 

This strategy uses origin information, in the 

form of certifications or geographical indica-

tions, as cues to help consumers assess product 

quality and match it to their own preferences.  

The strategy of symbolic reinterpretation 

of origin involves a more flexible use of origin 

information. This may include blending raw 

materials from different regions, highlighting 

selected geographical elements, or creating 

new narratives about the production process 

(Torga & Spers, 2020; Wang et al., 2026). In 

this approach, origin is not treated as a fixed 

product attribute but as an element that can be 

strategically managed. This allows companies 

to better tailor their offerings to different 

markets and segments, though it requires 

careful communication to avoid undermining 

brand credibility. 

The proposed typology shows that origin-

based marketing strategies differ not only in 

their degree of geographical authenticity but 

also in the way companies use origin as a 

functional or symbolic resource. From a mana-

gement perspective, heritage-based strategies 

are particularly effective in premium segments 

where robust certification and regulatory 

systems are in place. In contrast, reinterpreted 

strategies give companies greater flexibility in 

highly competitive global markets.  

At the same time, the high economic value 

attributed to origin increases the risk of 

product counterfeiting and reputational issues; 

therefore, consistency between marketing 

communication and actual verification of origin 

is crucial (Deng et al., 2020; Tessaro et al., 

2025). In practice, the effectiveness of origin-

based marketing depends not only on the 

indication of the place of production itself, but 

on the right combination of authenticity, 

reputation, and alignment with a specific 

market.
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Discussion  
 

Theoretical implications 

The narrative literature review in this article 

expands on the country of origin (COO) theory, 

demonstrating that a product’s origin is not 

merely a piece of information on a label but can 

be an important strategic asset rooted in cul-

ture. Previous research on COO has mainly fo-

cused on how country-of-origin information 

influences perceptions of product quality, con-

sumer attitudes, and purchasing decisions 

(Verlegh & Steenkamp, 1999; Roth & Diaman-

topoulos, 2009; Papadopoulos & Heslop, 2002). 

In this article, origin is analyzed more broadly 

as an element linked to institutional systems, 

cultural meanings, and diverse consumer pref-

erences.  

An important conceptual contribution is the 

proposed two-dimensional typology, which 

distinguishes between functional and symbolic 

orientations, as well as heritage-based and re-

interpreted origins, applying to both the con-

sumer’s and the company’s perspectives. In 

other words, it allows for linking product per-

ception processes to companies’ strategic deci-

sions (Bartosik-Purgat & Wysocka, 2017; 

Ghosh et al., 2025). To the authors’ knowledge, 

previous studies have not proposed an inte-

grated classification of origin-based marketing 

strategies that simultaneously accounts for the 

role of institutional verification of origin, the 

significance of symbolic capital, and the possi-

bility of strategically reinterpreting origin with-

in a single model applicable to a specific sector. 

In this framework, origin is treated as a multi-

dimensional strategic resource shaped by insti-

tutional, cultural, and symbolic factors, rather 

than merely as a single indicator for product 

evaluation. 

Regarding the coffee and tea markets, the 

proposed framework helps explain why origin 

signals may carry different meanings across 

market segments. Previous studies have ana-

lyzed, among other things, the phenomenon of 

product differentiation and the willingness to 

pay higher prices – for example, for high-

quality (Teuber & Herrmann, 2012; Sabio & 

Spers, 2020; Wilson et al., 2012), as well as 

issues of authenticity and product familiarity in 

the case of tea (Kim et al., 2015; Velčovská & 

Waliszewská, 2024). However, these perspec-

tives have rarely been combined. This article 

integrates these threads, showing that the im-

portance of origin depends both on the hierar-

chy of tastes within a given product category 

and on the organization of the supply chain, 

including practices such as blending raw mate-

rials or hybrid sourcing of coffee or tea (Torga 

& Spers, 2020; Wang et al., 2026).  

 

Practical implications 

With regard to the practical implications of the 

analyses, it is worth noting that the results 

indicate that product origin should be treated 

as a flexible tool for market positioning rather 

than merely as standard information about 

quality. The proposed classification specifies 

how companies can leverage origin depending 

on competitive conditions, regulatory systems, 

and the characteristics of target market 

segments. In markets with strong regulations 

and where consumers place a high value on 

authenticity, the use of certification systems, 

geographical indications, and traceability 

mechanisms can enhance product credibility 

and support higher pricing (Belletti et al., 2017; 

Deng et al., 2020; Neilson et al., 2018). In turn, 
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companies operating in lifestyle-related segme-

nts can emphasize the symbolic message regar-

ding the place of origin. Such an approach can 

strengthen  consumers’ emotional attachment 

and build brand value. However, companies 

should balance the credibility and flexibility of 

their strategies: heritage-based strategies in-

crease trust and institutional legitimacy, while 

strategies of reinterpreted origin allow for 

greater flexibility in the product offering but 

require careful management to avoid inconsi-

stencies or reputational risks. 

 

Conclusions  

 

In this article, the authors present a conceptual 

framework explaining the role of country of 

origin in coffee and tea consumption and 

propose a typology of origin-based marketing 

strategies. This typology is based on two 

dimensions: functional or symbolic orientation, 

and heritage-based or reinterpreted origin. In 

this framework, origin is treated as a resource 

whose significance is shaped by institutional, 

cultural, and market factors. 

However, the analysis presented has several 

limitations. One limitation is that the study is 

conceptual and does not include empirical 

verification of the proposed typology. Future 

research should empirically test the proposed 

strategies across different countries and 

consumer segments. Secondly, the proposed 

framework does not explicitly account for the 

growing role of digital communication, where 

narratives regarding origin unfold, among 

other places, on social media and e-commerce 

platforms. Future research could examine how 

digital communication (e.g., social media, e-

commerce platforms, and influencer activities) 

influences how information about product 

origin is presented and interpreted. It is also 

worth investigating whether digital forms of 

communication alter perceptions of authen-

ticity and consumer trust in the declared origin.  
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