[bookmark: _GoBack]Title
How young people in Finland respond to information about the origin of food products: The role of value orientations and product type
Author names and affiliations
Tommi, Kumpulainena, Annukka, Vainiob, Mari, Sandellc, Anu, Hopiaa
a University of Turku, Functional Foods Forum, c/o SeAMK, Vaasantie 1C 1st floor, 60100 Seinäjoki, Finland.
b Natural Resources Institute Finland (Luke), Latokartanonkaari 9, 00790 Helsinki, Finland. E-mail: 
c University of Turku, Functional Foods Forum, 20014 Turku, Finland
Corresponding author
Tommi Kumpulainen, E-mail: tommi.kumpulainen@utu.fi
Present address
University of Turku, Functional Foods Forum, c/o SeAMK, Vaasantie 1C 1st floor, 60100 Seinäjoki, Finland
E-mail addresses:
annukka.vainio@luke.fi (A.Vainio), masaarim@utu.fi (M.Sandell), anuhop@utu.fi (A.Hopia)
Abstract
The aim of this study was to explore the effect of personal values and product type in an experimental study / survey concerning food origins. Two studies were conducted among young consumers (N = 1491) using three different types of products (vegetables, bread, and meat) and an experimental design where information about the food origin varied (neutral, domestic, local). The origin of the food had a positive effect on the product experience and food choices. Value orientations had an effect on the product experience and the likelihood of choosing the product, and this effect was dependent on the product type. More specifically, a Self-Transcendence orientation was positively associated with the product experience in the context of vegetables and a Conservation orientation was positively associated with the product experience in the context of meat, however, the value orientations showed no effect in the context of bread. Individuals regarding Self-Transcendence as important, especially valued a local origin in the context of vegetables and meat. The findings regarding a Conservation orientation were less consistent. These findings indicate that knowing the origin adds some value to the product for young people. Even if the product is not necessarily in line with an individual’s values, the origin may in fact exceed the effect of the product type. The study provides further knowledge about the underlying factors explaining consumer choices on a personal level, especially when extrinsic information cues about food origin are available.
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1. Introduction
The perceived quality of food and the determinants of food choice are very complicated phenomena (Cardello, 1995). A great deal of the experienced quality is induced by the physical product properties experienced through our senses (Hoppert, Mai, Zahn, Hoffmann, & Rohm, 2012). In addition to the physical properties, the perception of food is also based on the expectations placed on the product in relation to the contextual information (Gutjar, Graaf, Palascha, & Jager, 2014; Grunert, 2005). Some extrinsic cues (such as labelling) raise expectations and thus have an effect on the experienced quality (Deliza & MacFie, 1996), and some expectations may also be formed via personal attitudes and values. If the expectations are not fully met, the consumer may adjust his/her perception of such expectations via a mechanism called assimilation (Deliza & MacFie, 1996). All information has the potential to raise expectations, but not all consumers react similarly to the same cues (Piqueras-Fiszman & Spence, 2015). Some individuals may be indifferent to the information while for others it may modify the experienced quality and their decision making (Köster, 2009). People have different types of beliefs, attitudes, and values that modify their expectations. Even though attitudes and intentions cannot fully explain consumers’ behavior, they are strongly correlated (Vermeir & Verbeke, 2006). A more thorough study is needed to understand the underlying qualities behind individual preferences.
1.1 The origin of food
There have been numerous food scandals during the last few years; the most recent being tainted meat from Brazil, which raised demands for more familiar supply chains as those from domestic or local markets. Consumers often place more positive expectations on the product when the production site is closer to the place of consumption (Iaccarino, Di Monaco, Mincione, Cavella, & Masi, 2006). Food origin may have an effect on the perceived quality and it has the potential to produce a positive perception among consumers (Stefani, Romano, & Cavicchi, 2006). Domestic and local foods are typically trusted as opposed to those with unknown or global origins (Lobb & Mazzocchi, 2007; O’Hara & Stagl, 2001). Foreign food products are often perceived as inferior to domestic products and those locally produced are considered better than domestic products (Stefani et al., 2006). Fairness, tradition, freshness, safety, better quality, ethical production, and environmental friendliness are properties that are attached to local products (Feldmann & Hamm, 2015; Campbell, DiPietro, & Remar, 2014; Motta & Sharma 2016; Lusk & Briggeman 2009). Consumers, in many cases, are willing to pay premium prices for local or domestic produce (Carpio & Isengildina-Massa 2009; Seppä, Latvala, Akaichi, Gil, & Tuorila, 2015). 
Due to the various properties attached to local produce, different kinds of preferences such as pro-environmental opinions may predict the experienced quality of local products (Cosmina, Gallenti, Marangon, & Troiano, 2016). Some people consider domestic and local origins to be superior in comparison to foreign origins, whereas others may be completely indifferent to the information on food origin (Schnettler, Ruiz, Sepúlveda, & Sepúlveda, 2008; Campbell et al. 2014). In fact, there seem to be considerable differences between consumer groups in relation to the origin of a product. Moreover, gender, age, and product type also seem to have an effect on preferences (Carpio & Isengildina-Massa 2009;  Kim, Eves, & Scarles, 2013). In many cases, the origin can be a symbol of quality which will create trust towards the product (Feldmann & Hamm, 2015). The expected quality of a product with a known origin may be largely based on trust, and not necessarily based on actual knowledge about the product’s properties.
1.2 Personal Values
Values can be defined as desirable goals that motivate actions and serve as guiding principles in our lives (Schwartz & Bilsky, 1987). They are an abstract concept modifying attitudes and setting the criteria for decision making. Even if there are cultural differences in relation to values, the hierarchical order of values is very similar across cultures (Schwartz & Bardi, 2001). According to Schwartz (2006) for example, socioeconomic, political, and demographic factors induce variation on cultural value dimensions at a national level. The ten basic values (Table 1) are connected to each other forming a circular structure with two dimensions (Figure 1) (Schwartz, 1992; Schwartz & Boehnke 2004). The opposite values are in conflict and the adjacent are the most compatible. The first dimension describes the contrast between Conservation and Openness to change. People giving high importance to Conservation are keen on maintaining the status quo and resist change (tradition, security, conformity) and the opposing group is prepared for new experiences and actions. The second dimension represents Self-Transcendence versus Self-Enhancement. Individuals with high Self-Transcendence are concerned with the welfare of other people and those with high Self-Enhancement are more concerned with personal interests, even at the expense of others  (Verkasalo, Lönnqvist, Lipsanen, & Helkama, 2009). The Schwartz’s model is used to explain behavior in food contexts from several aspects such as food-related lifestyles (Brunsø, Scholderer, & Grunert, 2004), convenience food consumption (Botonaki & Mattas, 2010) and  attitudes towards genetically modified and organic foods (Saher, Lindeman, & Hursti, 2006). The same framework has been used extensively in various disciplines varying from voting (Schwartz, Caprara, & Vecchione, 2010) to internet use (Bagchi, Udo, Kirs, & Choden, 2015) and commitment in the workplace (Cohen, 2009). Schwartz’s values also show a significant overlap with personality (Anglim, Knowles, Dunlop, & Marty, 2017). Due to the universal nature, the numerous applications and the previous research, Schwartz’s model was chosen to measure the personal values among respondents.
Table 1. Description of ten basic values (Sagiv & Schwarz, 1995)
	Benevolence
	Preserving and enhancing the welfare of those with whom one is in frequent personal contact (the ‘in-group’).

	Conformity
	Restraint of actions, inclinations, and impulses likely to upset or harm others and violate social expectations or norms.

	Tradition
	Respect, commitment, and acceptance of the customs and ideas that traditional culture or religion provide the self.

	Security
	Safety, harmony, and stability of society, of relationships, and of self.

	Power
	Social status and prestige, control or dominance over people and resources.

	Achievement
	Personal success through demonstrating competence according to social standards.

	Hedonism
	Pleasure and sensuous gratification for oneself.

	Stimulation
	Excitement, novelty, and challenge in life.

	Self-Direction
	Independent thought and action; choosing, creating, exploring.

	Universalism
	Understanding, appreciation, tolerance, and protection for the welfare of all people and for nature.



Individuals may hold several important values concurrently, which may complicate decision making (Dreezens, Martijn, Tenbült, Kok, & De Vries, 2005a). Because of this, it may not be relevant to examine the role of individual values, but the holistic value system of an individual person (Schwartz, 1992).
1.3 Value-based Food Choices
Our personal values significantly affect the everyday choices we make. They are reflected in the decisions and evaluations we have to make to cope with our routine everyday tasks such as grocery shopping and parenting. In western societies, there is no shortage of food supply and individuals may examine choices from a holistic perspective. In addition to the actual physical properties of food, personal sets of values will also modify decision-making. It may be difficult to differentiate a product from a wide selection possessing similar qualities without any information. When a product is accompanied with additional information, it has the potential to raise expectations towards the product. Not all information will raise positive expectations, positive expectations are based on the trust which is initiated by the information. (Migliore, Schifani, & Cembalo, 2015). The origin of the food and especially locally produced food is associated with other qualities such as fairness, environmental friendliness, and ethical production. If these factors are in line with the personal values of the consumer, it may be the decisive factor determining consumption or purchase. For example, a study conducted by O’Connor, Sims, & White (2017) showed that people who buy Fair Trade products do so because it makes them feel good and reflects their values; this differs significantly from the opposing group who do not buy them.
Several previous studies have found evidence that in the adult population values may have a role as an explanatory factor in attitudes towards food. People with different set of values place different emphases on their choices. These groups react to different cues in very diverse ways, because the reward from a ‘right’ action differs significantly between individuals. For instance, for the group with pro-environmental values, buying local food may generate moral satisfaction for those with altruistic values (Bratanova et al., 2015). In a study by Kihlberg & Risvik (2007), values associated with the Conservation dimension seem to explain the majority of variation in the data between different consumer segments.  Mäkiniemi, Pirttilä-Backman, & Pieri (2011) found in their study that locality was strongly associated with ethical food and Pohjanheimo, Paasovaara, Luomala, & Sandell (2010) showed that in relation to food choices the motivation of natural content and ethical concern are related to universalism values. Migliore et al. (2015) suggested that products with a local origin enable consumers to return to traditional values. According to the study by Brunsø et al.  (2004) the importance of product information correlated significantly with both Self-Transcendence (universalism, benevolence) and Conservation values (tradition, conformity, security).
1.4 Value-based consumption among adolescents and young adults
The model developed by Schwartz is already present in children as early as the age of five (Lee, Ye, Sneddon, Collins, & Daniel, 2017), but the values evolve until adulthood (Daniel, Schiefer, Mo, Boehnke, & Knafo, 2012). Previous studies show that the value systems of adolescents can be measured reliably (Espinosa, Clemente, & Uña, 2016; Liem, Martin, Nair, & Bernardo, 2011; Paez & De-Juanas, 2015). Adolescents and young adults are an important age group from the perspective of value-based consumption. The period between 11 to 18 years of age is called the reflective stage of consumer socialization (John, 2008) and even adolescents can considerably influence their own food choices and those of their families (Bissonnette & Contento, 2001).The stability of values tends to increase along with age and changes are less likely to occur after adolescence. However, significant life events and personal experiences may induce greater changes (Döring, Daniel, & Knafo-Noam, 2016). Personality and identity develops during adolescence (Hatano, Sugimura, & Klimstra, 2017) which may cause alteration in the personal values during this period of time. For Finnish adolescents the two most important values are having friends and honesty, which are benevolence values (Krips et al. 2013). Bromnick & Swallow (2001) suggested that in the case of adolescents, the value base is quite complex and it cannot be dichotomized simply into hedonistic or humanistic. It may be that for young people the value set is not yet stabilized and there is more flexibility to follow different types of impulses at the same time. Among university students females had higher empathy scores than males, these are expressed in universalism and benevolence values predicting, for example, actions supporting the welfare of others (Myyry & Helkama, 2001). Female university students assigned greater priorities to benevolence, universalism and security than males (Ryckman & Houston, 2003). Ryckman & Houston (2003) also found that University students value individualistic values. However this may not apply to the same age group of individuals with no university background.
There are some studies of the values of young people in general, but studies examining the actual impacts of values on everyday choices are still scarce. There is some evidence that the gap between values and behavior is widening among young people. For example, in Australia, young adults had higher environmental concern than older cohorts but lower engagement in sustainable consumption practices (Stanes, Klocker, & Gibson, 2015). In a Dutch study, adolescents had ethical preferences for animal welfare and environmental sustainability, but these preferences were not linked to their willingness to buy organic food products (Stobbelaar et al., 2007). Robinson-O’Brien, Larson, Neumark-Sztainer, Hannan & Story (2009) suggest that adolescents that value local products may share similar values, yet there is little published data on the subject. A systematic understanding is lacking of whether values influence the response towards origin cues among adolescents, and whether it remains stable when young people become adults.
1.5 Research hypotheses
Locality in the food context has several factors associated with altruistic values and ethics, as well as with Conservation values such as security and tradition. Based on this, hypotheses were formed to study whether the effect of values is applicable to food origins. To some extent the values seem to define the motivation to choose certain products when they represent the values we hold important (Grunert, Hieke, & Wills, 2014). When different types of descriptions are attached to the same food, the consumer response will show variation (Piqueras-Fiszman & Spence, 2015). It is also possible to segment young consumers based on their values (Kihlberg & Risvik, 2007). Moreover, values have been found to be associated with some food choices, in particular, the consumption of meat and vegetables. Regarding bread consumption, the consumers were not willing to make compromises with regard to taste and health (Teuber, Dolgopolova, & Nordström, 2016; Hellyer, Fraser, & Haddock-Fraser, 2012). Pohjanheimo et al. (2010) found that the evaluated sensory quality of bread did not differ between consumers with traditional and hedonistic values. Universalism, which is part of Self-Transcendence values, has been found to be associated with an infrequent consumption of meat (de Boer, Hoogland, & Boersema, 2007) and a frequent consumption of vegetables (Farragher, Wang, & Worsley, 2016). Conservation and Self-Enhancement values (power, security and conformity) have been associated with frequent consumption of meat (Hayley, Zinkiewicz, & Hardiman, 2015). Therefore we test the hypotheses with three different food products: vegetables and meat are expected to be associated with different sets of values, and bread is expected to represent a neutral food product that is not associated with values. To verify the effect of product type, three product types with different functions in meals were chosen. The products are a staple part of the Finnish diet and they were chosen to simulate the protein, cereal (fiber) and vegetable components of a typical Finnish lunch. The aim of this study is to explore the effect of personal values on the evaluated quality of food generated by the product origin
The study concentrates on how personal values affect the quality experienced by young people based on the geographical origin of the food products. Based on the literature, we propose following hypotheses concerning the effects of values on the experienced quality of food products.
H1: Information about the product origin is positively associated with the product experience and the probability of choosing the product.
H2a: The Self-Transcendence value orientation and the product experience of vegetables are associated.
H2b: The Conservation value orientation and the product experience of meat are associated.
H2c: The value orientations and product experience of bread are not associated.
H3a: Individuals who have more conservative values place more emphasis on the product origin of vegetables. Conservative people value especially local products.
H3b: Individuals who have more conservative values place more emphasis on the product origin of meat. Conservative people especially value local products.
H3c: Individuals who have more conservative values place more emphasis on the product origin of bread. Conservative people especially value local products.
H4a: People who have altruistic values (Self-Transcendence) appreciate domestic and local vegetables more than people who lean towards selfish (Self-Enhancement) values.
H4b: People who have altruistic values (Self-Transcendence) appreciate domestic and local meat more than people who lean towards selfish (Self-Enhancement) values.
H4c: People who have altruistic values (Self-Transcendence) appreciate domestic and local bread more than people who lean towards selfish (Self-Enhancement) values.
The proposed hypotheses were tested with two separate studies that were conducted among young consumers.	
2. STUDY 1 – The product experience of vegetables among adolescents
The effect of personal values on the quality experienced by young people based on the geographical origin of the food products was studied among lower and upper secondary level students (7th-9th and 10th-12th grades). In this study, the target food product was vegetables (salad buffet). The study was conducted during spring 2016.
2.1 PARTICIPANTS
The study was conducted in a middle-sized city in Central Finland. Eight hundred and sixty-one students participated in the study during their classes. Of the students in the 7th-9th grades (N=480) 46.0 % were male and 53.1 % female (4 incomplete). The average age in this group was 15.2 years (SD = 0.8). Of the students in the 10th-12th grades (N=381), 39.4 % were male and 59.8 % female (3 incomplete). The average age in this group was 17.5 years (SD = 0.6). School sampling was conducted according to the principals’ agreement and normal school policy. All the respondents participated voluntarily, gave their consent as to the use of the study results, and did not receive any compensation for their efforts. The study was approved by the Ethics Committee of the University of Turku. All the participants were Finnish and the questionnaire was formulated in Finnish.
2.2 STUDY DESIGN
The study was conducted using three different conditions with varying origins (Table 2). The participants were provided with a questionnaire containing brief information about the food product and were then asked to complete the questionnaire based on the information provided. The information included a product description containing one of the three types of origin (neutral, domestic, local). The objective of this study was to test the effect of the students’ personal values, when choosing a salad buffet, based on the information about the product’s origin.
The participants were asked to give their response based only on the product information combined with a generic picture of the product. The respondents were completely randomized within each group into one of three conditions.
Table 2. The description of different types of product origin in Study 1
	Type of origin
	Description

	Neutral
	The lunch serving included a salad buffet.

	Domestic
	The lunch serving included a salad buffet in which all the ingredients were domestically grown.

	Local
	The lunch serving included a salad buffet in which all the ingredients were locally grown.*



* To clarify the concept of locality to the respondents, the description of the local origin was complemented with examples of the towns where the vegetables were grown. The maximum distance from the place of consumption was approximately 15 miles.
2.3 PROCEDURE
The respondents were advised to fill out the questionnaire based only on the information about the product. The respondents filled in the questionnaires independently during their classes with no possibility to interact with the other students. The participants were told that the data was gathered only if consent was given and that the responses were confidential and used only for research purposes. According to the approval given by the ethical committee, the questionnaires without consent were disposed.
Based on the product information provided, participants evaluated the product properties in the context of the lunch serving; meaning that the described product was available as a part of the lunch buffet served in the school cafeteria. The task was to evaluate the product described in the questionnaire in relation to the following attributes: the product’s pleasantness was evaluated on a 7-point hedonic scale (1 = extremely unpleasant, 7 = extremely pleasant); the probability that they would choose the product (‘How probable would it be for you to choose this kind of product as a part of lunch serving?’) on 7-point scale (1 = highly improbable, 7 = highly probable); and the overall quality of the product on a 7-point scale (1 = extremely low quality, 7 = extremely high quality). To verify the continuity of the scale, a new variable was generated by calculating the mean value of the three aforementioned scales; this new variable was identified as product perception. The new scale showed good internal consistency as the Cronbach’s alpha was 0.827.
To measure the personal values of individual consumers, the Short Schwarz Value Survey (Lindeman & Verkasalo, 2005) was used. The short version of the scale consists of the names of ten values (Power, Achievement, Hedonism, Stimulation, Self-direction, Universalism, Benevolence, Tradition, Conformism, and Security) with an attached description of each value. The participants were asked to evaluate the importance of each value as a life-guiding principle. To evaluate the importance of the values, a 9-point scale was used (0 = opposed to my principles, 1 = not important, 4 = important, 8 = of supreme importance).  In their article, Lindeman & Verkasalo (2005) introduced a method to compute the weighted average for two value dimensions: Openness to change vs. Conservation and Self-Transcendence vs. Self-Enhancement using standard equations[footnoteRef:1]. For each respondent the importance of both these two dimensions was computed. [1:  The following equations were used for the calculations (Lindeman and Verkasalo, 2005):
Conservation = 0.82 + (.05 x Power) + (.06 x Achievement) – (.04 x Hedonism) – (.09 x Stimulation) – (.18 x Self-Direction) – (.16 x Universalism) + (.03 x Benevolence) + (.16 x Tradition) + (.18 x Conformity) + (.11 x Security).										(1)
Self-Transcendence = 0.60 – (.19 x Power) - (.14 x Achievement) – (.09 x Hedonism) – (.11 x Stimulation) + (.01 x Self-Direction) + (.10 x Universalism) + (.13 x Benevolence) + (.07 x Tradition) + (.06 x Conformity) + (.02 x Security).] 

The basic demographic information was included in the questionnaire (gender and year of birth).
2.4 DATA ANALYSIS
Ordinal regression analyses were used for testing the hypotheses using pleasantness, probability-to-choose, overall quality, and product perception as dependent values. A Breusch-Pagan test was used to test heteroskedasticity (Breusch & Pagan, 1979). If the test indicated heteroskedasticity, the variable was translated followed by a log transformation.
Correlations coefficients (Pearson’s r) were calculated between the test conditions (neutral, domestic, local) and the main value dimensions (Conservation/Openness to change and Self- Transcendence/Self-Enhancement).
For all the statistical analyses an IBM SPSS Statistics 23 was used.
2.5 RESULTS
Conservation seemed to be negatively associated with age and positively with gender i.e. male and older respondents were more conservative (Table 3). Self-Transcendence correlated negatively with age and gender meaning that younger female respondents hold more altruistic values.
Table 3. Mean scores (SD) and intercorrelations of age, gender, Conservation, and Self-Transcendence in the study population (N=861)
	 
	 
	Mean (SD)
	1
	2
	3

	1.
	Age
	16.2 (1.4)
	 
	 
	 

	2.
	Gender (ref: male)
	0.43
	-0.050
	 
	 

	3.
	Conservation
	1.26 (0.75)
	-0.083*
	0.180***
	 

	4.
	Self-Transcendence
	-1.06 (0.75)
	-0.030
	-0.231***
	0.098**


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
Table 4. Odds ratios (OR) of the ordinal regressions predicting pleasantness, probability-to-choose, overall quality, and product perception
	 
	Pleasantness
	Probability-to-choose
	Overall quality
	Product perception

	Factor/Co-variate
	[image: https://d.adroll.com/cm/n/out][image: https://d.adroll.com/cm/index/out]
	OR (95% CI)



	[image: https://d.adroll.com/cm/n/out][image: https://d.adroll.com/cm/n/out][image: https://d.adroll.com/cm/index/out][image: https://d.adroll.com/cm/index/out]
	OR (95% CI)
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	OR (95% CI)
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	OR (95% CI)




	Conservation
		[image: https://d.adroll.com/cm/r/out][image: https://d.adroll.com/cm/x/out][image: https://d.adroll.com/cm/l/out][image: https://d.adroll.com/cm/o/out][image: https://d.adroll.com/cm/g/out?google_nid=adroll4][image: https://d.adroll.com/cm/b/out]1.15                         (0.96-1.37)



	1.14                         (0.96-1.36)
	1.00                         (0.84-1.19)
	1.10                         (0.93-1.30)

	Self-transcendence
	0.81                         (0.68-0.97)*
	0.80                         (0.67-0.95)*
	0.87                         (0.73-1.04)
	0.80                         (0.68-0.95)*

	Higher education level
	0.42                               (0.32-0.54)***
	0.32                              (0.25-0.42)***
	0.37                               (0.29-0.49)***
	0.33                               (0.26-0.43)***

	Male gender
	1.62                               (1.24-2.12)***
	2.61                               (1.99-3.42)***
	1.75                               (1.34-2.29)***
	2.26                               (1.74-2.93)***

	Domestic origin
	1.06                      (0.78-1.44)
	0.80                            (0.59-1.08)
	1.01                              (0.74-1.37)
	0.93                               (0.69-1.25)

	Local origin
	1.00                         (0.74-1.36)
	0.76                               (0.56-1.02)
	0.81                               (0.59-1.10)
	0.83                               (0.62-1.11)

	Pseudo R2 (Nagelkerke)
	0.095
	0.178
	0.103
	0.158


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
All the variables were transformed. Due to this, high values indicate low endorsement.
Gender and education level had a significant effect on all of the evaluated properties (Table 4). Male respondents evaluated the properties consistently lower and the upper education level predicted significantly higher evaluations. Domestic or local origin did not predict any significant increases in the evaluated qualities. Our data supports H1. Conservation did not predict any of the other properties. The importance of Self-Transcendence on the other hand significantly predicted pleasantness, probability-to-choose, and product perception, but not overall quality. Individuals placing more importance on the Self-Transcendence values evaluated the salad buffet more positively, and therefore our data supports H2a.
Table 5. Correlation coefficients (Pearson’s r) between test conditions (neutral, domestic, local) and main value dimensions (Conservation and Self- Transcendence) 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Neutral
	Domestic
	Local

	 
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception

	Conservation
	-0.071
	-0.142*
	-0.022
	-0.104
	-0.013
	0.013
	-0.011
	-0.003
	-0.127*
	-0.153*
	-0.099
	-0.150*

	Self-Transcendence
	0.057
	0.064
	0.067
	0.070
	0.146*
	0.181**
	0.075
	0.153*
	0.157**
	0.166**
	0.124*
	0.179**


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
The two value dimensions differentiate the respondents: Conservation dimension correlates negatively and Self-Transcendence correlates positively with the evaluated properties (Table 5). These effects of the value dimensions on the evaluated properties are most observable in the local condition. This finding supports our hypothesis that the effect of information about product origin on the product experience and choosing the product are dependent on adolescents’ value orientation. However, our data does not support Hypothesis 3a stating that a Conservative orientation is positively associated with valuing local products. Self-Transcendence was positively associated with the perception of the product origin and therefore the data supports Hypothesis 4a.
3. STUDY 2 – The product experience of bread and meat among young adults
Because only one type of product was used and the study was conducted among adolescents, Study 1 could not establish whether the relation between product origin and the participants’ value orientations were dependent on participants’ age and product type. Therefore, we conducted another study where we examined the effect of personal values on the quality experienced based on the geographical origin among young adults (university students) with two types of products: bread and meat. The different products were selected in order to study whether the product type had an effect on origin-based evaluations. As in Study 1, the products were evaluated in the context of a lunch serving. The study was conducted during autumn 2015.
3.1 PARTICIPANTS
Six hundred and thirty university students participated in the study during their classes. Of the respondents 47.6 % were male and 52.4 % female with an average age of 22.9 years (SD = 4.7). Of the college students, 207 were from School of Technology, 171 from School of Health Care and Social Work, 120 from School of Food and Agriculture, and 132 from School of Business and Culture. All the respondents participated voluntarily, gave their consent as to the use the study results, and did not receive any compensation for their efforts. The study was approved by the Ethics Committee of the University of Turku. All the participants were Finnish and the questionnaire was formulated in Finnish.
3.2 STUDY DESIGN AND PROCEDURE
The same design was applied as in Study 1 with the exception that two types of product were used (bread and meat) in order to test if the product type has an effect. To clarify the concept of locality to the respondents, the description of the local origin was complemented with examples of the towns where the vegetables were grown. The maximum distance from the place of consumption was approximately 25 miles.
Similar to Study 1, the participants evaluated the product pleasantness, probability to choose the product, and overall quality on a 7-point hedonic scale. To verify the continuity of the scale, a new variable was generated by calculating the mean value of the three aforementioned scales; it was identified as product perception. The new scale showed good internal consistency as the Cronbach’s alpha was 0.805. In addition, the Short Schwarz Value Survey with a 9-point scale was used. The equations to compute the weighted averages for the two value dimensions were used as in Study 1 (Lindeman and Verkasalo 2005).  The basic demographic information was included in the questionnaire (gender and year of birth).
3.3 DATA ANALYSIS
The same methods were applied to the statistical analysis as in Study 1.
3.4 RESULTS
Conservation is associated negatively with age and positively with gender and vice versa for Self-Transcendence (Table 6). In practice male respondents have more conservative and less altruistic values than female and conservatism decreases and altruism increases with age. 
Table 6. Mean scores (SD) and intercorrelations of age, gender, Conservation, and Self-Transcendence in the study population (N=630)
	 
	 
	Mean (SD)
	1
	2
	3

	1.
	Age
	22.9 (4.7)
	 
	 
	 

	2.
	Gender (ref: male)
	0.48
	0.167***
	 
	 

	3.
	Conservation
	1.52 (0.78)
	-0.041
	0.158***
	 

	4.
	Self-Transcendence
	-0.90 (0.77)
	0.068
	-0.254***
	0.009


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
Table 7. Odds ratios (OR) of the ordinal regressions predicting pleasantness, probability-to-choose, overall quality, and product perception for meat product
	 
	Pleasantness
	Probability-to-choose
	Overall quality
	Product perception

	Factor/Co-variate
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	OR (95% CI)
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	OR (95% CI)
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	OR (95% CI)
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	OR (95% CI)




	Conservation
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	0.74                         (0.57-0.96)*
	0.79                         (0.61-1.03)
	0.74                         (0.58-0.95)*

	Self-transcendence
	1.16                         (0.87-1.54)
	1.15                         (0.87-1.51)
	0.88                         (0.66-1.16)
	1.00                         (0.77-1.31)

	Male gender
	0.31                               (0.20-0.49)***
	0.28                               (0.18-0.43)***
	0.85                               (0.55-1.32)
	0.34                               (0.22-0.52)***

	Domestic origin
	0.63                               (0.38-1.05)
	0.79                               (0.48-1.30)
	0.43                               (0.26-0.71)**
	0.63                               (0.39-1.01)

	Local origin
	0.53                               (0.32-0.89)*
	0.73                               (0.45-1.20)
	0.23                               (0.13-0.39)***
	0.43                               (0.27-0.71)**

	Pseudo R2 (Nagelkerke)
	0.145
	0.162
	0.123
	0.153


 The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
All the variables were transformed. Due to this, high values indicate low endorsement.
Table 8. Correlation coefficients (Pearson’s r) between test conditions (neutral, domestic, local) and main value dimensions (Conservation and Self- Transcendence) for meat
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Neutral
	Domestic
	Local

	 
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception

	Conservation
	0.146
	0.164
	0.012
	0.135
	0.253**
	0.263**
	0.141
	0.288**
	0.121
	0.165
	0.181
	0.195

	Self-Transcendence
	-0.202*
	-0.313**
	-0.147
	-0.265**
	-0.083
	0.033
	0.161
	0.019
	-0.114
	-0.104
	0.117
	-0.062


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
When the participants evaluated the meat product, being male was positively associated with pleasantness, probability-to-choose, and product perception (Table 7). Concerning the product origin, being either domestic or local did not predict the probability-to-choose, only local origin predicted pleasantness and product perception, and both domestic and local origins predicted overall quality. This finding supports the fact that product origin is positively associated with product experience and the probability to choose the product (H1). Moreover, conservation values were positively associated with perceived probability-to-choose and product perception of the meat product, supporting Hypothesis 2b. 
Table 8 shows that Conservation correlates positively with pleasantness, probability to choose, and product perception of the meat product in the domestic condition; because no significant effects were found in the local condition, thus, the data did not support Hypothesis 3b. Self-Transcendence correlated negatively with pleasantness, probability to choose, and product perception of the meat product in the neutral condition; because the evaluation becomes more positive in domestic and local conditions (i.e., the negative effect disappears) suggesting that our data supports Hypothesis 4b.  
Table 9. Odds ratios (OR) of the ordinal regressions predicting pleasantness, probability-to-choose, overall quality, and product perception for bread product
	 
	Pleasantness
	Probability-to-choose
	Overall quality
	Product perception

	Factor/Co-variate
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	1.00                         (0.77-1.31)
	0.99                       (0.75-1.30)
	0.97                               (0.75-1.26)

	Self-transcendence
	0.96                         (0.73-1.26)
	1.01                         (0.77-1.31)
	1.05                               (0.80-1.37)
	1.04                               (0.81-1.34)

	Male gender
	1.52                               (1.00-2.32)
	1.14                               (0.76-1.73)
	0.69                               (0.46-1.05)
	0.74                               (0.50-1.11)

	Domestic origin
	0.42                               (0.26-0.70)**
	0.72                               (0.44-1.17)
	2.92                               (1.76-4.85)***
	2.37                               (1.47-3.83)***

	Local origin
	0.30                               (0.18-0.50)***
	0.61                               (0.37-0.99)*
	4.52                               (2.69-7.60)***
	3.23                               (1.99-5.24)***

	Pseudo R2 (Nagelkerke)
	0.100
	0.016
	0.129
	0.087


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
Pleasantness and probability-to-choose were transformed. Due to this, high values indicate low endorsement of the transformed variables.
Table 10. Correlation coefficients (Pearson’s r) between test conditions (neutral, domestic, local) and main value dimensions (Conservation and Self- Transcendence) for bread
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Neutral
	Domestic
	Local

	 
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception
	Pleasantness
	Probability to choose
	Overall quality
	Product perception

	Conservation
	-0.067
	0.051
	-0.009
	-0.004
	-0.114
	0.017
	0.021
	-0.024
	-0.002
	-0.068
	-0.076
	-0.061

	Self-Transcendence
	0.020
	0.030
	0.025
	0.030
	-0.048
	-0.142
	-0.090
	-0.107
	0.042
	0.040
	0.109
	0.077


The statistically significant differences are marked with * (p < 0.05), ** (p < 0.01), *** (p < 0.001)
For the bread, information about both domestic and local origins predicted the pleasantness, overall quality, and product perception significantly as only local origin significantly predicted the probability-to-choose (Table 9). Despite this, the data supported Hypothesis 1. Value orientations were not associated with product experience supporting hypothesis 2c.  The correlation coefficients between test conditions and value dimensions did not show any significant correlations, and therefore H3c and H4c were not supported (Table 10). 

4. DISCUSSION
People have a tendency to make decisions based either on reasoning or intuition; where experts and scientist commonly rely more on facts non-experts rely more on feelings (Saher et al., 2006). According to previous studies, values seem to have a role in defining the food choices we make. They play a role in explaining attitudes towards organic and genetically modified foods (Dreezens, Martijn, Tenbült, Kok, & De Vries, 2005b). Based on the current study, values also have an effect among young people as regards the importance of food origin. The findings suggest that among young people in Finland, information about food origin has a positive effect on product experience and the food choices they make. This finding is more positive than some previous findings that suggest there is a widening gap between values or sustainability concerns, and behavior among the younger generations (Stanes et al., 2015; Stobbelaar et al., 2007).
The effect was dependent on the product type. More specifically, a Self-Transcendence orientation was positively associated with the product experience in the context of vegetables and a Conservation orientation was positively associated with product experience in the context of meat; value orientations were not, however, related to the product experience in the context of bread, which represented a value-neutral product in the study. An alternative explanation for the differences in the findings between Study 1 and 2 is that as the values are still evolving during this age, the content and significance of conservative values are in some extent different at different ages. The inconsistency among adolescents may be caused by the fact that their personality is still developing, which may cause instability in their personal values (Hatano et al., 2017; Döring et al., 2016). This is an issue that should be explored further in other studies. 
In addition to possible health benefits, taste and familiarity are the most important bread choice motives (Pohjanheimo, Luomala, & Tahvonen, 2010). Bread is seen as a traditional product, for some consumers it is considered to be untrendy or even boring (Gellynck, Kühne, Van Bockstaele, Van de Walle, & Dewettinck, 2009), 2009). Because ethical issues are not typically attached to bread, the bread choices are probably less likely to be affected by value priorities. In regards to meat production, more emphasis is placed on such things as animal welfare, origin, and carbon footprint (Pouta, Heikkilä, Forsman-Hugg, Isoniemi, & Mäkelä, 2010; Apostolidis & McLeay, 2016). Meat avoidance and veganism is linked to a moral dimension, politically more liberal consumers are more likely to remain vegan once started and those that are more conservative are more likely to lapse from a vegan diet to eating meat again (Hodson & Earle, 2018). The moral views and ethical aspects of food production are more closely connected to the consumption of meat, while for bread additional information may add value, but it is less likely to raise moral concerns. A plant-based diet is often driven by either ethical or moral reasons (Rosenfeld & Burrow, 2017). However, this does not make eating vegetables primarily an ethical choice, as, for example, health effects may outweigh the ethical aspect. When vegetables are eaten as part of a healthy diet, the choice is not ethical, but when it is motivated by the avoidance of meat or a willingness to support small, independent, local farmers, it then becomes one.
Based on the current study, values also have an effect on young people with regard to the importance of food origins. Individuals holding Self-Transcendence values see local origin as especially important in the context of vegetables and meat.  This may be due to the fact that domestic and particularly local production is often attached to environmentally and socially responsible practices, which are typically important to individuals with altruistic values. According to Carrigan & Attalla (2001), consumers tend to place emphasis on the ethical aspects of production, but in many cases personal reasons are more important when considering purchases. Regional production is also seen as one of the most important ethical attributes from the consumer’s perspective (Zander & Hamm 2010). Purely ethical consumers are in the minority, but this group is willing to seek out information about ethical conduct (Carrigan & Attala, 2001). Domestic or local production of food is not equal to ethical production, but they induce similar connotations. A study by Carpio & Isengildina-Massa (2009) showed that the primary motivations for choosing local products were to support farmers and the local economy; this may infer that altruism could be one of the key components. Cosmina et al. (2016) suggested a similar mechanism in the case of honey. Ethnocentrism is a term used to describe an individual’s tendency to make biased judgments favoring their own culture due to alleged superiority when compared to other cultures (LeVine, 2015). Ethnocentrism may be one factor contributing to the favoring of products from an individual’s home country or region (Orth & Firbasová, 2003; Fernández-Ferrín & Bande-Vilela, 2013). Balabanis, Mueller, & Melewar (2002) found that Conservation values are positively linked to consumer ethnocentrism, but the effect of Self-Transcendence was less evident. Waehning (2015) showed in her dissertation that ethnocentrism did not cover all the consumer’s motives to buy regional products, but that values, especially Self-Transcendence, had more predictive power. A study by Fernández-Ferrín, Calvo-Turrientes, Bande, Artaraz-Miñón, & Galán-Ladero (2017) showed that ethnocentrism contributes to the valuation of local, regional, and traditional products, but similar to the current study, the effect was product dependent. Ethnocentrism is linked to personal values as the concepts, to some extent, overlap, and is therefore likely to contribute to the evaluated properties. The use of the Schwartz’s model combined with an ethnocentrism scale might have provided more explanatory power.
The findings regarding Conservation orientation were less consistent. However, there was some evidence that Conservation was associated with a positive evaluation of products with a domestic origin. Conservation was positively associated with the perceived pleasantness of the meat product and probability-to-choose in the domestic condition; in the context of vegetables, the otherwise negative correlations between Conservation and food product attributes disappeared in the context of a domestic origin. Schnettler et al. (2008) showed similar results on the product specific effect of food origin for beef. In general, conservative values may be attached to an increased consumption of meat and decreased vegetarianism (Lindeman & Sirelius 2001; Allen & Ng 2003). Traditional values seem to decrease the probability of an individual being vegetarian (Dietz, Frisch, Kalof, Stern, & Guagnano, 1995) which may explain the stronger preference for meat in the conservative group. 
There may also be some underlying variables affecting the results. For young people, the influence of social groups is important. According to the signaling theory used, for example, in evolutionary biology, individuals exchange information by signaling to each other in various ways (Cronk, 2005). Signaling is often seen as the possibility to improve social status among peer groups, for example mating in animal communication (Dawkins & Guilford, 1991). Local produce may be considered as signaling ethical and altruistic values in general, the group in question may consider this a way of improving their own status when favoring products of local origin. Vermeir & Verbeke (2006) found that despite negatives attitudes towards the product, the higher intention to buy was influenced by peer pressure i.e. they expected their social group to favor the use of these products.
Based on the results, the effect of value dimensions is not stable, and is dependent on the product type. There are several moderating factors and the effect of values may be context-dependent as well. If during the decision-making, a pressing or more important factor is present then the effect of the values may be overridden. Thus, although in the case of food the actual perceived properties probably determine most of the perceived quality, the values have an effect on decision-making, which cannot be overlooked completely. The groups showing no interest towards the origin of the product may, to some extent, belong to a group of so called uninvolved consumers who do not value food-related activities (Jang, Kim, & Bonn, 2011). Bratanova et al. (2015) found that when food products induced moral satisfaction, it actually modified the taste experience leading to a stronger intention to buy. The consumption of local food may induce the greatest moral satisfaction in individuals endorsing environmentally friendly values as those whose values are less environmentally oriented may not gain a similar reward. These findings indicate that a known origin adds some value to the product, even it is not necessarily in line with the individual’s values, and the origin may actually exceed the effect of the product type.
The values were not stable among the young consumers, probably because they are still evolving. During childhood and early adolescence parents may have a greater impact on their children’s values as they act as role models (Knafo & Schwartz, 2009). When adolescents transfer into early adulthood, a change can typically be seen. School, education, and interactions with fellow students also modify self-concepts, which evidently modify values as well. In addition, authorities such as teachers can have an effect on the values of developing young individuals. In the current study, the effect of values was not stable in all the tested age groups and there was a clear variation, which may be explained by the different types of products in the studies. The ordinal regression analysis showed that education level and gender had a significant effect on all the evaluated properties. Bromnick & Swallow (2001) inferred that young people may concurrently hold both materialistic/hedonic and altruistic/humanistic values, which may have an effect on the results. These effects need to be studied more thoroughly with an even wider range of products to fully comprehend the phenomenon.
There are some limitations in the study. The amount of variance explained by the regression models were rather low. There is previous evidence that values have an effect on food choices, but they may be outweighed by more relevant factors such as taste, health, and familiarity. Even though Conservation and Self-Transcendence show significant effects on the evaluated properties, the absolute values remain at a low level. This indicates that even if the effect exists, there are more important factors which are not included in the model. To be able to use values as a guiding factor when considering food choices, the values need to be activated. The origin of the food may not be able to activate values among all the respondents; this factor may also be a source of variation. The level of explained variance is especially low with bread. This may be due to the fact that bread is not an interesting product in the value context and is therefore unaffected by values to a large extent. Meat, on the other hand, has more attachment to values due to the ethical and environmental concerns about its production, and therefore it is more closely connected to individual values. As briefly discussed in the text, the concept of values may have different meanings among young consumers. As their values are not necessarily stabilized yet this may cause some level of variation in the data. The study was conducted in a single region. Due to this the results may not be generalized in a country level, but more research is needed to confirm the findings. The participants were also either adolescents or young adults, so different results might be observed in the older populations.
5. CONCLUSIONS
There are several earlier studies demonstrating that values have an effect on many fields of life, including such value-laden food choices as genetically modified and organic food. The present study showed that the personal values of adolescents and young adults seems to explain, to a certain extent, their reactions to and experiences of a variety of products based on their origin. Both Conservatism and Self-Transcendence have an effect on the product experience and the likelihood to choose the product, but this effect was dependent on the product type.  Individuals holding altruistic values (Self-Transcendence) as more important, respond more positively towards a closer geographical origin, but the effect was not completely consistent. Individuals valuing Self-Transcendence values are probably less-likely to eat meat, which lowers the evaluated quality. A closer origin seemed to add some value to the product, even if it was not necessarily in line with the individual’s values; alternatively, it may be that origin actually exceeded the effect of the product type. The importance of Conservation showed no consistent effect but for meat it seemed to explain the evaluated quality of domestic and local products. The explanation for this can be that conservative values in general may be attached to an increased consumption of meat and decreased vegetarianism. Clearly values are not the only factor explaining the behavior as product type and gender may have a significant impact. During adolescence, individual values may still be developing, at least until early adulthood. This may explain the fact that with the younger consumers the effects were weaker, and somewhat inconsistent. Our study provides further knowledge about the underlying personal factors that explain consumer choices, especially when extrinsic information cues about the origin of a food are available. The effect of personality and moral concerns have been recognized as explaining, to some degree, food choices, and the current study expands these concepts and provides new input.
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