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Abstract

Adding labels to highlight products’ attributes has become an acquainted measure for e-tailers to distinguish
their products online. This study is to verify whether and how a “China-made” label can affect online
consumers’ product evaluation. A 2 (label of “China-made” vs. no label) x 3 (patriotism priming vs.
nationalism priming vs. no priming) between subject factorial design was adopted to verify the hypotheses.
The results showed when consumers’ nationalism was primed, the label significantly enhanced the product
evaluation by increasing the perceived social value of the product. Priming consumers’ patriotism, however,
did not play a moderating role for this effect. This study opens a brand-new perspective that domestic
products can be perceived and accepted as premier options by Chinese consumers. The results show that
although products produced in a developing country are marked with a negative COO effect, marketers can
turn it into a strength in marketing in certain conditions.
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