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Forward

So, you are getting to the exciting part of designing your label for your jar of honey. And there is a lot
you want to say about your product, but you only have limited space. First, there are the legal
requirements — and then the remaining space left over is for a unique marketing message to attract
your customer to buy.

Labels were historically placed on jars to name the contents within the jar, and perhaps identify who
made them. A date was often added so the age of the stored food was known for its freshness.

Today labels are consumer attractants, and the information on the jar is supported by legislation, as
an accurate representation of the contents within the jar can often be life or death to a consumer.

Interesting were cultural differences in the level of scrutiny of a label and how this influenced their
purchase. Australians are only beginning to look at labels closely, so a new-found discipline is required
to cater to the export market. The trend to know the source of food will also play into the importance
of labels. This is a timely piece of work.

Dr Liz Barbour
CEO
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Executive Summary

Afood label is essential for every food product, which provides salient product information (or cues)
that facilitate consumers’ evaluation of the products. However, the effectiveness of using food labels
as consumer purchasing aids will largely depend on consumer attention. Due to limited cognitive
capacity and time constraints, consumers are unable to process all cues or information on a food label.
Understanding consumers’ attention toward food label cues may become more complex when
considering cross-national and cross-cultural differences in honey purchases. These issues have led to
the development of multiple studies which has an overall aim to better understand the role of product
label in consumers’ attention and evaluations of Australian honey in international markets.

Results show that consumer attention to Australian honey labels is significantly influenced by the
nature of the label cues. For example, attention to health-related and assurance-related cues are
significantly different among Eastern and Western consumers. Furthermore, the cognitive processing
of key label cues, such as pictorial brand logos and geographical cues, have also been found to
influence consumers’ evaluations of Australian honey products, such as product value perceptions,
product authenticity, willingness to pay a premium price, and purchasing intention.

To effectively market Australian honey in international markets, Australian honey marketers and
exporters should also pay attention to their pricing strategies in different countries. Prices can offer
important information to consumers (e.g., product quality, authenticity, etc.) and can assist consumers
to make informed purchasing decisions. However, consumers may be confused by the pricing
information. This study finds that pricing confusion when evaluating Australian honey product labels
is caused by various market factors, such as channel, knowledge, and involvement.

Prior research examining the relationship between product and place has focused on the influence of
place on the product. Local products (i.e., honey) have received increasing attention in tourism
marketing in recent years. Local products can assist tourists to form memorable tourism experiences,
which may influence tourists’ place loyalty and revisit intentions. Further, local products help a
tourism destination establish a unique “sense of place”. This project also investigates a potential co-
marketing alliance between honey products and tourism. Evidence suggests that consumers tend to
favour Australian honey which is strongly associated with a tourist place.



Introduction

Australia produces around 20 to 30 kilotons of honey per year, which is estimated to be worth more
than 100 million dollars. Although a large volume of Australian honey (around 5000 tons) is exported
overseas on an annual basis, the true value of Australian honey products has not been reflected in its
value in the international market (for example Australian honey is often priced lower than New
Zealand honey).

Australian honey businesses face several key challenges in the international market and one of these
challenges is the effectiveness of their honey product labelling. Honey product labels generally
contain three major types of information (or cues): product-related, assurance-related, and health-
related. This project addresses which three major label cues will work best in terms of capturing
consumer attention, developing favourable product perceptions, and purchasing intentions.

Pricing is another important consideration when exporting Australian honey to overseas markets. A
key question also arises in this aspect: to what extent can certain types of label information (or cues)
influence consumers’ price perceptions (e.g., price fairness, willingness to pay a premium price, etc)?

Honey is also perceived by many consumers as possessing health-related benefits, and this project
will also examine the influence of honey labels on health consciousness.

Honey, as an agriculture-related product, may have huge potential in a co-marketing alliance with
tourism. Due to the increasing interest in agritourism, it is often questioned as to how honey
businesses can collaborate with tourism businesses to achieve a synergistic outcome for both.

Objectives
The main objective of this project was to understand

a) theinfluences of honey product labels on consumers’ attention and evaluation of Australian
honey products domestically and internationally.

b) theinfluences of honey product labels on pricing perceptions.

c) theinfluences of honey product labels on health consciousness; and

d) the co-marketing potential between honey and tourism.
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Key activities

Engaging with
honey businesses

(1)

Dr Fang Liu (Project Leader)
and Mr Genyin Wang,
Director, One Flower
Australia (Industry Partner),
at afield trip to One Flower’s
Honey Factory, Canning Vale,
WA.

Engaging with
honey businesses
(2)

Dr Fang Liu (Project Leader)
and Professor Jigang Bao, an
internationally renowned
tourism and marketing scholar
from China visited the House
of Honey, Swan Valley, WA.

Engaging with
education: Using
honey products as
marketing cases

Professor Peter Robson, Dean
of the UWA Business School,
Mr. Ben Pan, Managing
Director, Karibee Honey, and
Dr Fang Liu (Project Leader)
delivered prizes to the winner
of the “Honey Social Media Ad
Competition”.

Engaging with
consumers

Mr Kenneth Ho (Ph.D.
student supported by the
CRC for Honey Bee Products)
conducted consumer

interviews in Northbridge,
WA.
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Engaging with
Regional Australia

Dr Fang Liu (Project Leader)
participated in the “2021
World Bee Day” WA Regional
Event

Engaging with
Tourism

Dr Fang Liu (Project Leader)
took a group of international
tourists from Asian countries,
including China, Indonesia,
and Thailand, to Swan Valley,
WA for an eco-tourism and
product (honey) immersion
tour.

Engaging with
International
Honey Markets

Dr Fang Liu (Project Leader)
visited retail shops during a
field trip to China.

Impacts

The value of Australian honey will be enhanced through the findings of this project. Numerous
labelling and marketing strategies are recommended to Australian honey beekeepers, marketers,
packers, and exporters, which can subsequently improve Australian honey’s competitiveness in the

international market.
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Academic outputs

Ho, K.F.X, Liu, Fang, Tarabashkina, L. and Volery, T. (2022), "Cross-cultural differences in consumers'
attention to food labels", British Food Journal, Vol. ahead-of-print No. ahead-of-print.
https://doi.org/10.1108/BFJ-07-2021-07/51

Ho, K.F.X, Liu, Fang and Tarabashkina, L. Country-of-Origin versus Region-of-Origin: How
geographical indicators on food labels influence consumers’ decisions during the COVID-19
pandemic (under revision at a top-tiered marketing journal).

Ho, K.F.X, Liu, Fang and Tarabashkina, L. Anthropomorphic and naturalistic logos: how can they imbue
product value perceptions and prompt willingness to pay price premium prices (submitted to a top-
tiered marketing journal).

Gao, L. and Liu, Fang (2019) “Marketing Australian Honey to Chinese Consumers: A Study on Price
Confusion”, at Proceedings of Australia and New Zealand Marketing Academy Conference

(ANZMAC), Wellington, New Zealand, December.

Ph.D. thesis by Kenneth Ho (Part I, 11, and I11) and Sunny Liu (Part V).

Industry outputs

Project 23 had strong industry engagement with honey businesses, including beekeepers, honey
producers, honey packers, honey marketers, and honey exporters. Project 23 also engaged with the
tourism and education industries to explore the impacts of honey on other industry sectors. Please
refer to the “Key Activities” section for engagement examples.
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PART I: Consumer attention to Australian honey
product labels

Published journal paper

Ho, K.F.X., Liu, F.,, Tarabashkina, L. and Volery, T. (2022), "Cross-cultural differences in consumers'
attention to food labels", British Food Journal, Vol. ahead-of-print No. ahead-of-print.
https://doi.org/10.1108/BFJ-07-2021-0751

This paper is included in Kenneth Ho's Ph.D. Thesis.

Introduction

Consumers do not often have an opportunity to try product samples, especially when they are a food
or beverage. As aresult, they have to make judgments about product quality based on the information
(or cues) presented on product labels before making any purchase decision. Similar to other food
product categories, honey labels consist of various cues that can influence consumer attitudes and
purchase behaviors. However, the effectiveness of labels, as direct shopping aids, depends largely on
consumers’ attention. Therefore, examining consumer attention is crucial for a better understanding
of the relative salience of product attributes in the honey purchase decision-making process.

Methodology

Consumer data was collected using face-to-face interviews with semi-structured questionnaires for
both Australian and Chinese samples. Analyses of variance (ANOVA) were conducted to investigate if
culture and product involvement influence what product attributes on honey labels attract consumer
attention as well as the degree of attention.

Key Results

The findings reveal that Chinese consumers, as compared to Australian consumers, paid greater
attention to product-assurance cues (e.g., country of origin) and health-related cues (e.g., bioactivity
indicators). When they were able to taste the product, this moderated the relationship between
culture and attention towards product nature- and product assurance-related cues.

14
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Figure 1: A conceptual model of consumer attention to honey product labels (this figure is cited from Ho, K.F.X,, Liu, F.,
Tarabashkina, L. and Volery, T. (2022), "Cross-cultural differences in consumers' attention to food labels", British Food
Journal. https://doi.org/10.1108/BF J-07-2021-0751)

Hypotheses Australian Chinese F(1,117) P
M SD M SD
Hla: Australian and Chinese consumers will be significantly different in 6.70 2.07 7.39 2.01 5.28 0.20

their attention to product nature-related cues.

H1b: Australian and Chinese consumers will be significantly different in 3.13 1.05 3.40 1.05 4.19 0.04
their degree of attention to product nature-related cues.

H2a: Chinese consumers will pay attention to more product assurance- 1.57 1.21 1.99 0.91 5.80 0.02
related cues as compared to Australian consumers.

H2b: Chinese consumers will pay a higher degree of attention to product 2.12 1.68 2.87 1.39 10.01 P<
assurance-related cues as compared to Australian consumers. 0.001
H3a: Chinese consumers will pay attention to more health-related cues 1.30 0.69 1.55 0.53 4.62 0.03

as compared to Australian consumers.

H3b: Chinese consumers will pay a higher degree of attention to health- 3.53 1.87 4.49 1.74 2.74 0.01
related cues as compared to Australian consumers.

Figure 2 Consumer Attention to Honey Product Label Cues: A comparison between Australian and Chinese consumers (this
figureis cited from Ho, K.F.X,, Liu, F., Tarabashkina, L. and Volery, T. (2022), "Cross-cultural differences in consumers'
attention to food labels", British Food Journal. https://doi.org/10.1108/BFJ-07-2021-0751)
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Table 1: Attention to Honey Product Label Cues: Aninteraction between culture and product involvement (this figure is
cited from Ho, K.F.X,, Liu, F., Tarabashkina, L. and Volery, T. (2022), "Cross-cultural differences in consumers' attention to

food labels", British Food Journal. https://doi.org/10.1108/BFJ-07-2021-0751)

Hypotheses

Australian
(low-
involved)

Chinese
(low-
involved)

M SD

M

SD

P

Australian
(high-
involved)

Chinese
(high-
involved)

M

SD

M

SD

P

(2,117)

H4a-1: High (low)
involved Chinese
consumers will pay
attention to more
product nature-related
cues.

590 1.90

7.02

1.90

0.02

7.64

1.87

8.19

2.04

0.35

8.18

H4a-2: High (low)
involved Chinese
consumers will pay
attention to more
product assurance-
related cues.

114 116

1.85

0.89

0.001

2.08

1.08

229

0.90

0.49

7.31

H4a-3: High (low)
involved Chinese
consumers will pay
attention to more
health-related cues.

131 071

1.57

0.54

0.08

1.28

0.68

1.52

0.51

0.18

0.05

H4b-1: High (low)
involved Chinese
consumers will pay a
higher degree of
attention to product
nature-related cues than
high (low) involved
Australian consumers.

2.7 0.96

3.15

0.91

0.001

7.64

1.87

8.19

2.04

0.35

11.71

H4b-2: High (low)
involved Chinese
consumers will pay a
higher degree of
attention to product
assurance-related cues
than high (low) involved
Australian consumers.

146 147

261

143

0.001

2.88

1.60

3.44

1.15

0.19

9.03

H4b-3: High (low)
involved Chinese
consumers will pay a
higher degree of
attention to health-
related cues than high
(low) involved Australian
consumers.

3.62 174

4.42

174

0.06

3.54

205

4.62

175

0.06

0.27
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Table 2: Front-side, Left-side, and Right-side Labelling (Permissions are given by Australian One Flower Honey for using and
modifying their 250g packaged Jarrah Honey product labels in this study)

Honey Type Left-side label Front-side label Right-side label

WA Jarrah Honey

Produced with Time & Love
From Western Australia

WA Wildflower Honey

:

Conclusions

This study offers important insights into the impact of culture on consumers’ attention to honey
product label cues, and the effect of product involvement on the relationship between labels and
attention. Results from this study enable Australian honey marketers and exporters to develop
effective labelling designs (e.g., designing labels using label cues that are more salient to certain
export markets).

17



Part ll: How country-of-origin and region-of-origin
labels influence consumers’ purchases of Australian
honey products

This paper is currently under revision in a top-tiered marketing journal and is included in Kenneth
Ho's Ph.D. thesis.

Introduction

The effects of country-of-origin (COQ) cues on product evaluations are well documented. However,
research on the relative effects of COO and region-of-origin (ROO) label cues on food purchases are
limited. This study considers how geographical origin labels influence product values and authenticity,
purchase intention, and willingness to pay a premium price. The moderating impact of health
consciousness on these relationships is also examined considering the pandemic.

Methodology

This study adopted a consumer panel who live in China’s coastal areas. Based on income, they are
China’s “middle class” who have stronger interests than other market segments in purchasing
premium goods from foreign countries, such as Australia. A between-subjects experimental design
was adopted, and hypotheses were tested using Structural Equation Modelling (SEM).

Table 3: Country-of-origin (COO) versus region-of-origin (ROO) Label Designs (Permissions are given by Australian One
Flower Honey for using and modifying their 250g packaged Jarrah Honey product labels in this study).

Country-of-origin design Region-of-origin design
(Everything else is the same on the honey (Everything else is the same on the honey
label except the product origin) label except the product origin)

18



Results

A Region-of-Origin (ROO) label cue (e.g., “Made in Western Australia”) performed significantly better
than a Country-of-Origin (COOQ) (e.g., “Made in Australia”) label cue in eliciting certain product values,
which subsequently influenced consumers’ willingness to pay a premium price for Australian honey
products. Product authenticity and health consciousness also play a moderating role in the main
relationships.

Discussion

This study distinguishes the effects of COO and ROO cues on product values, product authenticity,
purchase intention, and willingness to pay in times of the pandemic. The findings of the study also
provide valuable insights into the role of health consciousness in consumers’ honey purchase
decisions. Implications from this study also extend to the post-pandemic erain the food industry.

19



PART Ill: The role of the pictorial logo in consumers’
evaluations of Australian honey products

This paper is currently under review at a marketing journal and is included in Kenneth Ho's Ph.D.
thesis.

Introduction

A brand logo refers to a symbol that a business uses to identify its products and to differentiate itself
from competitors. Brand logos act as an important visual representation of a brand’s meaning, which
stimulates brand awareness and build favorable consumer attitudes. Evidence also suggests that a
well-designed logo can enhance market share and return on investment. As such, businesses,
particularly food businesses, invest a significant amount of time and effort in brand logo design.
Despite the pervasive use of pictorial brand logos, little is known about their ability to influence
consumer evaluation of honey products.

Methodology

This study adopted a sample of middle and upper middle-incomed Chinese consumers who are
interested in premium food products from foreign countries such as Australia. A between-subjects
experimental design was adopted, and hypotheses were tested using Structural Equation Modelling
(SEM).

Table 4: Anthropomorphic Logo Design versus Naturalistic Logo Design (Permissions are given by Australian One Flower
Honey for using and modifying their 250g packaged Jarrah Honey product labels in this study).

Anthropomorphic Logo Design Naturalistic Logo Design
(Everything else is the same in the honey (Everything else is the same in the honey
label except the logo) label except the logo)

Product of Australia

" 2509
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Results

The findings suggest that anthropomorphic and natural logos can imbue different types of product
value perceptions, which subsequently influence consumer willingness to pay a price premium for an
Australian honey product. For example, consumers’ willingness to pay a price premium was stronger
when a naturalistic logo was used because it imbued greater functional value perceptions.

Discussion

This study recommends that Australian honey marketers and exporters should pay careful attention
to brand logo design to develop positive product value perceptions, particularly in buying situations
where products cannot be consumed or trialled before purchases. A few recommendations are
provided to new honey businesses on their product designs and market entry strategies as well as to
established honey businesses if they wish to reposition their current branding strategies in an
overseas market.

21



PART IV: How to avoid price confusion when
marketing Australian honey internationally

Part of the study is published as a conference paper at the Proceedings of the 2019 Australian and
New Zealand Marketing Academy Conference (ANZMAC). A manuscript is being prepared for a
marketing or food-related journal.

Introduction

Price, as animportant marketing tool, has been a cause for concern in honey marketing. On the one
hand, prices offer important information to consumers and can assist consumers to make purchasing
decisions. On the other hand, consumers can often be confused by pricing information. For example,
consumers may have a stronger price confusion towards a foreign (or imported) product than a
domestic product due to their product unfamiliarity or insufficient product knowledge. As such, price
confusion is often found to harm product attitude or buying intention. However, factors that may
cause price confusion have not been well examined in the marketing literature.

Conceptual Model

This paper develops a conceptual framework to understand the relationship between consumers’
characteristics, price confusion, and willingness to pay. Using Australian honey as the product, this
paper discusses the influences of Chinese consumers’ product knowledge, price sensitivity, and
channel-based price perceptions that may have on their price confusion and willingness to pay for the
product.

Discussion

This study will help honey marketers better understand the role of price confusion in foreign
consumers’ decision marketing toward Australian honey products. The study also assists Australian
honey businesses to develop appropriate pricing strategies that can maximise the value of Australian
honey in international markets.
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PART V: The spill-over effect of honey on tourism:
Examining an agriculture and tourism co-marketing
alliance

Three manuscripts based on this study are prepared for marketing and tourism journals and are
included in Juanyi Liu’s Ph.D. thesis.

Implications

Co-marketing alliances refer to strategically complementary alliances between two or more
businesses. Co-marketing can occur at all levels, such as the business, the product, and the brand
level. A successful co-marketing alliance requires the alliance partners involved can effectively and
synergistically work together to achieve a common objective.

The co-marketing alliance between agriculture and tourism has been the attention of both sectors in
recent years, which has led to the emergence of agritourism. A successful co-marketing alliance
largely depends on how consumers evaluate the relationship between the two industries. One of
these key evaluations lies in the images which can be transferred from one to the other.

The findings of the current study confirm that there is huge potential for Australia’s agriculture and
tourism sectors to collaborate in marketing. Evidence suggests that when an Australian honey
product is associated with an Australian tourist place, consumers have more favourable evaluations of
the honey product. And vice versa, promoting a place with a unique local product (such as Jarrah
honey in this case) will greatly enhance tourists’ attitudes and travel intentions towards this place.
This study provides new possibilities for enhancing the effectiveness of a co-marketing alliance,
especially a place-product co-marketing alliance. A sound co-marketing strategy is likely to result in a
favourable response towards a place-product co-marketing alliance.

Recommendations

> First, Australian honey businesses should include some key place information (e.g., nearby
tourist attractions) in their marketing communications. The inclusion of tourism place
information can facilitate consumer processing of product information and enhance
product authenticity perceptions.

> Australian honey businesses should conduct thorough analyses of the bases of the co-
marketing potentials. By understanding the importance of the consistency of the key
benefits between a tourist place and its local products, honey businesses will gain a
deeper understanding of how to achieve a successful co-marketing alliance between
agriculture products and tourism.

> Australian honey producers may consider opening their sites for tourism purposes. This
initiative will require careful consideration of safety, transport, and other factors.

23



PART VI: Which honey product label cues can trigger
consumers’ health consciousness

Manuscript prepared for a top-tiered marketing or food science journal

Implications

Honey, as a food product, will often (if not always) be associated with certain health benefits in
consumers’ minds (either intentionally or unintentionally). However, past research has not been
consistent or clear on what product attributes may have a stronger “evoking” and “triggering” effect
on consumers’ health consciousness than other attributes. Health consciousness is a key variable
used to segment or target consumers in food purchases. Health consciousness in general refers to the
extent to which consumers care about their health.

A high or strong level of health consciousness will motivate a consumer to place healthiness as one of
their primary reasons for food consumption. Research has suggested that highly health-conscious
consumers are willing to buy products that can satisfy their health-oriented needs. Latest studies
have also shown that the pandemic has intensified the influences of health consciousness on food
purchases and consumption. In other words, healthiness has become perhaps the most important
determinant of any food-related purchase or consumption.

Food labels provide key product information. For example, labels of Australian-made honey products,
in general, include the honey type, bioactivity indicators, the brand logo, the Australia-made logo, the
place where honey is packaged, company information, and certification information, to name a few.
Out of all these label cues, which label cue can trigger health consciousness more than other cues? In
other words, which specific type of information included in a honey label will more likely trigger a
consumer’s health consciousness?

Finally, given the strong influences culture and eating habits have on food consumption, how
consumers around the world are going to react to the label cues on Australian honey? This study
takes a pioneering step in examining honey purchase behaviors using large consumer data from
Australia, China, and Saudi Arabia.

Recommendations

> Current evidence shows that healthiness has a more prominent impact on consumers’
food purchases during the pandemic and this impact may be long-term depending on a
specific market. Honey marketers and exporters will need to conduct fine-tuned market
analyses of their target markets to understand how healthiness can be embedded in their
product design, advertising, and other marketing activities.

> If healthiness is an important consideration in their target markets, Australian honey
marketers and exporters should include key label cues (e.g., bioactivity) that can motivate
consumers of high-level health consciousness to process essential product information
24



which will likely lead to favourable attitudes and stronger purchasing intentions towards
Australian honey.

> If healthiness is an unimportant consideration for the target market, Australian marketers
and exporters should still consider providing some peripheral cues to enhance consumers’
ability to understand the uniqueness of Australian honey.

Figure 3: Dr Fang Liu with Michael Borowiec representing Bee Firm NRG, a honey-based health drink
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