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Country of origin is an important aspect of perceived quality and it plays 

a crucial role in product evaluations and purchase intentions. It has been 

subject of many studies in the field of international marketing and consumer 

behavior. Especially perceived quality of a product from a specific country is 

very important for understanding the country of origin effect. Although there 

are some studies investigating purchase intentions, country of origin effect is not 

well understood since the literature does not give importance to actual purchase 

decisions.  

A considerable literature has grown up about the country of origin effect. 

Product categories, country image, product price, brand name, perceived risk, 

product familiarity and experience have an influence on this concept. However, 

country of origin research has also some conceptual and methodological 

drawbacks that inflate this effect. To overcome existing drawbacks, this study 

was designed to explore country of origin effect with a qualitative methodology. 

Actual purchase decisions of Turkish consumers were analyzed in different 

product categories and country of origin effect was found to be product-specific. 

This study showed that brand image and product price have moderator effect 

on country of origin effect. It has also developed a general country of origin 

effect model that shows its antecedents and consequences by making a new 

interpretation of its formation.  
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INTRODUCTION 

Country of origin is an extrinsic cue that provides information about product 

quality. Consumers use this cue in product evaluations and their purchase decisions. 

By the help of globalization, consumers are begun to face with foreign products with 

different origins and as a result of this, country of origin has been subject of many 

classic studies in the field of international marketing and consumer behavior for 

years. Consumer attitudes towards a product or a brand from a specific country are of 

major importance for understanding the country of origin effect. This issue concerns 

not only the scholars but also the practitioners when determining the international 

marketing strategies. More than half-century of concern about country of origin 

effect demonstrated that it has an influence on consumer perceptions and their 

product evaluations. This influence has been found for products in general and 

specific product categories both for consumer and industrial products.  

Although almost all publications reveal country of origin effect, there are still 

conceptual and methodological problems. First, generalizability of the phenomenon 

is in question as it varies according to product category.  Second, the literature did 

not adequately focus on whether consumers use this information on their actual 

purchase decisions or not. Therefore, existing methodologies do not explain how 

country of origin effect works in actual decisions. Third and the most important one, 

ness of the country of origin information are generally ignored 

when investigating about its effect on product evaluations.  In some situations 

consumers are not aware of the country of origin of products; they even do not know 

the origins.   

Country of origin has been studied by many researchers using quantitative 

methodologies that provide limited explanations of the phenomenon. Research on the 

subject has been mostly restricted to limited comparisons of different country images 

and their effect on perceived product quality and product evaluations. However, they 

do not reveal its real effect as different variables have an influence on this subject. 

For instance, when product price, brand name, familiarity, involvement level or 

perceived risk factors are taken into account, it changes positively or negatively. 

Moreover, it is a multi-dimensional construct that involves cognitive, affective and 

normative processes. Most studies have only focused on cognitive process rather 



2 

 

than affective and normative processes. Hence, much uncertainty still exists about 

the real effect of the phenomenon and its meaning to the consumers. However, it 

becomes difficult to reveal its meaning by using questionnaires. This study, 

therefore, set out to assess the effect of country of origin on Turkish actual 

consumption practices to explore its real meaning. This dissertation also seeks to 

explore the antecedents and consequences of country of origin effect and to reveal its 

formation process in general. This study is exploratory and interpretative in nature 

and it follows a qualitative design with in-

purchase decisions.  

There are several important areas where this study makes an original 

contribution to country of origin effect and its antecedents

purchase decisions in different product categories are analyzed unlike the existing 

literature, to understand its real influence on consumption. Second, country of origin 

effect is found to be formed by intrinsic and extrinsic factors. Third, the influence of 

all cognitive, affective and normative processes of country of origin image has arisen 

as important antecedents of the phenomenon. Furthermore, the present study fills a 

gap in the literature by providing a general country of origin model that shows how it 

is come into existence.  

The overall structure of the study takes the form of three chapters, including 

country of origin concept, literature review and research methodology. Chapter one 

includes definition and theoretical dimensions of the concept. Chapter two is 

concerned with the existing research on this concept, factors that influencing country 

of origin effect and general critics about the existing studies. Chapter three presents 

research methodology, data analysis and findings of the research. The study ends 

with conclusion and recommendations.   
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CHAPTER 1 

COUNTRY OF ORIGIN CONCEPT 

1.1. COUNTRY OF ORIGIN DEFINITION 

Consumers use wide variety of product information when they make 

judgments and comparisons across products and brands which are comprised of 

intrinsic and extrinsic cues that provide various impressions of the product. One of 

the most important impressions is perceived quality which is strongly related to 

actual purchase behavior (Jacoby, 1971; Jacoby et al., 1971; Olson and Jacoby, 

1972). 

Consumer researchers are interested in how consumers acquire and use these 

informational cues in their purchase decisions. First and foremost, it is important to 

define these informational cues in terms of their necessary characteristics. Olson 

refer to the cue which is not part of the physical product such as price, brand name, 

packaging etc. He also offers a simple test for a cue's intrinsicness as to determine 

whether the product itself would be physically changed if the cue were manipulated. 

If the physical product changes after the manipulation, then the cue is intrinsic; if 

not, the cue is extrinsic (Olson, 1972: 75). From this point of view, country of origin 

manipulated without changing the product physically.  

Country 

extrinsic cue and a commonly used notion in product evaluations that gives 

information about perceived product quality of the products and it facilitates the 

decision making process. I

-Essoussi et al., 

indicating the country of origin of a product in the past. Morello (1983: 286) reports 

avoid from former enemy after the First 
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good engineering made consumers use the label to identify and purchase German 

products. However, the growth of international trade, globalization and global 

business introduced multinational products which are associated with different 

the country of manufacturing rather than the actual product origin. Therefore, 

throughout this thesis, since it is the generally accepted term in the literature,  

consumer associates with a certain product or a brand as being its source, regardless 

06: 29).  

The country of origin is a critical product related factor and its effect challenges the 

standardization of international marketing programs (Samiee et al., 2005: 380). It has 

substantial influence on product evaluations (e.g. Nagashima, 1970; Schooler, 1965) 

and purchase intentions (e.g. Chao, 2001; Han, 1990; Lee and Lee, 2009) of both 

individual and organizational consumers (e.g. Ahmet et al., 1994; Ahmed and 

product attribute, country of origin has an influence on quality of products in general 

(e.g. Becker, 1986; Lillis and Narayana, 1974; Morello, 1983) and in specific product 

categories (e.g. Anderson and Cunnigham, 1972; Baumgartner and Jolibert, 1978; 

Erickson et al., 1984; Johansson et al., 1985; Reierson, 1966). Country of origin 

product evaluations of consumers. Besides its role of being an extrinsic product cue 

it elicits emotions, feelings, imagery, and fantasies during the purchase decisions 

(Verlegh and Steenkamp, 1999: 522). Not only consumers but also companies give 

importance to this phenomenon as they emphasize the favorable country of origin 

image in their promotion strategies. Moreover, advertising and promotional activities 

based on presenting and linking the positive stereotypical product image to the 

specific expertise of the country, reinforce the positive image of the country of origin 

(Dagger and Raciti, 2011: 207). 

To understand the country of origin role better, it is beneficial to know the 

-10) separated 

the practical use of country of origin into five distinct periods:  
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 Before 1800s: During this time, market had highly localized products and the 

trade was limited to products in which regions had resource based 

competitive advantage, such as Chinese silk.  

 1800s  1950s: the transformation of origin images from local to national 

stereotypes and advances in transportation and communication made the 

concept more visible. By the help of stereotyping effect, images of the known 

part were abstracted to the unknown whole. For instance, the quality of 

motors in BMW cars was ascribed to German engineering and a general 

 

 1950s  1970s: The Second World War brought foreign products to the 

markets. National governments provided foreign products better market 

unfavorable at that time), American ingenuity, and Italian design all became 

an image factor that influenced both individual and organizational buyers.  

 1970s  Early 1980s: National governments began to pay more attention to 

origin legislations in terms of protecting domestic producers. Companies and 

governments began to be effective in domestic promotions of native industry. 

Moreover, companies began to discriminate the use of origin identifiers in 

regard to favorable and unfavorable reputation of certain countries. They 

emphasized unique superior characteristics such as California wines or 

French perfumes and they suppressed when it might cause a negative 

reaction, for instance, they used English sounding names for Japanese car 

 

 1980s and beyond: In this period, three developments have been addressed. 

(1) Governments have become more proactive and systematic in promoting 

their image abroad. (2) Origins and their images have begun to encounter 

with scrutinizing of trade blocs. They established legislations about origins. 

so it gained free access to European Community. (3) The globalization has 

brought an intense debate about national origin identifiers. Some observers 
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argue that origins are no longer relevant in global markets where hybrid 

products are salient. In contrast, others emphasize the strengths of (real and 

perceived) origin by the help of specialization brought by globalization. 

secondary brand association role since a brand may be associated with its country 

and this association affects the brand equity (Keller, 1993: 11). Country of origin can 

be considered as a source of brand image and brand equity that provides brand 

loyalty (Pappu et al., 2007: 728). It is inevitable that country of origin can have 

inferential effects on brand evaluations but whether it elicits purchase decision is in 

question as well. As country of origin is used to eliminate brands and develop an 

evoked set (Agrawal and Kamakura, 1999: 257), it is important to associate the brand 

with the correct country of origin (Balabanis and Diamantopoulos, 2008; Samiee et 

al., 2005) since there may be misperceptions about the brand origin. Consumers may 

misclassify the origin with a country which has favorable or unfavorable image and 

their purchase decisions may be affected positively or negatively by means of this 

misclassification.  

As a summary, country of origin is the home country of a product and it is an 

perceptions, product evaluations and purchase decisions. When considering 

perceptions, country of origin image becomes prominent which will be addressed in 

the following section.  

1.2. COUNTRY OF ORIGIN IMAGE 

Country of origin represents an image that creates general perceptions about 

the quality of a product from a specific country. Country of origin image has also 

product-country image (Askegaard and Ger, 1998; Papadopoulos and Heslop, 1993), 

product-place image (Ger et al., 1999). Although it has different expressions, these 

terms are not different concepts; it has similar definitions in the literature as they all 

image, wh
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reputation and the stereotype that businessmen and consumers attach to products of a 

specific country that is created by such variables as representative products, national 

charact  

a country present in a consumer's mind as conveyed by its culture, political system 

the image of Japan affects consume

As countries have an image of excelling in some aspects, such as engineering, 

design, quality, value for the price etc. (Jaffe and Nebenzahl, 2006: 23), country of 

origin images contain shared cultural stereotypes (Verlegh and Steenkamp, 1999: 

525) and it creates country of origin stereotypes that provides a prediction of certain 

features of a product manufactured in a certain country (Maheswaran, 1994: 363). It 

is also important to note that products are not necessarily made in countries; they are 

world in the case of global product (Papadopoulos, 1993: 4).  

s 

quality from a specific country. A favorable country of origin image may yield 

positive country of origin evaluation whereas unfavorable country of origin image 

may provoke negative evaluations. However, county of origin image is not a static 

phenomenon; it changes over time (Jaffe and Nebenzahl, 2006: 23, Nagashima 1977: 

95).  

A country can succeed changing its image positively, as Japan and South 

Korea has done. During 1950s, Japanese products were cheap imitation of products 

made in industrialized countries, but later, Japan improved their product qualities and 

changed their image with excellent workmanship, high quality and innovative 

products (Lampert and Jaffe, 1998: 62). Likewise, it can damage its image with 

political, economic and social issues. General impressions of countries and 

formed direct or indirect product experiences. The improvement in the quality image 
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of Japanese products also depends on direct experience

(Verlegh and Steenkamp, 1999: 525).  

When consumers are influenced by this country of origin image in their 

product evaluations, country of origin effect comes into existence. To better 

understand the country of origin phenomena, it is important to interpret country of 

origin effect, especially its formation and its processes. 

1.3. COUNTRY OF ORIGIN EFFECT 

Country of origin is an important factor in purchase intention, and plays a key 

role in product evaluations. Peterson and Jolibert (1995: 883) indicate that country of 

origin has a strong influence on product evaluations whereas Johansson et al. (1985: 

393) report that country of origin does not affect the overall evaluation of product but 

it has some effect on specific product attributes. Consumers can make inferences 

 

1.3.1. Categorization and Stereotyping Effect 

Almost every paper that has been written on country of origin effect includes 

documenting the existence of the effect under a variety of circumstances (Peterson 

and Jolibert, 1995: 884). One of the circumstances is investigating various countries 

and their effects on perceived quality that shows origin biases both developed 

countries and less developed ones (Bilkey and Nes, 1982: 90). Country of origin 

often plays the role of category labels (Hadjimarcou and Hu, 1999: 411) which serve 

as a signal that all members of a category are likely to share some similar attributes 

(Balabanis and Diamantopoulos, 2011: 96). For instance, consumers may place 

countries in different categories such as developed, developing or underdeveloped 

countries and use this categorization in their country of origin evaluations. To infer 

the quality or reliability of a German car, consumers use a specific categorization 

about German products and brands known as stereotyping. 

Stereotyping is a concept often examined within the realm of categorization 

process (Hadjimarcou and Hu, 1999: 410) and country of origin evaluations 

generally based on country/national stereotypes. Hilton and von Hippel, (1996: 240) 
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, country stereotypes are the 

beliefs about the characteristics and attributes of products as well as people of a 

certain country. Country of origin stereotypes provides information about certain 

characteristics of certain countries and consumers use favorable or unfavorable 

stereotypical beliefs in their product evaluations. For instance; there are general 

stereotypes about the quality of German cars, French cosmetics, Italian fashion, 

Japanese electronics, Belgium chocolates, Swiss watches etc. According to Levy 

(1996: 170), not only products but also commodities are a matter of country 

stereotypes as Japanese rice, Norwegian salmon, African diamonds and Egyptian 

cotton are differentiated from others in terms of their identities created by their 

country of origin image. Consumers develop these stereotypical beliefs about 

products in the process of socialization through their direct experiences or media 

exposure about products originating from different countries (Chang, 2004: 173).  

A country stereotype can 

image. The influence of country stereotypes on product evaluations has long been 

accepted by scholars (e.g. Chattalas, 2008; Etzel and Walker, 1974; Maheswaran, 

1994; Nagashima, 1970, 1977; Reierson 1966). Almost every paper that has been 

perceptions about country of origin images in terms of industrialization and 

development level (Gaedeke, 1973); economic, political and cultural environment 

(Wang and Lamb, 1983); and national reputations for technology, reliability, design 

and value (Bannister and Saunders, 1978; Nagashima, 1970, 1977).  

Since people use stereotypes as a heuristic (a simplifying rule of thumb) in 

interpreting the behavior of others (Bodenhausen and Wyer, 1985: 268), consumers 

may also use country stereotypes as a heuristic in evaluating the product attributes. 

According to Hong and Wyer (1989: 175) country of origin may provide a heuristic 

basis for inferring the quality of a product without considering other attributes. 

Consumers use shortcuts or heuristics to simplify product evaluations when there is 

another specific product attribute or when consumers are unfamiliar with the product. 

Especially, a country of origin's reputation for high or low quality is most likely to be 

used when making an important product decision (Li and Wyer, 1994: 190). Country 
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of involvement. When level of involvement decreases, consumers use country of 

origin as the main attribute for the product evaluation and when the level of 

involvement increases, consumers are less influenced by country of origin (Verlegh 

et al., 2005: 129). 

As the common literature is based on consumer perceptions of products from 

specific countries, country of origin effect is found to be stereotyped. Consumers use 

country stereotypes as categorize the countries in order to their perceived quality. 

They also use this categorization as heuristics to simplify their product evaluations in 

different circumstances. 

1.3.2. Halo Effect and Summary Effect 

the quality of products made in a specific country, it has a substantial effect on 

product evaluation in terms of halo effect and summary effect. Han (1989: 222) 

indicates that when consumers are not familiar with a country's products, country 

image may serve as a halo effect; in contrast, as consumers become familiar and gain 

experience with a country's products, country image may serve as summary effect 

that summarizes consumers' beliefs about product attributes. For instance, summary 

effect is arisen if consumers get familiar with the quality of German brands in 

automobile category, they create specific beliefs about German image and they affect 

brand attitudes towards German brands. However, if consumers are not familiar with 

a specific car brand but if they know the German origin; German image has a halo 

effect on beliefs and brand attitudes. It is important to note that this familiarity and 

experience are formed by not only individual experience but also the experiences of 

others which are spread by word of mouth and mass media (Jaffe and Nebenzahl, 

2006: 39).  

When consumers have little knowledge about a foreign product, especially 

when such additional information is missing, they are likely to use country of origin 

cue, to evaluate products about its quality and country of origin effect becomes a 

halo effect (Erickson et al, 1984; Han, 1989; Johansson et al., 1985; Johansson and 
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Johansson (1989: 54) indicates that consumers with prior knowledge about a specific 

levant information of a country and will feel 

more comfortable about using this information than others. He also argues that 

country of origin is generally viewed as a summary cue when used for making 

inferences and summary effect is seen as a heuristic proxy in order to simplify 

 

As consumers become familiar and gain experience with a country of origin, 

its effect becomes a summary effect as distinct from the halo effect. Jaffe and 

Nebenzahl (2006: 42) provides a dynamic and combined halo and summary model of 

country effect that implies that country of origin image change over time as 

information about a product they utilize perceived country of origin image to 

formulate beliefs and attitudes about the brand. Having experience with a product 

from a specific country and familiarity with the attributes leads to a revision of the 

country of origin. This revised country of origin image serves as summary effect to 

form beliefs attributes and attitudes towards the products and brands coming from 

that country.  

The study of Manrai et al. (1998: 594) identified that an intermediary effect, 

which is called default heuristic effect, occurs under moderate country-product 

familiarity where country of origin does not operate as a summary of halo effect. 

They argue that the familiarity of products from newly industrialized countries is at a 

moderate level between highly developed and developing countries. According to 

their view, the summary effect processing is likely to be linked with products from 

developed countries, whereas halo effect is observed with products from developing 

countries. For products from newly industrialized countries, this default heuristic 

process comes into existence.  

As is seen, country of origin effect has different formations in terms of 

categorization, stereotyping, heuristics, halo and summary effect. It is important to 

interpret these effects in order to understand the country of origin phenomena. 

However, country of origin effect is not limited to these cognitive processes since it 

has also affective and normative processes that influence the country of origin effect 
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formation. In the next part, these processes in country of origin effect will be 

mentioned in detail.  

1.3.3. Processes in Country of Origin Effect 

Obermiller and Spangenberg (1989) developed a framework that composed of 

three processes. Cognitive which is the traditional hierarchy of effects, affective 

which means an emotional response to country stereotypes that influences attitude 

directly, and nor

the attributes of products made in a certain country; emotions toward the country and 

resulted perceptions about the social desirability of owning products made in the 

perceptions of country or origin images, affective process is based on the emotions 

toward the countries and normative process is based on intentions and behaviors.  

According to Roth and Diamantopoulos (2009: 733), the best way to 

conceptualize the country of origin construct is attitude theory perspective developed 

by Fishbein and Ajzen (1975) since attitudes consist of cognitive (i.e. beliefs) 

affective (i.e., specific feelings or emotions) and conative (i.e., intended behavior) 

Laroche et al., 2005; Roth and Diamantopoulos, 2009) instea

component. Essentially, it is obvious that both of them are similar concepts as they 

have the same meaning of behavioral intentions with regard to the country.  

When it comes to the relative importance of each process, it may vary from 

person to person, product to product and from country to country. While an image of 

a country of origin may be based on cognitive component, the other country of origin 

image may be based on affective and for the other one, conative component may 

have more influence on country of origin image (Laroche et al., 2005: 102). For 

instance, when considering a technological product, beliefs and perceptions about 

Japanese image of quality and innovativeness may be based on a cognitive effect on 

product evaluations, whereas preference for a designer cloth, Italian image of style, 

elegance and luxury may be based on affective effect. On the other hand, when 

considering a specific country of origin, consumers may resist buying its products 
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due to some political, historical and social events and their preferences may be based 

on normative effect of country of origin image. For instance for Israeli products, 

Muslim consumers may refuse to buy their products. However, cognitive, affective 

and normative aspects of attitudes are not independent of each other; they are 

constantly interacting (Mackie and Hamilton, 1993; Ostrom, 1969; Verlegh and 

Steenkamp, 1999). After visiting or direct experiences with a country (affective), a 

consumer can form a general belief (cognitive) about that country and he/she intends 

 

1.3.1.1. Cognitive Processes  

Country of origin literature has mainly focused on the use of country of origin 

information as a cognitive cue (Bilkey and Nes, 1982; Peterson and Jolibert, 1995; 

Verlegh and Steenkamp, 1999) to perceived quality. Since country image was 

tal of all descriptive, inferential and informational beliefs one has 

constitute a substantial part of the country of origin image in terms of cognitive 

processes.  

Roth and Romeo 

product from a specific country are based on the match between product and country. 

A favorable product-country match is based on the perceived strengths of the country 

that is highly associated with product benefits or features. For instance, a preference 

for Japanese electronic product cars might be explained by the perception of the 

manufacturing and workmanship of Japanese companies and general positive image 

of Japan. As mentioned before, country stereotypes and general categorizations about 

countries are important part of this cognitive process of the country of origin effect. 

Consumers use these cues when forming their beliefs about products from specific 

countries. Then, these informational and inferential beliefs influence their product 

evaluations and purchase decisions.  

This cognitive process generally appears in the form of a halo (Erickson et al., 

1984; Han, 1989; Johansson et al., 1985) and summary (Han, 1989) processes. While 

halo effect is the stereotyped country image that colors brand image; summary effect 
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or products coming from the country (Jaffe and Nebenzahl, 2006: 39-43). As 

explained earlier, country of origin is seen as a signal for quality, can be used as a 

heuristic shortcuts, a halo or a summary cue.  However, country of origin image does 

not only serve as a halo or summary of product attributes, it also serves as 

foreignness or nonlocalness which will be detailed in the next affective processes 

part.  

1.3.1.2. Affective Processes 

Stereotypes, mental representations and beliefs do not fully represent the 

country of origin image construct. Research on stereotypes indicates that affective 

responses influence attitude directly (Obermiller and Spanbergenberg, 1989: 454) 

since countries have strong emotional and affective connotations that may be formed 

in direct experiences (e.g. holidays) and indirect experiences (e.g. media) with 

countries and their citizens (Verlegh and Steenkamp, 1999: 526). With direct 

experiences and information through media exposure or word of mouth, consumers 

develop stereotypical beliefs about products, as well as people, from different 

countries (Chang, 2004: 173; Jaffe and Nebenzahl, 2006: 39) and use them when 

evaluating products from specific countries. Therefore, country of origin signifies 

more than product quality. In some situations, country may trigger an affective rather 

than a cognitive response in which a person has strong positive feelings and emotions 

toward a country. This may directly influence product evaluations and willingness to 

affective component, it has more influence on product evaluations than product 

beliefs consistent with affect transfer theory which claims affect toward the country 

is transferred directly to the product (Laroche et al., 2005: 102).  

Brijs et al. (2011: 1261) mentions that the affective process of country of 

origin image get activated when consumers confront hedonic or experiential 

products. A country of origin may evoke positive or negative feelings and 

(Laroche et al., 2005: 99). Country images also depend on motivation, affect, and the 

symbolic values regarding the product country-consumer relationships (Askegaard 

and Ger, 1998: 54) and especially consumers in developing countries see country of 



15 

 

origin as symbolizing values such as nonlocalness, foreign lifestyles, status, 

cosmopolitanism and prestige (Batra et al., 2000: 94). Moreover, besides specific 

country of origin, perceived globalness of the brand influences the likelihood of the 

purchase as consumers may believe that global brands have better quality, provide 

status and pride by means of being a part of global consumer culture (Steenkamp et 

al., 2003: 61). 

Batra et al. (2000) laid emphasis on the symbolic meanings of nonlocal 

origins and they found that nonlocal country of origin is moderated by a consumer's 

admiration of the lifestyles in economically developed countries and consumers also 

use country of origin due to status-enhancing reasons. In the same vein, Steenkamp 

rs may believe that global brands connote 

better quality, provide status and prestige, or provide a way to become part of a 

and prestige are heavily affected by brand cue and country of origin cue.  For 

instance, the prestige of Chanel brand name may depend on associations with France 

or haute couture. Likewise, Phau and Prendergast (2000: 164) considered country as 

cultural signifier and they stated that carrying a Louis Vuitton handbag may 

symbolize status and French chicness. In addition, Phau and Leng (2008: 68) 

demonstrated that status-seeking consumers have more positive attitude toward 

foreign luxury brands since country of origin has a stronger influence on the 

evaluation of luxury products (Piron, 2000: 308). 

Consumers have positive and negative feelings and emotions towards 

countries. These emotions may be a consequence of historical events and be 

 feelings 

and emotions about a country may directly influence purchase decision regardless of 

what that person actually thinks about them. If consumers have strong positive 

feelings toward a country, they may purchase its products even when they realize 

that the products are not superior to other offerings (Jaffe and Nebenzahl, 2006: 95). 

In case of arousal of negative feelings, they may not buy the product even though 

product evaluation is satisfactory. Obermiller and Spanbergenberg (1989) advise 

marketers to change these negative affective responses about their products by 

focusing on promotional efforts rather than trying to change the product beliefs. 
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1.3.1.3. Normative Processes 

When a country-relevant norm exists, the normative process of country of 

origin becomes evident and a strong norm regarding a specific country may affect 

product evaluations and purchase intentions of consumers. A consumer may react to 

a product according to how its country relates to his/her social norms and values 

(Brijs, 2011: 1261) and they make judgements about the product. These normative 

judgments towards a country also involve both cognitive and affective responses 

(Verlegh and Steenkamp, 1999: 528) and they lead to buy or not to buy the product.  

Normative processes determine the consumer attitudes towards the countries 

and these attitudes occur in terms of consumer ethnocentrism (Shimp and Sharma, 

1987), consumer nationalism (Balabanis et al., 2001; Cleveland et al., 2009; Verlegh, 

2007), consumer patriotism (Balabanis et al., 2001; Han, 1989), consumer animosity 

(Klein et al., 1998), consumer affinity (Nes et al., 2014; Oberecker et al., 2008), 

cosmopolitanism (Cleveland et al., 2009; Dimofte et al., 2008) and materialism 

(Cleveland et al., 2009; Demirbag et al., 2010). 

The most prominent country related norm is consumer ethnocentrism which 

is a general tendency to prefer domestic products rather than foreign products to 

support the domestic companies (Shimp and Sharma, 1987: 280). Olsen et al. (1993) 

demonstrated consumers' willingness to help American workers threatened by 

foreign imported products. Nationalism is also an important determinant of product 

evaluations (Becker, 1986) that cause a home country bias when evaluating products 

(Bannister and Saunders, 1978; Nagashima, 1970, 1977; Verlegh, 2007).  

Verlegh (2007: 364) indicated that national identification and consumer 

ethnocentrism relate to preferences for domestic vs foreign products and predict 

marily 

captures economic aspects of home country bias to protect the own economy, 

self-esteem that is based on a desire for positive social identity. In contrast with 

national identification and consumer ethnocentrism, Josiassen (2011: 124), 

toward their domestic country negatively affects the purchase of products made in 

their domestic country o  
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Consumer animosity is another country related norm that has been 

investigated in country of origin studies. Klein et al. (1998: 90) suggested that 

consumers may have hostile attitudes towards a particular country due to military, 

political, or economic conflict between their country and the other. This animosity 

includes an antipathy which is related to past or current events that can affect 

affinity is a favorable country-specific attitude towards foreign countries as a result 

from the affinity country (Oberecker et al., 2008: 26). Consumer affinity has a 

positive impact on purchase intentions (Nes et al., 2014; Oberecker et al., 2008) 

contrary to consumer animosity.  

It is important to note that, a considerable amount of literature has been 

published on cognitive processes of country image. There is also remarkable amount 

of studies about normative processes but there is much less information about 

affective process of country image. 

1.3.4. A General View of Country of Origin Effect  

Country of origin effect has a long history, starting in 1960s. In 1962, a 

influence on the acceptance and success of products over and above the specific 

Schooler in 1965. He found that attitude towards the people of a country is related to 

judgements regarding the products of the country. Thereafter, during the past 50 

years, much more research has become available about country of origin effect on 

product evaluations.  

As country of origin is an extrinsic cue that gives information about the 

product quality, it has a substantial effect on perceived quality. It is found that it has 

(Josiassen and Harzing, 2008: 265). Most of the studies were focusing on the 

influence of national stereotypes on consumer perceptions. However, Etzel and 

Walker (1974: 44) argued that consumers do not perceive all products from a specific 
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country as being the same or very similar. For instance, the image of German 

automobiles can be a reference point for all German products, but it may not have the 

same quality level as countries have different rates of technological advancement in 

different product areas. Since the consumers evaluate different products in different 

manner, their evaluation may also differ for various products from the same country. 

Therefore, country of origin effect varies by product category as national 

generalizations cannot encompass all the products as the generalizations tend to be 

misleading when applied to specific products (Baumgartner and Jolibert, 1978: 603). 

For instance, the image of Russian automobiles may be significantly lower than the 

overall image of Russia; on the contrary, the image of Russian vodka may be 

significantly higher than the overall image of Russia (Jaffe and Nebenzahl, 2006: 

50). As is seen, favorable national generalization does not guarantee a highly 

favorable country of origin evaluation of a specific product.  

It has been demonstrated that there is a home-country bias in country of 

origin evaluation if the respondents were asked to compare foreign and domestic 

products. Nationalism (e.g. Baumgartner and Jolibert, 1978; Becker, 1986), 

consumer ethnocentrism (e.g. Steenkamp et al. 2003), national identification (e.g. 

Verlegh, 2007) and patriotism (e.g. Papadopoulos et al. 1990) has been found to have 

an impact on country of origin effect.  

Other extrinsic cues such as price and brand name are also incorporated into 

the research designs to analyze the real country of origin effect on product 

stous (1993, 1995) found that brand name is more 

important informational cue than country of origin. However, when it comes to 

hybrid or bi-national products, sourcing country were found to have more effect than 

brand name on consumer evaluations (Han and Terpstra, 1988: 244). Bilkey and Nes 

(1982: 94) indicated that a well-known brand name compensate a negative country of 

origin effect. Similarly, Cordell (1992: 263) suggested that consumers are more 

concerned about country of origin when the product has an unfamiliar brand name. 

product is lower even if it has a favorable US brand name. Leclerc et al. (1994) 

found a positive effect of French-sounding brand names on hedonic product 

evaluations, but a negative effect on utilitarian product evaluations.  
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Favorable country of origin image leads to favorable brand image and it 

influences brand distinctiveness (Yasin et al., 2007: 44). Panda and Misra (2014) 

revealed country of origin effect on brand awareness and brand distinctiveness. They 

also indicate that a favorable country of origin image leads to improved brand 

loyalty.  Country of origin has also an impact on consumer based brand equity (Lin 

and Kao, 2004; Panda and Misra, 2014; Pappu et al., 2006, 2007; Sanyal and Datta, 

2011). Pappu et al. (2006) found that brand equity varied according to the country of 

origin of the brand and product category. They stated that country of origin affects all 

four dimensions: brand awareness, brand associations, perceived quality, brand 

loyalty. Lin and Kao (2004: 39) indicated that information accessibility, product 

familiarity, affective prejudice, product importance and product complexity are the 

moderators between country of origin and brand equity. Brand typicality (strength of 

the association with country of origin) appears to moderate the effects of macro and 

micro images of the country on brand quality. When the brand is more typical, the 

country of origin effect on brand equity is stronger (Hamzaoui-Essoussi et al., 2011: 

973). 

When considering brand personality, if a country has a good reputation in 

international and global markets, general characteristics of the country can translate 

39). Not only country of origin, 

but also country of manufacturing has a significant effect on brand personality. 

Fetscherin and Toncar (2010) reveal that it has more influence than country of origin. 

Chinese car made in the United States of America (USA) may be perceived as 

having a strong brand personality than United States (US) car made in China.  

Although a considerable literature has grown up around the theme of country 

of origin effect; how much influence that country of origin has is not yet decided. It 

might have only a limited effect on product quality perceptions (Bilkey and Nes, 

1982: 94). In the same vein, Verlegh and Steenkamp (1999) reveal that country of 

origin effect is stronger for perceived quality than for attitudes and purchase 

intention. Erickson et al. (1984: 698) also point out that country of origin appears to 

have direct effects on beliefs and not on attitudes. Accordingly, it can be stated that 

country of origin has an effect on evaluations but it may not lead to a purchase 

decision. As consumers move closer to attitude formation and actual purchase 
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decision, the role of country of origin may be quite insignificant and its effect tends 

to become weaker (Agrawal and Kamakura, 1999: 256). Liefeld (2004: 92) indicates 

that consumers do not acquire the country of origin while shopping and they even 

may not know it correctly. Moreover, Samiee (2010: 442-444) argues that despite 

consumers seek country of origin; they give very little attention to this information in 

their purchase decisions.  

1.4. VARIOUS ASPECTS OF COUNTRY OF ORIGIN  

By the help of the globalization and global business, product country 

association is no longer just a single country phenomenon (Chao, 1993: 292) and 

conceptual complexity of country of origin is growing in terms of country of 

manufacturing, country of assembly, country of design, country of parts etc. as more 

products are emerging as multinational.   

Country of design, country of assembly and country of manufacturing are 

independent variables. Country of design is the country where the product was 

designed and engineered. Country of assembly is the country where the majority of 

the final product is assembled, and country of manufacture (parts) represents the 

country where the majority of the materials used in the product were made. For 

(made in) may be China and country of assembly may be Thailand etc. However, 

moving manufacturing or assembly to unfavorable countries could harm brand trust, 

quality evaluations, and purchase intentions because of unfavorable biases for the 

country (Ar and Kara, 2012: 161). 

-

products which have different origin and sourcing (manufacturing) countries and 

they found sourcing country has more powerful effects than brand name on 

consumer evaluations of bi-na

perceived quality of products varies between uni-national and bi-national products. 

Afterwards, several researchers began to investigate different origins such as 

manufacturing origin, assembly origin and design origin (e.g. Ahmed et al., 1994; 

some cases, country of design was more important in product quality ratings (Ahmed 
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et al., 1994; Chao, 1993) and newly industrializing countries were rated quite poorly 

as countries of assembly and even more poorly as countries of design (Ahmed and 

 

consumers would evaluate a hybrid product with a multiple-country designation in 

terms of product design and country of assembly. Tse and Gorn (1993) reported that 

for a stereo system, its Japanese country of origin was perceived higher quality than 

its Indonesian manufacturing origin. 

When it comes to the most significant country of origin facet across product 

categories, country of manufacture becomes prominent (Insch and McBride, 2004). 

However, Chao (1998: 1) indicated that consumers may often be unaware of the 

actual country of manufacture, and they rely on the real brand origin. In the same 

vein, Pharr (2005: 41) stated that brand's developmental origins have been found 

more important than country information related to the product's parts, assembly, 

design, or manufacture in this era of global brands. If a product is hybrid or bi-

national, Verlegh and Steenkamp (1999) advice marketers to emphasize origin 

countries that carry favorable connotations in multinational production.  

Country of manufacturing has also an influence on brand personality. When a 

country of manufacturing is a developed country, it is perceived as having 

strong personality. It is suggested for developing country manufacturers to select a 

developed country for manufacturing which has been followed in the USA by 

Toyota, Honda and Hyundai (Fetscherin and Toncar, 2010: 174). 

As a conclusion of this chapter, country of origin has an influence on 

different aspects and different effects in various circumstances. In the next chapter, 

country of origin effect on consumer evaluations and purchase behavior will be 

clearly analyzed by reviewing the related literature.  
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CHAPTER 2 

REVIEW OF COUNTRY OF ORIGIN LITERATURE 

2.1. THE COUNTRY OF ORIGIN RESEARCH EVOLUTION 

Country of origin effect has been an object of research since the 1960s and a 

considerable amount of literature has been published on this phenomenon. Many 

different constructs and relationships have been proposed to understand the country 

of origin effects on consumer decisions. This chapter reviews the existing studies 

chronologically in order to show its research evolution and then it emphasizes the 

important variables of these studies that influence country of origin effect. Finally, it 

criticizes the existing research with their drawbacks.  

2.1.1. 1960s  1980: Single Variable Period 

The first serious discussions and analyses of country of origin effect emerged 

Schooler in 1965. He found that attitude towards the people of a country is related to 

judgements regarding the products of the country and he concludes that regional 

jealousies, suspicions and fears may constitute invisible barriers in trade. Several 

researcher such as Schooler (1965), Reierson (1966; 1967), Schooler and Wildt 

(1968), Schooler (1971), Anderson and Cunningham (1972), Gaedeke (1973), 

Nagashima (1970; 1977), Darling and Kraft (1977), Hampton (1977), Baumgartner 

and Jolibert (1978) also demonstrated country of origin image differentiations in 

terms of stereotyping effect, their comparisons in terms of development levels and 

t evaluations especially their quality 

perceptions.  

Nagashima (1970) showed that the "made in" image is affected by the 

familiarity and availability of the country's product, and the stereotype of that 

country. If consumers are not familiar with the count

not available in the domestic market, consumers do not have much interest on that 

the overall image of countries has changed. For instance, Ge
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-wide distribution has 

improved.  

Gaedeke (1973) found that when the country of origin of a brand was 

revealed to the consumer, their attitudes could be affected negatively or positively 

due to industrialization and development level of the countries.  Most of the other 

studies were also focusing on the influence of national stereotypes on consumer 

perception in terms of economic, politic and cultural factors (Wang and Lamb, 1983) 

and furthermore, national reputations for technology, reliability, design and value 

(Bannister and Saunders, 1978; Nagashima, 1970, 1977).  

These initial studies, which are starting from 1960s to 1990s, are mostly 

focused on the country of origin effect on consumer perceptions and their product 

evaluations by means of country and product comparisons. The common 

characteristic of the initial studies is using country of origin as a single cue in their 

research where the respondents use only this information on their product 

evaluations. However, single cue studies yield larger country effect on consumer 

evaluations than multi-cue studies (Bilkey and Nes, 1982; Johansson et al., 1985; 

Verlegh and Steenkamp, 1999). Johansson et al. (1985: 388) emphasized the 

necessity of using multi-cue or multi-attribute approach in country of origin research. 

They mentioned that this multi-attribute approach was more complex that familiarity, 

experience with the product or the other factors such as consumer nationality and 

other demographic or personal factors should be taken into consideration. 

2.1.2. 1980  2000: Multi-Variable Period 

In 1982, Bilkey and Nes made a literature review that shows the country of 

origin effect on product evaluations. They argued that the literature has some 

limitations about the country of origin research about using a single cue with only 

giving specific products and different countries with general validity and reliability 

problems of country of origin research. They indicated that the country of origin cue 

might have only a limited influence on quality perceptions and they also mentioned 

considerations (such as degree of economic development or political climate), of 
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consuming country considerations (such as import experiences, nationalism, or 

 

In this period, several recent studies investigating country of origin research 

have begun to focus on multi-cue designs to overcome the single cue design 

weakness. Some of the researchers began to analyze country of origin with different 

variables in addition to country of origin images. Nes (1981) investigated country of 

origin with respect to perceived risk and brand name cues and found that products 

made in developing nations were perceived to be more risky and to have lower 

quality, and a well-known brand name does not compensate unfavorable country of 

origin image. The bias is still present when the same brand made in an industrialized 

nation. Similarly, Han and Terpstra (1988) found country of origin is more powerful 

than brand name for bi-national products. Han (1990), Tse and Gorn (1993) used 

brand name, Chao (1993) and Becker (1986) used price, Ahmed and 

1995; 1996), and Ahmed et al. (1994) used brand name, price and warranty in terms 

of multi-cues.  

Since the products became multinational, product country association was no 

longer just a single country phenomenon (Chao, 1993: 292). During this period, 

several researchers began to investigate different country of origin aspects such as 

manufacturing origin, assembly origin and design origin (Ahmed et al., 1994; Ahmed 

son 

and Nebenzahl, 1986) of hybrid products by manipulating different country of 

origins.  

The effect of nationalism and ethnocentrism has also begun to emerge. 

Becker (1986) found that nationalism is an important determinant of product 

evaluations when price and quality were equal. A territorial pride and nationalism 

appears to influence the country of origin evaluation. Similarly, Baumgartner and 

Jolibert (1978) demonstrated that the French consumer has a very strong preference 

for their national products. Shimp and Sharma (1987) have found that consumer 

ethnocentrism provides an important motivation to prefer domestic products. Other 

studies also showed that there is a home country bias which means evaluating 

domestic products more favorably than the foreigners (Bannister and Saunders 1978; 

Darling and Kraft, 1977; Elliot and Cameron, 1994; Lillis and Narayana 1974; 
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Nagashima, 1970, 1977). However, Hester and Yuen (1987) found that only a small 

number of consumers are aware of the country of origin and care about domestically 

produced products. 

Erickson et al. (1984) found that country of origin have a direct effect on 

beliefs and but not on attitudes. This effect is an inferential effect that elicits making 

s. They also reported that country 

of origin has an influence on specific attributes evaluation of products rather than the 

overall product evaluation. Hong and Toner (1989) revealed the impact of product 

familiarity in country of origin evaluation. They indicated that country of origin was 

 

In the beginning of 1990s, formation of country of origin effect became 

important. Han (1990) investigated what kind of effect country of origin had and he 

found that it had a halo effect when consumers were not familiar with the product, 

whereas it had a summary effect when consumers were familiar with the product. It 

becomes an effect that summarizes the beliefs about the product. Han (1990: 35) also 

likely to rely on country image as a summary construct in evaluating individual 

brands from the country since they have more confidence in the quality of the 

information is used by consumers is also questioned. Tse and Gorn (1990) found that 

consumers are using this information when the brand is unknown and especially its 

country of origin has unfavorable image since it is associated with unfavorable 

product image and as a result of this negative image it causes a negative product 

evaluation.  

During this period, several studies have begun to criticize the country of 

origin research. For instance, Samiee (1994) was critical of the conclusions that the 

literature draws. He argued that the studies had a priori assumption that consumers 

are typically knowledgeable or they seek to acquire country of origin information 

and use it in their decisions. Therefore, consumer awareness and the saliency of 

country of origin effect are ambiguous. After three decades of country of origin 

research, a number of studies analyzed country of origin research. Liefeld (1993), 

Peterson and Jolibert (1995), Verlegh and Steenkamp (1999) applied meta-analysis 



26 

 

to the existing studies. Verlegh and Steenkamp (1999) found that country of origin 

effect is stronger for perceived quality than for attitudes and willingness to buy. In 

the same vein, Agrawal and Kamakura (1999: 256) highlighted that country of origin 

effect becomes weaker as consumers move from perceptions of a product quality to 

attitude formation and actual purchase behavior in their product evaluations.  

As a summary, familiarity and experience with products and their countries, 

product price, brand name were found to have an effect on country of origin 

evaluations. Country of origin effect is a complex issue that it is a subject of different 

circumstances in order to find out its antecedents and consequences. Since most of 

the studies depend on comparison of perceived quality of products coming from 

different countries; they still do not explain its role in the consumption decisions. 

Therefore, Liefeld (1933: 150) pointed out the necessity of development of 

theoretical framework in country of origin research that explains its role in consumer 

purchase decisions. In the same vein, Peterson and Jolibert (1995: 883) indicated that 

-of-  is 

to consider multiple experiential meanings of a place, which is associated with the 

product origin, by using qualitative approach to understand the depth layers of 

connotations associated with country of origin image. 

2.1.4. 2000  Present: Contextualization Period  

The other important point in country of origin research is considering the 

cross national differences in consumer perceptions of specific countries. Up to 2000s, 

several researchers found differences in country of origin evaluation, product country 

matches and willingness to buy predictions between different respondent populations 

-Canli and Maheswaran (2000) 

demonstrated that country of origin effects vary across cultures as different countries 

have different cultural patterns. They analyzed individualist and collectivist 

favorably when it was superior to competition, whereas, collectivists evaluated the 
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-Canli and 

Maheswaran, 2000: 315). 

Ger et al. (1999) is the first paper which takes an interpretive approach to 

country of origin image and proposes a conceptual framework based on stereotyping 

and experientially constructed meaning to reflect the interface between the individual 

and society. It is stated that product-country images are signs and the connotations 

they evoke and the myth they are inscribed in, should be analyzed through an 

experiential approach. They tried to explore, the experiential meaning of products 

from other countries and it is found that, there is a desirability of the foreign brand 

that provides consumers to negotiate their identity in the social relationships. They 

countries-of-origin such as Germany, America or Japan. After Ger et al. (1999), 

other studies (Batra et al., 2000; Brijs et al., 2011; Ger et al., 1999; Phau and Leng, 

2008; Verlegh, 2007) began to investigate social and psychological perspectives of 

country of origin the symbolic and social meanings of country of origin effect.  

Balabanis et al. (2002) revealed the importance of relational context and 

direct contact with the country. They found that Turkish consumers perceived 

Germany and German products more positively than Czechs since Turkey and 

Germany has historical, social and political relations. They also suggested for future 

research to investigate qualitative aspects of this relational context and direct 

experience.  

Liefeld (2004) investigated the country of origin effect at the point of 

purchase, examining the country of origin knowledge of purchased products. They 

found that the majority of the respondents did not acquire or correctly know the 

country of origin of the product. In the same vein, Samiee et al. (2005: 379) argued 

that past research has inflated the country of origin effect on consumers' product 

evaluations. 

mostly well-known brands and they found that consumers have limited knowledge of 

the origins of brands. Balabanis and Diamantopoulos (2008) also investigated brand 

origin identification 

origins is limited and there are some differences in the classification of different 

brands with their country of origins. Therefore, according to these results, it can be 
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said that country of o

decisions since consumers have limited country of origin knowledge.  Josiassen and 

Harzing (2008: 266) recommended investigating country of origin effect before, 

during and after the purchase to unde

choices.  

Pappu et al. (2006; 2007) found significant relationship between country of 

origin of the product and consumer based brand equity. Their studies revealed that 

consumer based brand equity varied according to the country of origin of the brand 

and product category. According to Pappu et al. (2006), a brand made in Japan is a 

stronger product-country association than the same brand made in China or Malaysia 

and the customer based brand equity is much higher for the stronger product-country 

associations. The study also revealed that beliefs about a product from a specific 

country transferred to foreign brands made in that country. Pappu et al. (2007: 727) 

reported that country of origin associations refer to the economic level of a country 

as macro image and products produced in that country as micro image. While macro 

image has a greater effect on televisions, micro image has a greater effect on cars.  

This period is named as contextualization period since researchers began to 

study about the country of origin effect, its antecedents and consequences in different 

contexts. Even though this period has similar characteristics with previous periods by 

using multi-variables in country comparisons, this period is more critical than before 

not only for relevance of country of origin effect but also for conceptualization of the 

phenomena. Some of the studies (Josiassen and Harzing 2008; Pharr, 2005; Samiee, 

2010; Usunier, 2006) started to criticize the country of origin studies and their 

designs since there is not any definite conceptual framework.  

As a summary, country of origin has been an object of research since the 

1960s and there are considerable amount of studies that presents its effect on 

consumer perceptions and attitudes. Together these studies provide important 

insights into the role of country of origin on product evaluations. To better analyze 

the literature, Table 1 provides general details of research on country of origin effect. 

In the next section, main characteristics of country of origin research will be 

discussed and a general view of variables and factors that influence country of origin 

effect will be given. 



2
9

 

 T
a

b
le

 1
: 

O
v
e
r
v
i
e
w

 
o

f
 
C

o
u
n

t
r
y
 
o

f
 
O

r
i
g
i
n

 
S

t
u

d
i
e
s
 
 

A
u
t
h
o
r
s
 

P
r
o
d
u
c
t
 

C
o
u
n
t
r
y
 

V
a
r
i
a
b
l
e
s
 

S
a
m

p
l
e
 

R
e
s
e
a
r
c
h
 
T

y
p
e
 

F
i
n

d
i
n

g
s
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(
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)
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a
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r
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c
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n
d
 

J
u
i
c
e
 
 

C
e
n
t
r
a
l
 

A
m

e
r
i
c
a
n
 

C
o
u
n
t
r
i
e
s
 

(
G

u
a
t
e
m

a
l
a
,
 
E

l
 

S
a
l
v
a
d
o
r
,
 

M
e
x

i
c
o
,
 
C

o
s
t
a
 

R
i
c
a
)
 

P
e
r
c
e
i
v
e
d
 

Q
u

a
l
i
t
y
 

G
u
a
t
e
m

a
l
a
 

S
t
u

d
e
n

t
s
 
 

P
o

p
u

l
a
t
i
o

n
 

s
a
m

p
l
e
 
(
N
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:
 

2
0
0
 

Q
u
e
s
t
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o
n
n
a
i
r
e
 

A
t
t
i
t
u
d
e
s
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w
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r
d
s
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h
e
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o
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n
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e
 

p
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o
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c
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c
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.
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t
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l
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c
i
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n
t
s
 
r
a
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d
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c
 
p
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d
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c
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s
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i
g
h
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r
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n
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d
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c
t
s
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r
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n
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e
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.
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r
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n
 

(
1
9
6
6
)
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n
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r
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l
,
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e
c
h
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n
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c
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l
,
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a
s
h
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n
,
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o
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d
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w
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d
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n
,
 

G
e
r
m
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n

y
,
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t
a
l
y
,
 

U
S

A
,
 
F

r
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n

c
e
,
 

J
a
p
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n
,
 
E

n
g
l
a
n
d

 

P
e
r
c
e
i
v
e
d
 

Q
u

a
l
i
t
y
 

A
t
t
i
t
u

d
e
s
 

U
S

A
 

S
t
u

d
e
n

t
s
 

N
:
1
5
5
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

I
n
 
e
v
e
r
y
 
c
a
t
e
g
o

r
y
,
 
t
h
e
y
 
r
a
n
k
e
d
 

A
m

e
r
i
c
a
n
 
p

r
o
d
u
c
t
s
 
i
n
 
t
h
e
 
f
i
r
s
t
 
p
l
a
c
e
 

w
h
e
r
e
a
s
 
J
a
p
a
n
e
s
e
 
p
r
o
d
u

c
t
s
 
i
n
 
l
a
s
t
.
 

T
h
e
 
r
e
s
u
l
t
s
 
d
e
m

o
n
s
t
r
a
t
e
d

 
d
e
f
i
n
i
t
e
 

s
t
e
r
e
o
t
y
p
i
n
g
 
o

f
 
f
o
r
e
i
g
n
 
p

r
o
d
u
c
t
s
 
b

y
 

t
h

e
 
s
t
u

d
e
n

t
s
 
b

o
t
h

 
i
n

 
g
e
n

e
r
a
l
 
a
n

d
 

s
p
e
c
i
f
i
c
 
p
r
o
d
u

c
t
s
.
 

R
e
i
e
r
s
o
n
 

(
1
9
6
7
)
 

F
i
l
m

s
,
 

M
a
g

a
z
i
n

e
 

a
d
v
e
r
t
i
s
e
m

e
n

t
s
,
 
B

r
o
c
h
u
r
e
s
,
 

o
t
h
e
r
 

p
u

b
l
i
c
a
t
i
o

n
s
 

I
t
a
l
y
,
 
J
a
p
a
n

 
P

e
r
c
e
i
v
e
d
 

Q
u

a
l
i
t
y
 

A
t
t
i
t
u

d
e
s
 

U
S

A
 

S
t
u

d
e
n

t
s
 

N
:
 
2
5
0
 

E
x

p
e
r
i
m

e
n
t
 

R
a
t
i
n
g
s
 
o
f
 
I
t
a
l
i
a
n
 
p

r
o
d
u
c
t
s
 
w

e
r
e
 

s
i
g
n
i
f
i
c
a
n
t
l
y
 
h
i
g
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r
 
t
h
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n
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a
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e
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d
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c
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.
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c
h
o
o
l
e
r
 

a
n

d
 
W

i
l
d

t
 

(
1
9
6
8
)
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w

o
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i
e
c
e
s
 

o
f
 
G

l
a
s
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w

a
r
e
 
 

J
a
p
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n
 
 

U
S

A
 

P
e
r
c
e
i
v
e
d
 

Q
u
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l
i
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r
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c
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S

A
 

s
t
u
d
e
n
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N
:
 
2
3
6
 

Q
u
e
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t
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n
n
a
i
r
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r
o
d
u
c
t
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i
a
s
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r
 
J
a
p
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n
e
s
e
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c
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s
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n
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m
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r
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w

a
s
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o
w
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r
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c
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c
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(
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l
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t
 

p
r
o
d
u
c
t
 

c
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e
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n
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.
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h
e
 
f
a
m
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l
i
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r
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,
 
a
v
a
i
l
a
b
i
l
i
t
y
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f
 
t
h
e
 

c
o
u
n
t
r
y
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s
 
p

r
o
d
u
c
t
 
a
n
d
 
t
h

e
 
s
t
e
r
e
o
t
y
p
e
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f
 
t
h
a
t
 
c
o
u
n
t
r
y
 
a
f
f
e
c
t
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h
e
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d
e
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"
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g
e
.
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l
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7
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t
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l
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c
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d
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p
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c
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c
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p
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c
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p
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c
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A
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c
a
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c
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c
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e
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p
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c
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c
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c
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.
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i
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d
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c
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R
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r
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i
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r
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r
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c
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i
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u

d
e
s
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n
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S
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S
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N
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2
0
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Q
u
e
s
t
i
o
n
n
a
i
r
e
 

U
S

 
p
r
o
d
u
c
t
s
 
a
r
e
 
m

o
r
e
 
f
a
v
o
r
a
b
l
e
 
 

A
t
t
i
t
u
d
e
s
 
t
o
w

a
r
d
 
a
 
s
p
e
c
i
f
i
c
 
p
r
o
d
u
c
t
 

o
r
 
b
r
a
n
d
 
a
r
e
 
c
h

a
n

g
e
d
,
 
b
o
t
h
 
f
a
v
o
r
a
b
l
y
 

a
n
d
 
u
n
f
a
v
o
r
a
b
l
y
 
w

h
e
n
 
t
h

e
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u
n
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r
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i
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.
 

E
t
z
e
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a
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d
 

W
a
l
k
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(
1
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7
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)
 

A
u

t
o

m
o

b
i
l
e
s
,
 

c
a
m

e
r
a
s
,
 
t
o

y
s
 

U
S

A
,
 
J
a
p
a
n
,
 

G
e
r
m

a
n

y
 

A
t
t
i
t
u

d
e
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U
S

A
 

C
o
n
s
u
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e
r
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Q
u
e
s
t
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n
n
a
i
r
e
 

C
o
n
s
u
m

e
r
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d
o
 
n
o
t
 
p
e
r
c
e
i
v
e
 
a
l
l
 

f
o
r
e
i
g
n
 
p
r
o
d
u

c
t
s
 
o
r
 
a
l
l
 
p
r
o
d
u
c
t
s
 
f
r
o
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a
 
p
a
r
t
i
c
u
l
a
r
 
c
o
u
n
t
r
y
 
a
s
 
b

e
i
n
g
 
t
h
e
 

s
a
m

e
 
o
r
 
v
e
r
y
 
s
i
m

i
l
a
r
.
 

D
a
r
l
i
n
g
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d
 

K
r
a
f
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(
1
9
7
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G
e
n
e
r
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l
 

p
r
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d
u
c
t
s
 

M
a
r
k
e
t
i
n

g
 

p
r
a
c
t
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c
e
s
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n
g
l
a
n
d
,
 

F
r
a
n

c
e
,
 
W

e
s
t
 

G
e
r
m

a
n

y
,
 
J
a
p
a
n
,
 

S
w

e
d
e
n
,
 
t
h
e
 
U

S
,
 

t
h
e
 
U

n
i
o
n
 
o
f
 

S
o

v
i
e
t
 
S

o
c
i
a
l
i
s
t
 

R
e
p
u
b
l
i
c
s
 

(
U

S
S

R
)
 
a
n
d
 
 

F
i
n
l
a
n
d

 

A
t
t
i
t
u

d
e
s
 

F
i
n

l
a
n

d
 

M
a
n

a
g
e
r
s
,
 

e
m

p
l
o

y
e
e
s
,
 

s
t
u
d
e
n
t
s
 
a
n
d
 

s
t
a
f
f
 

N
:
 
3
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3
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

C
o
u
n
t
r
y
 
o
f
 
o
r
i
g
i
n
 
a
f
f
e
c
t
s
 
c
o
n
s
u
m

e
r
 

a
t
t
i
t
u
d
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s
.
 

W
e
s
t
 
G

e
r
m
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n

y
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n
d
 
S

w
e
d
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n
 
i
s
 
r
a
t
e
d
 

h
i
g
h
e
r
 
t
h

a
n
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t
h
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r
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u

n
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.
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N
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G
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l
,
 

d
i
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e
r
e
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t
 

p
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d
u
c
t
 

c
l
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s
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e
s
 
f
o
r
 

d
i
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e
r
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t
 

c
o
u
n
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r
i
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s
 

U
S

A
,
 
J
a
p
a
n
,
 

E
n
g
l
a
n
d
,
 

G
e
r
m

a
n

y
,
 

F
r
a
n

c
e
 
 

P
e
r
c
e
i
v
e
d
 

Q
u

a
l
i
t
y
 

J
a
p
a
n
e
s
e
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u

s
i
n

e
s
s
m

e

n
 

N
:
 
1
0
0
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

T
h
e
 
o
v
e
r
a
l
l
 
i
m

a
g
e
 
o
f
 
J
a
p
a
n
e
s
e
 

p
r
o
d
u
c
t
s
 
h
a
s
 
i
m

p
r
o
v
e
d
.
 

 

H
a
m

p
t
o

n
 

(
1
9
7
7
)
 

D
i
f
f
e
r
e
n
t
 

p
r
o
d
u
c
t
 

c
l
a
s
s
e
s
 
o
f
 

h
i
g
h
,
 

m
o
d
e
r
a
t
e
 
a
n
d
 

l
o
w

 
r
i
s
k
 
 

A
l
g
e
r
i
a
,
 

P
a
k
i
s
t
a
n
,
 

T
u
r
k
e
y
,
 

P
h

i
l
i
p

p
i
n

e
s
,
 

H
o
n
g
 
K

o
n

g
,
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r
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z
i
l
,
 
C

a
n
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,
 
W

.
 

G
e
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n
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e
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N
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Q
u
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e
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r
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c
t
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d
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s
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f
f
e
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e
r
c
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v

e
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n
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n
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e
n
t
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c
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l
l
 
h
a
v
e
 
c
e
r
t
a
i
n
 
f
e
a
t
u

r
e
s
.
 

L
a
s
c
u
 
a
n
d
 

G
i
e
s
e
 

(
1
9
9
5
)
 

R
e
t
a
i
l
e
r
 
s
t
o
r
e
 

M
e
x

i
c
o
,
 

G
e
r
m

a
n

y
 

P
e
r
c
e
p
t
i
o
n
s
 

U
S

A
 

C
o
n
s
u
m

e
r
s
 

N
:
 
9
4
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 
 

G
e
r
m

a
n
 
r
e
t
a
i
l
e
r
 
w

a
s
 
f
o
u
n

d
 
t
o
 
b
e
 

p
e
r
c
e
i
v

e
d
 
a
s
 
h
a
v
i
n

g
 
b

e
t
t
e
r
 
q
u
a
l
i
t
y
 

o
f
f
e
r
i
n

g
s
,
 
b
e
t
t
e
r
 
s
e
r
v
i
c
e
 
a
n
d
 
s
u
p
e
r
i
o
r
 

a
d
v
e
r
t
i
s
i
n
g
 
w

h
e
r
e
a
s
 
M

e
x

i
c
a
n
 
r
e
t
a
i
l
e
r
 

w
a
s
 
p
e
r
c
e
i
v
e
d
 
m

o
r
e
 
l
i
k
e
l
y
 
t
o
 
o
f
f
e
r
 

l
o
w

e
r
 
p
r
i
c
e
s
 
a
n
d
 
g
r
e
a
t
e
r
 
d
i
s
c
o
u
n
t
s
.
 
 

A
h
m

e
t
 
a
n
d
 

(
1
9
9
5
)
 

c
o
m

p
u
t
e
r
 

s
y
s
t
e
m

s
,
 
f
a
x

 

m
a
c
h
i
n
e
s
,
 

a
u
t
o
m

o
b
i
l
e
,
 

V
C

R
 

C
a
n
a
d
a
,
 

M
e
x

i
c
o

,
 
J
a
p

a
n

 

 (
C

O
D

,
 
C

O
A

,
 

B
r
a
n
d
 
n

a
m

e
,
 

p
r
i
c
e
,
 
w

a
r
r
a
n
t
y
)
 

P
r
o

d
u

c
t
 

e
v
a
l
u
a
t
i
o
n
s
 

 G
e
n
e
r
a
l
 

c
o
u
n
t
r
y
 

e
v
a
l
u
a
t
i
o
n
s
 

 

C
a
n
a
d
a
 

H
o
u
s
e
h
o
l
d
s
 

O
r
g
a
n

i
z
a
t
i
o

n
a
l
 
b
u

y
e
r
s
 

N
:
 
3
6
3
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

N
e
w

l
y
 
i
n
d
u
s
t
r
i
a
l
i
z
i
n
g
 
c
o

u
n
t
r
i
e
s
 
w

e
r
e
 

r
a
t
e
d
 
q
u
i
t
e
 
p
o
o
r
l
y
 
a
s
 
c
o
u

n
t
r
i
e
s
 
o
f
 

a
s
s
e
m

b
l
y
 
a
n
d
 
e
v
e
n
 
m

o
r
e
 
p
o
o
r
l
y
 
a
s
 

c
o
u
n
t
r
i
e
s
 
o
f
 
d
e
s
i
g
n
.
 

F
o
r
 
h
o
u
s
e
h
o
l
d
 
b
u

y
e
r
s
,
 
b
r
a
n
d
 
n
a
m

e
 
i
s
 

a
 
m

o
r
e
 
i
m

p
o
r
t
a
n
t
 
c
u

e
 
t
h
a
n
 
c
o
u
n
t
r
y
 
o
f
 

o
r
i
g
i
n
.
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a

b
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: 

(
c
o

n
t
i
n

u
e
d
)
 

 

A
u
t
h
o
r
s
 

P
r
o
d
u
c
t
 

C
o
u
n
t
r
y
 

V
a
r
i
a
b
l
e
s
 

S
a
m

p
l
e
 

R
e
s
e
a
r
c
h
 
T

y
p
e
 

F
i
n

d
i
n

g
s
 

A
h
m

e
d
 
a
n
d
 

(
1
9
9
6
)
 

A
u

t
o

m
o

b
i
l
e
s
,
 

V
C

R
 
a
n
d
 

s
h
o
e
s
 

C
a
n
a
d
a
,
 

M
e
x

i
c
o
,
 
J
a
p
a
n
,
 

I
t
a
l
y
 

(
C

O
D

,
 
C

O
A

,
 

B
r
a
n
d
 
n

a
m

e
,
 

p
r
i
c
e
,
 
w

a
r
r
a
n
t
y
)
 

P
e
r
c
e
i
v
e
d
 

q
u
a
l
i
t
y
,
 

p
u
r
c
h
a
s
e
 

v
a
l
u
e
,
 
 

C
a
n
a
d
a
 

M
a
l
e
 

c
o
n
s
u
m

e
r
s
 

N
:
 
3
6
5
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

A
 
b
r
a
n
d
 
i
m

a
g
e
 
d
i
m

i
n
i
s
h
e
s
 
i
n
 
a
 
l
e
s
s
 

p
r
e
s
t
i
g
i
o
u
s
 
c
o
u
n
t
r
y
.
 

F
a
v
o
r
a
b
l
e
n
e
s
s
 
o
f
 
a
 
b
r
a
n
d

 
o
r
 
c
o
u
n
t
r
y
 

o
f
 
o
r
i
g
i
n
 
c
u
e
 
i
s
 
m

o
d
i
f
i
e
d
 
w

h
e
n
 
a
 

c
o
n
s
u
m

e
r
 
i
s
 
p
r
o
v
i
d
e
d
 
w

i
t
h
 
a
d
d
i
t
i
o
n
a
l
 

p
r
o
d
u
c
t
 
r
e
l
a
t
e
d
 
i
n
f
o
r
m

a
t
i
o
n
.
 

B
r
u
n
i
n

g
 

(
1
9
9
7
)
 

A
i
r
l
i
n
e
s
 

C
a
n
a
d
a
,
 
U

S
A

,
 

M
e
x

i
c
o
 

P
r
o

d
u

c
t
 

e
v
a
l
u
a
t
i
o
n
s
 

 N
a
t
i
o
n
a
l
 

l
o

y
a
l
t
y
 

 

C
a
n
a
d
a
 

C
o
n
s
u
m

e
r
s
 

N
:
 
4
2
7
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

C
a
n
a
d
i
a
n
 
r
e
s
p
o
n
d

e
n
t
s
 
w

h
o
 
h
a
v
e
 

h
i
g
h
e
r
 
n

a
t
i
o
n
a
l
 
l
o

y
a
l
t
y
 
p

r
e
f
e
r
 
a
 

n
a
t
i
o
n
a
l
 
c
a
r
r
i
e
r
 
f
o

r
 
a
n
 
i
n
t
e
r
n
a
t
i
o
n
a
l
 

f
l
i
g
h
t
.
 

C
h

a
o
 

(
1
9
9
8
)
 

T
e
l
e
v
i
s
i
o
n
 

U
S

A
 
a
n
d
 

M
e
x

i
c
o
 

P
r
o

d
u

c
t
 

e
v
a
l
u
a
t
i
o
n
 
 

 C
O

D
,
 
C

O
A

,
 

C
o

u
n

t
r
y
 
o

f
 

P
a
r
t
s
 
(
C

O
P

)
 

w
e
r
e
 

m
a
n
i
p
u
l
a
t
e
d
 

U
S

A
 

S
t
u

d
e
n

t
s
 

N
:
 
3
6
0
 

E
x

p
e
r
i
m

e
n
t
 

 

T
h
e
 
r
e
s
u
l
t
s
 
r
e
v

e
a
l
 
t
h
a
t
 
C

O
A

 
a
n
d
 

C
O

P
 
o
n
l
y
 
a
f
f
e
c
t
 
t
h
e
 
p
r
o
d

u
c
t
 
q
u
a
l
i
t
y
 

p
e
r
c
e
p
t
i
o
n
 
a
n
d
 
C

O
D

 
o
n
l
y
 
a
f
f
e
c
t
s
 
t
h
e
 

d
e
s
i
g
n

 
q

u
a
l
i
t
y
 
p

e
r
c
e
p

t
i
o

n
.
 
 

G
e
r
 
e
t
 
a
l
.
 

(
1
9
9
9
)
 

C
a
r
s
,
 
c
l
o
t
h
e
s
,
 

s
h
o
e
s
,
 

e
l
e
c
t
r
o
n
i
c
s
/
 

a
p
p
l
i
a
n
c
e
s
,
 

f
o
o
d
s
 
a
n
d
 

d
r
i
n
k
s
 

D
o
m

e
s
t
i
c
 
/
 

f
o
r
e
i
g
n

 

C
o

n
s
u

m
p

t
i
o

n
 

e
x

p
e
r
i
e
n
c
e
s
,
 

e
x

p
e
r
i
e
n
t
i
a
l
 

m
e
a
n
i
n
g
s
 

T
u
r
k
e
y
 

S
t
u

d
e
n

t
s
 

N
:
 
2
5
 

D
e
p

t
h

-

i
n
t
e
r
v
i
e
w

s
 

F
o
r
e
i
g
n
 
o
r
 
"
W

e
s
t
e
r
n
,
"
 
i
s
 
m

u
c
h
 
m

o
r
e
 

s
i
g
n
i
f
i
c
a
n
t
 
t
h
a
n
 
s
p

e
c
i
f
i
c
 
c
o
u
n
t
r
i
e
s
-
o
f
-

o
r
i
g
i
n
 
s
u
c
h
 
a
s
 
G

e
r
m

a
n

y
,
 
A

m
e
r
i
c
a
 
o

r
 

J
a
p
a
n
.
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t
h
o
r
s
 

P
r
o
d
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t
 

C
o
u
n
t
r
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V
a
r
i
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b
l
e
s
 

S
a
m

p
l
e
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e
s
e
a
r
c
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y
p
e
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d
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n
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s
 

B
a
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e
t
 
a
l
.
 

(
2
0
0
0
)
 

L
a
u
n
d

r
y
 

d
e
t
e
r
g
e
n
t
s
,
 

w
r
i
s
t
w

a
t
c
h
e
s
,
 

s
o
f
t
 
d
r
i
n
k
s
,
 

l
i
g
h

t
 
b

u
l
b

s
,
 

t
o
o
t
h
p
a
s
t
e
,
 

w
a
s
h
i
n
g
 

m
a
c
h
i
n
e
s
,
 

t
e
a
,
 
T

V
 
s
e
t
s
.
 

L
o
c
a
l
 
a
n

d
 

n
o
n
l
o
c
a
l
 
o
r
i
g
i
n
s
 

  F
o
u
r
 
b
r
a
n
d
s
 
p
e
r
 

p
r
o
d
u
c
t
 
c
a
t
e
g
o

r
y
 

P
e
r
c
e
i
v
e
d
 

o
r
i
g
i
n
,
 
q
u
a
l
i
t
y
 

B
r
a
n

d
 
a
t
t
i
t
u

d
e
s
 

E
t
h
n
o
c
e
n
t
r
i
s
m

 

S
N

I
 

A
d
m

i
r
a
t
i
o
n
 
o
f
 

l
i
f
e
s
t
y
l
e
s
 

I
n
d
i
a
 

N
:
 
5
0
8
 

u
r
b
a
n
 

w
o
m

e
n
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 
 

B
r
a
n
d

'
s
 
n
o
n
l
o

c
a
l
 
o
r
i
g
i
n
 
a
l
s
o
 

s
y
m

b
o
l
i
z
e
s
 
c
o
s
m

o
p
o
l
i
t
a
n
i
s
m

 
a
n
d
 

p
r
e
s
t
i
g
e
.
 
 
 

L
i
 
e
t
 
a
l
.
 

(
2
0
0
0
)
 

T
e
l
e
v
i
s
i
o
n
 
 

C
O

C
:
 
U

S
A

 
v
s
 

T
a
i
w

a
n

 

C
O

D
:
 
J
a
p
a
n
 
v
s
 

T
a
i
w

a
n

 

C
O

A
:
 
U

S
A

 
v

s
 

M
e
x

i
c
o
 

F
u
n
c
t
i
o
n
a
l
 
a
n
d
 

s
y
m

b
o

l
i
c
 

q
u
a
l
i
t
y
 

 W
a
r
r
a
n
t
y
 
 

S
t
u

d
e
n

t
s
 
 

N
:
 
3
1
9
 

E
x

p
e
r
i
m

e
n
t
 

C
O

D
 
s
e
e
m

s
 
t
o
 
b
e
 
t
h
e
 
m

o
s
t
 
i
m

p
o
r
t
a
n
t
 

p
i
e
c
e
 
o
f
 
c
o
u
n
t
r
y
 
o
f
 
o
r
i
g
i
n

.
 

C
O

A
 
p
l
a
y
s
 
l
i
m

i
t
e
d
 
i
n
f
l
u
e
n
c
e
 
o
n
 

e
v

a
l
u

a
t
i
o

n
s
.
 

C
h

a
o
 

(
2
0
0
1
)
 

T
e
l
e
v
i
s
i
o
n
 

a
n
d
 
s
t
e
r
e
o
 

c
o
m

p
o
n
e
n
t
 

s
y
s
t
e
m

 

U
S

A
 
a
n
d
 

M
e
x

i
c
o
 

 C
O

A
,
 
C

O
P

,
 

C
O

D
 

A
t
t
i
t
u

d
e
s
 

t
o
w

a
r
d
 

p
r
o
d
u
c
t
s
 

P
u
r
c
h
a
s
e
 

i
n

t
e
n

t
i
o

n
s
 

U
S

A
 

S
t
u

d
e
n

t
s
 

N
:
 
7
2
0
 

E
x

p
e
r
i
m

e
n
t
 

C
o
n
s
u
m

e
r
s
 
u
s
e
 
C

O
D

 
i
n
f
o
r
m

a
t
i
o
n
 
f
o
r
 

a
t
t
i
t
u
d
e
 
f
o
r
m

a
t
i
o
n
 
a
n
d
 
p
e
r
c
e
p
t
u
a
l
 

j
u
d
g
m

e
n
t
s
 
m

o
r
e
 
t
h
a
n
 
t
h

e
 
C

O
A

 
o
r
 

C
O

P
 
i
n
f
o
r
m

a
t
i
o
n
.
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1

 

 T
a

b
le

 1
: 

(
c
o

n
t
i
n

u
e
d
)
 

A
u
t
h
o
r
s
 

P
r
o
d
u
c
t
 

C
o
u
n
t
r
y
 

V
a
r
i
a
b
l
e
s
 

S
a
m

p
l
e
 

R
e
s
e
a
r
c
h
 
T

y
p
e
 

F
i
n

d
i
n

g
s
 

B
a
l
a
b

a
n
i
s
 
e
t
 

a
l
.
 
(
2
0
0
2
)
 

G
e
n
e
r
a
l
 
 

G
e
r
m

a
n

y
 

H
u
m

a
n
 
V

a
l
u
e
s
 

 P
h

y
s
i
c
a
l
 

c
o
n
t
a
c
t
 
w

i
t
h
 

t
h
e
 
c
o
u
n
t
r
y
 

L
a
n

g
u

a
g
e
 

f
l
u
e
n
c
y
 
 

T
u
r
k
e
y
 

C
z
e
c
h
 

R
e
p
u
b
l
i
c
 
 

C
o
n
s
u
m

e
r
s
 

N
:
 
7
8
3
 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 
 

V
a
l
u
e
s
 
d
o
 
n
o
t
 
h
a
v
e
 
a
 
c
o
n

s
i
s
t
e
n
t
 

e
f
f
e
c
t
 
o
n
 
e
v
a
l
u

a
t
i
o
n
s
 
o
f
 
d
i
f
f
e
r
e
n
t
 

c
o
u
n
t
r
y
 
i
m

a
g
e
s
.
 
 

D
i
r
e
c
t
 
c
o
n
t
a
c
t
 
w

i
t
h
 
t
h
e
 
c
o
u
n
t
r
y
 
a
n

d
 

l
a
n
g
u

a
g
e
 
f
l
u
e
n

c
y
 
h
a
s
 
a
n
 
e
f
f
e
c
t
 
o
n
 

s
u
c
h
 
e
v
a
l
u
a
t
i
o
n
s
.
 

A
h
m

e
d
 
e
t
 

a
l
.
 
(
2
0
0
4
)
 

F
o
o
d
 
(
b
r
e
a
d
 

a
n
d
 
c
o
f
f
e
e
)
 

F
r
a
n

c
e
,
 

S
i
n
g
a
p
o
r
e
,
 

I
n
d
o
n

e
s
i
a
,
 
a
n
d
 

M
a
l
a
y
s
i
a
 

P
r
o

d
u

c
t
 

e
v
a
l
u
a
t
i
o
n
 
a
n
d
 

p
u
r
c
h
a
s
e
 

i
n

t
e
n

t
i
o

n
 

B
r
a
n
d

 

P
r
i
c
e
 

S
i
n
g
a
p
o
r
e
 
 

C
o
n
s
u
m

e
r
s
 

N
:
 
2
3
6
 

 

Q
u
e
s
t
i
o
n
n
a
i
r
e
 

s
e
e
m

s
 
t
o
 
b
e
 
b
a
s
e
d
 
m

o
r
e
 
o
n
 
p
r
a
c
t
i
c
a
l
 

m
o
t
i
v
a
t
i
o
n
s
 
r
a
t
h
e
r
 
t
h
a
n
 
t
h
e
 
s
t
r
o
n
g
 

p
a
t
r
i
o
t
i
s
m

,
 
n
a
t
i
o
n
a
l
 
p
r
i
d
e
 
o
r
 

c
o
n
s
u
m

e
r
 
e
t
h
n
o
c
e
n
t
r
i
s
m

.
 

L
i
e
f
e
l
d
 

(
2
0
0
4
)
 

D
i
f
f
e
r
e
n
t
 

p
r
o
d
u
c
t
 

c
a
t
e
g
o
r
i
e
s
 

G
e
n

e
r
a
l
 

P
o

i
n

t
 
o

f
 

p
u
r
c
h
a
s
e
 

 C
o

u
n

t
r
y
 
o

f
 

o
r
i
g
i
n
 

i
n
f
o
r
m

a
t
i
o
n
 

U
S

A
 

C
o
n
s
u
m

e
r
s
 

N
:
 
1
2
4
8
 

I
n
t
e
r
v
i
e
w

 

 U
n
o
b
t
r
u
s
i
v
e
 

m
e
a
s
u
r
e
s
 

  

1
,
1
6
7
 
p
u
r
c
h
a
s
e
r
s
 
(
9
3
.
5
 
p

e
r
 
c
e
n
t
)
 
d
i
d
 

n
o
t
 
a
c
q
u
i
r
e
 
t
h
e
 
c
o
u
n
t
r
y
 
o

f
 
o
r
i
g
i
n
 

w
h
i
l
e
 
s
h
o
p
p
i
n
g
 
o
r
 
c
o
r
r
e
c
t
l
y
 
k
n
o
w

 
i
t
.
 
 

T
h
e
 
c
o
u
n
t
r
y
 
o
f
 
o

r
i
g
i
n
 
c
o

u
l
d
 
n
o
t
 
h
a
v
e
 

p
l
a
y
e
d
 
a
 
r
o
l
e
 
i
n
 
t
h
e
i
r
 
p
r
o

d
u
c
t
 
c
h
o
i
c
e
.
 

I
n
s
c
h
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2.2. FACTORS INFLUENCING COUNTRY OF ORIGIN EFFECT 

Table 1 shows the specific products, countries, variables, samples, methods 

and major findings of research on country of origin effect. As is seen country of 

origin has an impact on product evaluations in terms of consumers perceptions of 

product quality and consumers attitudes towards country and their products. Wang 

and Lamb (1983), Han (1990), Roth and Romeo (1992), Chao (2001), Verlegh 

(2007) and Josiassen (2011) analyzed purchase intentions or willingness to buy. As 

explained before, country of origin has stronger influence on perceived quality rather 

decisions, its effect tends to become weaker as the some other factors may moderate 

this effect. Therefore, there are several factors that influence country of origin effect 

and in the next part, these factors will be mentioned.   

2.2.1. Product Categories 

Most of these studies have focused on significance of country-of-origin 

effects for different products since country of origin is an extrinsic cue that gives 

information about product quality. It is widely analyzed according to products in 

general (e.g. Balabanis et al., 2002; Becker, 1986; Darling and Craft, 1977; Gaedeke 

1973; Josiassen, 2011; Laroche et al., 2005; Nagashima, 1970, 1977; Reierson, 1966; 

Wang and Lamb, 1983) and different categories such as cars (e.g. Ahmed and 

-Essoussi et al., 2011; Han, 

1990; Han and Terpstra, 1988; Pappu et al., 2006, 2007; Roth and Romeo, 1992), 

televisions (e.g. Batra et al., 2000; Chao, 1993, 1998, 2001; Han and Terpstra, 1988; 

Han, 1990; Hamzaoui-Essoussi et al., 2011; Insch and Bride, 2004; Li et al., 2000; 

Pappu et al. 2006, 2007), textile (e.g. Cordell, 1992; Gaedeke, 1973; Ger et al., 1999; 

Hester and Yuen, 1989; Phau and Leng, 2008; Reierson, 1966; Schooler, 1965, 

1972), food (e.g. Gaedeke, 1973; Ger et al., 1999; Reierson, 1966; Verlegh, 2007), 

electronics 

1974; Gaedeke, 1973; Ger et al., 1999; Hong and Toner, 1989; Hong and Wyer, 

1989; Maheswaran, 1994; Maheswaran and Chen, 2006) and other. 

According to Pappu et al. (2007) cars are much more sensitive to country of 

origin effect than televisions and they explained the reason behind this as 
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conspicuous nature of the product. Since cars are visible products, country of origin 

becomes important as it symbolizes status. Phau and Leng (2008) also found that 

Italian luxury brand apparel to be significantly better than quality and 

fashionableness by status seeking consumers. Therefore, there is a definite 

stereotyping of foreign products by the samples of these studies whether products in 

general were considered or specific products since product-country match is more 

important when considering willingness to buy. It is especially high when country of 

origin image is an important characteristic for the product category. For instance, 

being German is an essential characteristic for an automobile category or being 

Japanese is an important characteristic of an electronic product.  

The literature has a lot fewer studies about service evaluations. When it 

comes to services, there are some studies that investigate the country of origin effect 

on airlines (Bruning, 1997), offshore (Thelen et al., 2010), retailer store (Lascu and 

Giese, 1995) and entertainment (Bose and Ponnam, 2011). Thelen et al. (2010) 

indicates that some components of service quality such as communication, security 

and reliability become most important when evaluating services originating from 

different countries. Besides general service categories, supplementary services such 

as warranty and satisfaction assurance were found to be more important when 

products are complex. Supplementary services are important factors in determining 

value for cars, appliances, and electronic products for consumers (Javalgi et al., 

2001).  

It is difficult to indicate a general inference about product categories such as 

when products become more complex and have higher involvement level, country of 

origin effect becomes more significant. It does not mean that other products, which 

are not complex or low involvement products, are not affected by country of origin. 

For instance, beer is a low involvement and a hedonic product and Brijs et al. (2011) 

found that country image is stronger for beer than DVD player for both selected 

countries (Spain and Denmark) in their study. When considering low involvement 

products, the product-country match becomes prominent again. For instance, Ahmed 

et al. (2004) found that for coffee evaluations, Colombian coffee is mostly preferred 

has a negative country image associated with a developing country, it is the most 
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preferred brand among participants. Therefore, it can be concluded that product-

country match and especially, product-country stereotypes constitute country of 

origin effect. Even if a country has a negative image because of being developing 

and underdeveloped country, product-country match overcomes the negative image.  

2.2.2. Country Image 

As was pointed out in the previous chapter, country of origin image is the 

main determinant of country of origin effect. Instead of country of origin image, the 

consumers form of products from a particular country, based on their prior 

perceptions of the country's production 

(Roth and Romeo, 1992: 480). It has different characteristics and different 

operationalization. For instance, Roth and Romeo (1992: 480) argued that country 

image is operationalized by four dimensions as innovativeness, design, prestige and 

workmanship, which are more marketing oriented. In the same vein, Han and 

Tersptra (1988) also operationalized country image by technical advancements, 

prestige, workmanship, economy and serviceability. As country image includes 

economic, political, historical, technological characteristics (Bannister and Saunders, 

1978: 562), Martin and Eroglu (1993) developed a multi-dimensional country image 

construct which is composed of economic, political and technological dimensions. 

To investigate country of origin effect, all studies use different country cues 

of the studies include country comparisons in terms of national stereotypes, product-

country stereotypes, different country image dimensions or general development 

levels. Actually, the literature is composed of comparisons of developed (Germany, 

USA, Japan, England, France, Italy, Sweden etc.) versus developing countries 

(China, Korea, Indonesia, Taiwan etc.).  

Reierson (1966) was first revealed definite stereotyping of foreign products. 

There are general stereotyped attitudes towards different countries in most of the 

studies since country of origin stereotypes allow consumers to predict the likelihood 

that a product originated from a certain country will have certain characteristics 

(Maheswaran, 1994: 363). However, Etzel and Walker (1974: 44) indicated that 
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consumers do not perceive all products from a particular country as being the same 

quality. Therefore, product-country match, which is mentioned before, becomes 

more important than general country perceptions.  

There is another important point that, the salience of these country 

perceptions or stereotyped beliefs depends on the context of con

various parts of the world, but, Bose and Ponnam (2011) found that Indian 

consumers do not associate it with Brazil as a result of geographical, cultural and 

political distances. Similarly, Parameswaran and Pisharodi (1994) found the general 

country attribute includes interaction facet which defines the similarities and 

differences between two countries. Therefore, country of origin effect is also 

determined by various distances between countries that support the importance of 

relational context (Balabanis et al., 2002: 603) with a certain country.  

Since country of origin image has three processes  cognitive, affective and 

normative  that form the country of origin effect, some of the studies investigate 

which process has stronger effect on product evaluations. Laroche et al. (2005) found 

that total effect of country of origin image was equally substantial for affective and 

cognitive processes. These processes have different importance level in different 

product categories. Brijs et al. (2011) found that for utilitarian-oriented products, 

cognitive processes drive attitude formation, whereas for hedonic-oriented products, 

the affective processes have greater importance in attitudes. When it comes to 

normative processes, ethnocentrism becomes prominent that which means a general 

tendency to evaluate national products better than the other countries. It has been 

demonstrated that there is a home-country bias in country of origin evaluation if the 

respondents were asked to compare foreign and domestic products (e.g. Bannister 

and Saunders 1978; Becker, 1986; Darling and Kraft, 1977; Elliot and Cameron, 

1994; Josiassen, 2011; Lillis and Narayana 1974; Nagashima 1970, 1977; Verlegh, 

2007). Another country related social and subjective norms towards countries are 

also important determinants besides nationalism and ethnocentrism such as consumer 

patriotism (Balabanis et al., 2001; Han, 1988), national identification (Verlegh, 

2007), consumer disidentification (Josiassen, 2011), consumer animosity (Klein et 

al., 1998), consumer affinity (Nes et al., 2014; Oberecker et al., 2008), 
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cosmopolitanism (Cleveland et al., 2009; Dimofte et al., 2008). All these factors 

influence the country of origin effect negatively or positively. For instance, an 

affinity towards a specific country may increase the country of origin effect 

positively on product evaluations whereas an animosity towards a country may 

influence country of origin effect negatively and may not yield a purchase intention.  

2.2.3. Price 

it is also an important factor that has an influence on country of origin effect since it 

is a determinant of purchase intentions and actual purchase behavior. The studies that 

use price as another cue found that perceived quality of products is higher at a higher 

price and lower in a lower price. 

There are some studies that investigate country of origin effect with price cue, 

for instance, Schooler and Wildt (1968) demonstrated that product bias for national 

origin could be affected by price manipulation between domestic and foreign 

products. If there is a price differential between domestic and foreign products, 

consumers tend to buy the lower priced good and they can switched to foreign 

found that when price and quality represented as equal, a territorial pride and 

nationalism appears to influence product choice. Wall et al. (1991) revealed that 

consumers prefer a low-priced, well-known brand from a high reputation country. 

automobiles; brand name is a more important cue than price. Conversely, Lee et al. 

(1993) demonstrated that price is more important than warranty and country of 

origin. Indeed, country of origin was the least important factor in personal computer 

and wall clock preferences of consumers in their research. 

The study of Chao (1993) revealed that country of design interacts with price 

when influencing product quality perceptions. He also found that the traditional 

price-quality relationship appears to be country specific that means a lower price 

does not connote a lower perceived quality if a good design country location is 

selected. Thus, price is an important factor that influences the country of origin effect 

on product evaluations. Sometimes it becomes more important than other extrinsic 
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cues such as brand and different country of origin aspects, and sometimes it has less 

effect than these cues.  

2.2.4. Brand Name 

Brand name is another extrinsic cue that gives information about product 

quality and it is another factor that decreases or increases country of origin effect. 

Diamantopoulos, 2008; Gaedeke, 1973; Han and Terpsta, 1988; Leclerc, 1994; Nes, 

1982; Tse and Gorn, 1993; Wall et al., 1991) use brand name as another cue besides 

1995) found that brand name is a more important informational cue than country of 

origin. Likewise, Nes (1981) demonstrated that brand name has more influence on 

product evaluations than the degree of economic development of the country. 

However, he also revealed that well-known brand names could not compensate for 

the negative bias against products from developing countries. That means when a 

country has a negative image, consumers evaluate its products unfavorably even if it 

has a well-known brand name.  

Unfavorable country image of developing countries affect the evaluation of 

products and brands. Gaedeke (1973) found that country of origin does not affect the 

quality of branded products as long as it is not originated from developing countries. 

product evaluations.  

Some studies also use unknown or artificial brand name cues to reveal how 

country of origin effect changes. Wall et al. (1991) found that unknown brands are 

perceived favorably only when they are from high reputation countries. Tse and Gorn 

(1993) revealed that consumers more likely use country of origin when it has 

unfavorable image and the brand is unknown.  

Brand name also gives information about the country of origin and it signifies 

something more than quality. For instance, the prestige of Channel brand name may 

depend on its associations with France and haute couture or brand names such as 

Sony, Canon and Mitsubishi signifies Japanese reputation for quality (Thakor and 

Katsanis, 1997: 94). Similarly, Leclerc et al. (1994) found that for hedonic products, 
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French sounding brand names are more effective than country of origin information. 

As a summary, since brand name is another extrinsic cue, it strongly influences the 

consumer perceptions and purchase intentions. A well-known or unknown brand 

name may moderate the country of origin effect on product evaluations.  

2.2.5. Hybrid Products 

By the development of international trade and global business and their effect 

on production processes, it has become common to find products that are designed in 

one country, manufactured in another country and branded in a different country 

(Phau and Prendergast, 2000: 164). As a result of this, a product may be associated 

with more than one country. Therefore, it becomes important to analyze different 

countries in terms of country of manufacturing, country of design and country of 

assembly. Han and Terpstra (1988) demonstrated that sourcing country stimuli which 

means country of manufacturing was found to have more powerful effects than brand 

name on consumer evaluations of bi-national or hybrid products. In the same vein, 

Inshc and Bride (2004) found that country of manufacturing is the most consistently 

significant country of origin aspect across products (televisions, mountain bike and 

athletic shoes) and national groups (American and Mexican). Ahmed et al. (1994) 

found country of design is more important for purchasing managers in organizational 

decisions. Chao (1993) found that consumer evaluations of design and product 

qualities are influenced by price, country of design and country of assembly. Another 

study of Chao (1998) revealed that country of assembly and country of parts only 

affect the product quality perception and country of design only affects the design 

quality perceptions.  

When considering purchase intentions, Chung et al. (2009) investigated the 

impact of brand image and country of manufacturing on purchase intentions of 

hybrid global products. They found that brand image has a stronger effect than 

country of manufacturing on attitudes, performance, brand prestige, aesthetics and 

serviceability for both products (TV and polo sweater). When country of 

manufacturing is manipulated by a developing country, the product performance, 

brand prestige and purchase attitudes are affected negatively. Therefore, besides 

country of origin, country of manufacturing has an important role in consumer 
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evaluations in terms of country categorization and stereotyping effect. The other 

aspects, country of assembly and country of design found to be less important than 

country of manufacturing.  

2.2.6. Perceived Risk 

Country of origin effects vary according to the perceived risk associated with 

the product and its country. Hampton (1977) is the first author who draws our 

attention to the relationship between country of origin effect and perceived risk. His 

findings support that there is a perceived risk hierarchy for countries. The general 

tendency towards the country of origin evaluations according to perceived risk is that 

products from developing nations are perceived to be more risky than products from 

developed nations. Baumgartner and Jolibert (1978: 603) note that perceived risk is a 

significant factor in foreign product evaluations. They evaluate different types of 

perceived risk, financial and performance risk for life insurance, physical risk for 

cough syrup, social and psychological risk for winter coat and riskless playing cards. 

They found that foreign products in France are more likely to be purchased if they 

fall into social and psychological risk category. For instance, English winter coat is 

popular and is preferred among the consumers because of social and psychological 

risk avoidance.  

Nes (1981) revealed that well-known brand names compensate the risk; they 

cause a lower perceived risk and a higher perceived quality. Alden (1993) 

demonstrated that for a new low involvement brand, a product's (e.g. toothpaste) 

products evaluations unfavorably. As a result, both of the products and their country 

of origins may be perceived risky and this perceived risk factor may moderate the 

country of origin effect when evaluating of products from specific countries.  

2.2.7. Product Familiarity and Experience 

Familiarity with the country and its products, product experience and 

knowledge about the product class has an influence on country of origin effect (Hong 

and Toner, 1989; Johansson et al., 1985; Maheswaran, 1994; Nagashima, 1970; Tse 
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and Gorn, 1993). Consumers who are familiar with a brand is more likely to be 

familiar with its country of origin. (Samiee et al 2005: 383).  

Hong and Toner (1989) found that country of origin effect is a function of 

when consumers are less knowledgeable about the product, country of origin 

information is more likely to be used as an extrinsic cue in product evaluations. Tse 

and Gorn (1993) also found similar conclusion that consumers, who are not familiar 

with a brand, are more likely to use country of origin information in their product 

evaluations. In the same vein, Johansson et al. (1985) revealed that consumers who 

are familiar with a specific product may not use country of origin information as an 

extrinsic cue in their product evaluations.  

The country of origin image is affected by the familiarity of the country's 

product. For instance, Nagashima (1970) found that, Japanese consumers rated 

French products as lowest since there was not much familiarity with French products 

nd summary effect is 

related with product familiarity. When consumers are not familiar with a country's 

products, country of origin image may serve as a halo effect and as consumers 

become familiar and gain experience with a country's products, country of origin 

image may serve as summary effect that summarizes consumers' beliefs about 

product attributes (Han, 1989: 222).  

Maheswaran (1994) investigated the role of product experience and country 

 Maheswaran (1994: 

regardless of whether the product attributes were ambiguous or unambiguous. In 

contrast, experts used country of origin only when the attribute information was 

a brand from a particular country may moderate country of origin effect.  

2.2.8. Demographics  

When it comes to demographic factors, Wall et al. (1988) found that men and 

women used different criteria when making country of origin evaluation. Men ratings 

were highest for countries producing technological goods such as cars and home 
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entertainment equipment while women ratings were highest for countries producing 

political orientation, whereas women appeared to use geographic proximity to form 

opinions about products from specific country. However, Hong and Toner (1989) 

knowledge level or familiarity of the product rather than their gender. 

Schooler (1971) investigated whether country of origin evaluation varies by 

socio-demographic characteristics and he found that the intensity varied on the basis 

of age, gender, education and race. The older aged consumers evaluated the products 

of Africa, Asia, North America, and West Germany significantly lower than younger 

respondents. Females rated foreign products significantly higher than males. 

Nonwhite respondents rated products from Nigeria, Latin America, and India 

significantly better than white respondents, while white respondents rated products of 

the United States and North America significantly better than nonwhites. Consumers 

with college education or more, rated the products of Africa, Czechoslovakia, 

Eastern Europe, India, West Germany, and Western Europe significantly higher than 

those with less education. Lastly, country of origin effect is not found to be affected 

by occupation.  

Age is another factor that appears to have a differing moderating effect on 

country of origin evaluations in a youthful and newly liberalized society (Insch and 

Bride, 2004: 264). However, Hester and Yuen (1989) found that age and awareness 

of country of origin were significant only for females in both Canada and USA. The 

oldest females were more likely to be aware than either the middle age group or the 

youngest women. When considering country of origin concerns, the oldest age 

groups demonstrated the highest concern for country of production (manufacturing) 

of garments.  

Anderson and Cunningham (1972) examined the concept with personality 

factors such as status concern, conservatism, attitude toward big business and 

dogmatism. They found that the consumers who prefer foreign products have low 

status concern, low conservatism and dogmatism, with a college education. 

However, Phau and Leng (2008) revealed that status-seeking teenagers have overall, 
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a more positive attitude toward foreign luxury brand apparel as compared to 

Australian luxury brands, with the exception of Chinese brands.  

According to literature review, Figure 1 gives an overview of variables and 

all these factors that influencing country of origin effect. It provides a general 

country of origin effect with its antecedents and consequences mentioned in the 

literature, 

2.2.9. Measurement Issues and Samples 

Studies generally tested hypothesized country of origin effect by 

manipulating different product categories and different countries among different 

samples. As it can be seen from the Table 1, there are two types of samples used in 

these researches: students and consumers/households samples. As samples are 

related with demographic factors, there is not a significant difference in these 

country of origin effect.  

When considering the research type and measurement issues, almost all the 

studies use quantitative methodologies. Except Ger et al. (1999), all studies conduct 

studies to measure country of origin effect with questionnaires. Usunier (2006: 70) 

criticize the literature for collecting data by means of self-report about hypothetical 

the country of origin phenomenon. It is still not known whether it has an effect on 

consumers

behavior in their research designs. Therefore, there is not any definite explanation of 

its formulation.  
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2.3. COUNTRY OF ORIGIN RESEARCH IN TURKEY 

When considering Turkish literature, a number of researchers have reported 

country of origin effect for Turkish consumers and a number of researchers have 

investigated the effect of Turkish image on different nations. Tigli et al. (2010) tested 

certain product categories (31 product groups) and certain country (35 countries) 

matches and they found that Turkish consumers are not consistent with associating 

some of the product categories to the certain countries and some countries to the 

product categories. They associated gold with South Africa, beer with Mexico, 

cellphone with Finland, cinema with India etc. consistently. However, they 

associated wine with Spain and Portugal, instead of France as expected in terms of 

stereotyping effect. Their findings showed that Turkish consumers are not aware of 

some product-country matches and they do not have direct associations between 

products and countries.  

Cengiz and Kirkbir (2007) analyzed 

products which are made in Germany, France, Italy and Israel are found to be 

preferred for its quality, durability and performance. American and English products 

were preferred for reliability and warranty. Japanese products were found to be 

known as good delivery, high technology, durability and good service. Syrian and 

Persian products were associated with assortment appearance and lastly, products 

made in China and South Korea was found to have lower price and lower quality. 

Since Turkish consumers are mostly Muslim, they do not prefer food products made 

in Western or Far Eastern countries because of religious beliefs. They prefer food 

from other Islamic countries like Syria and Persia. 

Akaah and Yaprak (1993) investigated Ghanaian, Turkish and American 

giving country of origin cue with other product attributes (price, reliability, style, fuel 

consumption etc.). They found that country of origin effect is weak when other 

attributes are taken into account. Perceptions of made in Japan is highest in each 

sample. It is followed by made in Germany and made in USA. Surprisingly, 

American consumers do not show home-country bias for American automobiles.  
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compared two brands (Sony and Sanyo) made in Japan and China. They found that 

country of origin is more important in functional quality perceptions. However when 

it comes to purchase intentions and symbolic quality perceptions, brand image 

becomes more important for digital cameras. They demonstrated that Sony made in 

Japan and Sony made in China was rated higher than Sanyo made in Japan and 

Sanyo made in China. Therefore, it is indicated that brand image is more important 

in purchase intentions and it compensates the unfavorable made in China image.  

Ar and Kaynak (2012) investigated country of origin biases of Turkish 

consumers for two global brands, Philips and Adidas. They found that country of 

production has an effect on perceived quality, brand trust and purchase intentions. 

When these brands are manufactured in China, consumers have unfavorable and 

negative attitudes towards both of the well-known brands.    

Basfirinci (2013) investigated country of origin image transfer to the brand 

personality and she found that the general characteristics of countries can transfer 

into the personalities of their br

personality. The results also demonstrated the negative moderating effect of product 

familiarity and product involvement.  

Some of the studies were focused on ethnocentric tendencies with country of 

origin effect. For instance, Kaynak and Kara (2002) found that Turkish consumers 

have different perceptions for different product-country images. The products from 

the USA, Japan and Western Europe were perceived highest quality, the products 

from Russia, China and Eastern Europe were perceived negatively. They also 

lifestyles. They found that 

when Turkish consumers are more community oriented, they are more ethnocentric 

whereas they become more opinion oriented, they are less ethnocentric. They also 

found two distinct market segments. The first segment consisted of traditional, 

religious and highly ethnocentric consumers whereas the second segment consisted 

of low ethnocentric who gave importance to fashion, design and brand name.  

country of origin. They have ethnocentric tendencies in food and textile products. 
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Academicians, females, the elderly, and the lower income consumers have been 

found to be more ethnocentric. 

Cilingir and Basfirinci (2014) examined country of origin effect on Turkish 

and product knowledge moderators. They found that the moderators do not have a 

significant effect on product evaluations but they negatively influence the country of 

origin effect. Surprisingly, it is also found that high level of ethnocentrism did not 

moderate the country of origin effect. Highly ethnocentric consumers rated made in 

Japan more favorable than made in Turkey. Their results also indicated product 

involvement level has a stronger moderating effect than the product knowledge level.  

Germany, Japan) and national suppliers in Turkey. 

They found that foreign suppliers were perceived more favorable than Turkish 

suppliers. However, when considering country preferences, Turkish industrial buyers 

view national suppliers more favorable in most of the quality dimensions.  

There are also other studies that investigated Turkish image in different 

-Mavi Jeans- image and its country of origin on their jeans evaluations in 

USA and she found that, surprisingly, American consumers did not evaluate Mavi 

Jeans in terms of country of origin effect. Indeed, consumers were not interested in 

the country of origin information. They did not associate the concept of quality with 

the country of origin concept. 

and German products in United Kingdom. She found that Turkey and Turkish 

products were perceived as lower quality than Germany which caused an unfavorable 

perceptions in Crimea. Crimean Tatars perceived made in Turkey products more 

favorable than others since they have more socio-economic and cultural similarities 

with Turkey.  

Ger et al. (1999) was the first paper takes an interpretive approach to country 

of origin image both in Turkey and existing literature. They evaluate four dimensions 
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(place, product, market context and usage context) which are central to understand 

the contextualized product-place images. Product refers to the category that the 

product takes place in. Place refers to the place or places that the product is coming 

from. The market context refers to the competitors and the market profile. Lastly, the 

usage context refers to the relationship of the product with self. They tried to explore, 

the experiential meaning of products from other countries and it is found that, there is 

a desirability of the foreign brand that provides consumers negotiate their identity in 

the social relationships. It states that product-country images are signs and the 

connotations they evoke and the myth they are inscribed in, should be analyzed 

throu

"Western," is much more significant than specific countries-of-origin such as 

Germany, America, Japan.  

There are also some other Turkish studies that investigate consumer 

perceptions of different countries similar with the existing international literature. 

Although these studies have contributions to the literature, little is known about 

origin studies in terms of conceptual and methodological drawbacks will be 

discussed and the necessity of doing this present research will be revealed. 

2.4. CRITICS OF COUNTRY OF ORIGIN RESEARCH 

In view of all that has been mentioned so far, country of origin is widely 

investigated in all over the world, by using different product categories, different 

multi-attributes, different countries and different samples. Country of origin images 

of products can have so many facets and it is no surprise that they have been the 

object of study in disciplines ranging from marketing to political science or cultural 

anthropology (Papadopoulous, 1993: 4). From the point of marketing, it becomes 

more important to understand how consumers evaluate foreign products in global 

marketplace. Therefore, marketing and consumer behavior scholars are intensely 

interested in studying this phenomenon. A large number of studies have shown that 

empirical observations and experiments show that country of origin has an important 

influence on the quality perceptions (Bilkey and Nes, 1982: 89). Indeed, most of the 
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studies mainly focused on national stereotypes, the country of origin image and 

product quality perceptions. It was found that products from developed countries are 

more preferred than the products from developing countries based on the favorable 

image of economic and technological development of countries.  

However, the previously mentioned studies in literature review suffer from 

some serious drawbacks in terms of concept and methodology. In the next section, 

these drawbacks will be mentioned. 

2.4.1. Conceptual Drawbacks 

of product quali

Han, 1989, Roth and Romeo, 1992). Country of origin image has been shown to have 

a stronger effect on consumer perceptions and their product evaluations than on 

attitudes and purchase intentions (Josiassen and Harzing, 2008; Verlegh and 

Steenkamp, 1999). As the literature focuses on perceptions, existing studies do not 

explain how country of origin operates in actual behavior. There is still uncertainty 

whether consumers use this information on their actual purchase decisions. It is also 

ambiguous how consumers use this information and there is not a clear explanation 

about how it works. However, Darling and Kraft (1977: 528) concluded their study 

ing is not clear unless the relationship 

between this image dimension and actual market behavio

there is such a critic, up to now, previous studies generally investigated the country 

of origin effect on purchase intentions and actual behavior of consumers is still in 

question. Agrawal and Kamakura (1999: 256) argues that as consumers move closer 

to attitude formation and actual purchase decision, the role of country of origin may 

be quite insignificant and its effect tends to become weaker. Therefore, this actual 

purchase behavior issue becomes very important to understand the real country of 

origin effect on actual purchase. 

Moreover, since the concept varies according to product category, 

generalizability of the concept is still in question. Product type (utilitarian/hedonic, 

high involvement/low involvement, necessity/luxury etc.), price, brand name, 

involvement level, familiarity and experience with product, perceived risk factors, 
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different country of origin aspects (country of manufacture, country of design, 

country of assembly etc.) may moderate the effect on actual purchase decision as it is 

mentioned in previous part. Although most of the studies verify country of origin 

 revealed.  

The meta-analysis about country of origin research showed that country of 

origin has a strong influence on product evaluation (Peterson and Jolibert, 1995; 

Verlegh and Steenkamp, 1999). The effect of country of origin on consumer 

perceptions and evaluations has been one of the most widely studied phenomena in 

the international marketing and consumer behavior literature. It is an important 

determinant of consumer perceptions, consumer attitudes, product and brand 

evaluations and purchase intentions. However, this inference is based largely on 

quantitative research in which country of origin information is used as a single cue 

about the given product as it is seen in the era of single variable period between 

1960s and 1980. Using country of origin cue as a single cue is the other criticism 

since it causes inflation on the country of origin effect. In the era of multi-variable 

period between 1980 and 2000, multi-cue (such as price, brand name etc.) research 

designs were used to evaluate its real ef

instance, some multi-cue studies, which use brand as another extrinsic cue, reveal 

that brand is more important than the origin (Leclerc et al., 1994; Samiee et al., 

2005). Moreover, when country of origin studies employ well-known brands, the 

findings are likely to be brand specific (Samiee, 1994: 591). Brand image surpasses 

- a Korean brand - success. Therefore, it 

was found that a well-known brand name compensates a negative country of origin 

effect (Bilkey and Nes, 1982: 94). 

As mentioned before, country of origin research has an evolution started 

with single cue studies and continued with multi-cue studies in 2000s. After 2000, 

country of origin researchers started to investigate the phenomena in different 

contexts to analyze the relevance of country of origin effect and to conceptualize the 

effect. Most of the studies on country of origin effect have been descriptive; a few 

studies have been explanatory or predictive in nature (Obermiller and Spangerberg, 

1989: 454). Moreover, existing literature has reached no consensus on how to 

conceptualize and operationalize country of origin. Some researchers also criticize 
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the field for the lack of theoretical framework for country of origin (e.g. Ger et al., 

1999; Phau and Prendergast, 2000; Thakor and Kohli, 1996; Usunier, 2006; Verlegh 

and Steenkamp, 1999). Some of them question whether a country of origin effect 

even exists (e.g. Pharr, 2005).  

Since country of origin has a conceptual complexity in terms of country of 

manufacturing, country of design, country of assembly etc., a general country of 

origin model is unattainable (Usunier, 2006: 68). Although, the importance level of 

these aspects vary according to the product category, country of the brand which is 

referred as country of origin has generally become more significant than country of 

manufacturing and the other facets (Chao, 1998; Leclerc et al., 1994; Pharr, 2005; 

Samiee et al., 2005).  

As explained before country of origin effect has three processes. While 

quality evaluations refer to the cognitive process of country of origin effect, 

experiential meanings, emotions and feelings about a country refers to the affective 

process of the phenomena. Behavioral intentions towards the country like boycotting 

the country of origin image concept. Most studies concentrate on cognitive processes 

in the form of halo effect (Han, 1990), summary effect (Han, 1990) and stereotyping 

effect (Chattalas, 2005; Janda and Rao, 1997; Maheswaran, 1994) which are related 

to country beliefs and consumer perceptions. In terms of normative processes, 

country related social norms and behaviors such as consumer ethnocentrism (Shimp 

and Sharma, 1987), nationalism (Verlegh, 2007), patriotism (Han, 1988), consumer 

animosity (Klein et al., 1999) and their effects on behavioral intentions are discussed.  

Besides these negative attitudes towards the foreign countries, there is another 

concept called consumer affinity (Oberecker et al., 2008) which means favorable 

attitude and positive feeling towards a country. In addition, there may be also a 

negative attitude towards the domestic country by means of consumer 

disidentifiacation (Josiassen, 2011). When affective component is of concern, a few 

studies come into view such as Ger et al. (1999), Verlegh (2001) and Batra et al. 

(2000) that focus on symbolic aspects of foreignness. In addition to country of 

xtrinsic quality cue, it has symbolic and social meanings to 
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consumers. However, research about these issues is scarce and more research is 

needed on the symbolic and social meanings of country of origin. 

Other major drawback of these studies is that almost every study has a priori 

assumption that consumers look for country of origin information and typically know 

the country of origin of products and they use this information in their decision. In 

fact, most of the consumers are not aware of the country of origin (Hester and Yuen, 

1987: 542) and they do not acquire country of origin information in their actual 

purchases (Liefeld, 2004: 85). The latest articles also argue that country of origin or 

brand origin is not an important factor that affects consumer decisions as the country 

of origin literature emphasizes. Moreover, consumers may have limited knowledge 

of the origins of brands (Samiee, et al., 2005: 394). As mentioned before, in the 

literature, most of the studies test different countries with different products but they 

ignored their country of origin awareness. In the real life, consumers even may not 

know the real country of origin. To analyze country of origin effect, it is important to 

information. Therefore, 

this priori assumption of consumer knowledge about country of origin and the other 

conceptual drawbacks prevents conceptualization of country of origin effect.  

2.4.2. Methodological Drawbacks 

Numerous articles, conference papers, dissertations and books have been 

published over fifty years and most of the studies are based on questionnaire surveys 

with particular goods and particular countries of origin which invite respondents to 

self-report about their evaluation of product X made in or from country Y as it is 

seen in Table 1. The majority of studies employ global measures for country and 

product evaluations rather than product category specific measures. These scale 

characteristics are also criticized with having lack of validity and reliability 

assessments (Roth and Diamantopoulos, 2009: 733).  

Roth and Diamantopoulos (2009) criticize the literature for using convenience 

sampling with student samples that limits the generalizability of research results. 

However, as was pointed in literature review section, it is revealed that there is not a 

significant difference among student and regular consumer samples since 

demographic factors are not an important determinant of country of origin effect. In 
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the same vein, some meta-analysis support this view that the size of the effects do 

not differ between student and nonstudent samples for quality and reliability 

considerations (Peterson and Jolibert, 1995; Verlegh and Steenkamp, 1999).  

It is suggested for future studies to consider the experience with products 

from other countries in a broader context and the multiple experiential meanings of a 

"place" as well as issues of social identity by using qualitative approach to 

understand the depth layers of connotations associated with country of origin image 

(Ger et al., 1999: 169). However, besides some research about meaning of foreign 

brands (Dong and Tian, 2009; Izberk-

country of origin literature is full of quantitative studies about the quality and image 

perceptions of product evaluations with specific country of origin and comparison 

between the image of developed and underdeveloped countries. In the lights of all 

the drawbacks mentioned, it can be concluded that country of origin effect and its 

importance may be inflated. In order to minimize these drawbacks, this study is 

intended to use a different research methodology to understand the country of origin 

effect on actual purchase decision. 
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CHAPTER 3 

EXPLORING COUNTRY OF ORIGIN EFFECT ON TURKISH  

CONSUMPTION PRACTICES 

3.1. AIM OF THE RESEARCH 

Country of origin concept has been the subject of many studies but the role 

of the phenomenon in actual purchase is still in question and the literature cannot 

explain what the country of origin really means to consumers. Since the literature 

does not succeed to understand how country of origin operates and how consumers 

use country of origin information in their purchase decisions; it is important to assess 

subjective interpretations about country of origin to understand the phenomenon. 

Therefore, the main of the study is to use qualitative methodology in order to 

understand and assess what the country of origin really means to consumers.  

There is also a need for empirical research that presents both antecedents 

and consequences of country of origin effect in different product categories. Most 

researches are contingent to specific product categories of consumer electronics, 

cars, textile products by making comparison between developed and developing 

different products from different countries, it will try to provide more holistic point 

of view about country of origin effect on different product categories and how the 

the significance of this study is to investigate country of origin research in actual 

purchase decisions for revealing the effect of the concept. It is expected to provide 

further clarifications on the complex issue of country of origin structure, antecedents 

and consequences and its influence on different consumption practices. By this study, 

it is intended to refine current understanding of country of origin effect and a new 

interpretation of its formation and some psychological and sociological aspects of the 

phenomenon.  

In accordance with the purpose of the study; the primary research question is: 

What does country of origin really mean to consumers?  

Secondary questions are:  

 What does country of origin evaluation depend on?  
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 How do consumers use country of origin information?  

 Why do they use country of origin information?  

 In which product group or services is country of origin important, in which it 

is not?  

 Is country of origin effect still salient in consumer preferences?  

 Is country of origin information really important? 

 Does country of origin have symbolic meanings? What does it symbolize? 

3.2. RESEARCH METHODOLOGY 

3.2.1. Research Approach 

As was mentioned in the previous chapter, current literature is full of 

quantitative methodologies; hence, these researches do not reflect true consumer 

attitudes and their actual behavior. For understanding the role of country of origin 

information in consumer purchase decision and for reaching theoretical development, 

interpretive approach is needed as some of the researchers suggested (Ger et al., 

1999; Liefeld, 1993). Since this study aims to explore what country of origin really 

means to consumers, qualitative research is more appropriate to understand country 

of meaning they ascribe to the concept.  

focuses on underlying meaning to understand human experiences and behavior. This 

study adopts the interpretive approach, which is where qualitative research is most 

often located, in order to yield a rich array of information of consumer experiences of 

country of origin information. Interpretive approach assumes that reality is socially 

constructed and there is no single and observable reality (Merriam, 2009: 8) and 

reality is essentially mental and perceived (Hudson and Ozanne, 1988: 509). Bryman 

upon the view that a strategy is required that respects the differences between people 

and the objects of the natural sciences and therefore requires the social scientist to 
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understanding human behavior. Interpretive approach views understanding as a 

never-ending process and interpretation is always incomplete which means previous 

interpretations affects current interpretations and they will influence the future 

interpretations (Hudson and Ozanne, 1988: 510).  

Constructivism or social constructivism (often combined with interpretivism) 

is such a perspective that it is typically seen as an approach to qualitative research. 

According to Patton (2002: 96) this orientation answers how the people in this setting 

have constructed reality with their reported perceptions, truths, explanations, beliefs, 

behaviors and for those with whom they interact. Social constructivists believe that 

individuals seek understanding of the world in which they live. They develop 

subjective meanings toward certain objects or things. The goal of the research is to 

ubjective 

meanings are formed through interaction with others and through historical and 

cultural norms in their lives. Thus, constructivist researchers often address the 

process of interaction among individuals (Creswell, 2014: 8).  

Social beings construct reality and give it meaning based on its context. As 

interpretive research seeks to determine time and context-bound motives, meanings, 

reasons, and other subjective experiences (Hudson and Ozanne, 1988: 511), focusing 

on interpretive research and qualitative methods is inevitable to find out the depth 

layers of the country of origin phenomenon since existing positivist and quantitative 

methods cannot explain it. Thus far, previous studies generally used quantitative 

methodology that aims to define categories before the study is undertaken and then 

determines the relationship between them. However, this concept needs a qualitative 

methodology that defines categories during the process of the research as the object 

of it and it looks for patterns of interrelationship between many categories rather than 

delineated relationship between a limited set of them (McCraken, 1988: 16). A 

qualitative research is generally undertaken when there is a lack of theory or an 

existing theory fails to adequately explain the phenomenon in order to build 

concepts, hypotheses or theories with an inductive process (Merriam, 2009: 15). 

Since country of origin effect does not have a theoretical categorization, it is lack of 
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theory and using a qualitative research is more appropriate to define the concepts that 

create the country of origin effect and to show how it works.  

Interviews are one of the dominant and powerful methods in qualitative 

research (Flick, 2007: 78). The method provides mental world of the individual, to 

see the content and pattern of daily experience and it gives the opportunity to step 

into the mind of another person, to see and experience the world as they do 

themselves (McCracken, 1988: 9). Since this study seeks to understand what country 

of origin really means in the consumers mind, it needs to do interviews. Therefore, 

the aim of the study is to use a qualitative approach that provides understanding what 

the phenomenon really means and how it affects consumption practices by assessing 

the antecedents and consequences of the country of origin effect. Using a qualitative 

approach facilitates development of a general conceptual model of country of origin 

effect since it provides an understanding not only the outcomes, but also the 

processes, which the events and actions take place (Maxwell, 1996: 19, Merriam, 

2009: 14), that shows how the phenomenon works. 

Since the interviews are a part of most interpretive studies as a key way of 

accessing the interpretations of informants in the field (Walsham, 2006: 323), it is the 

most appropriate method for finding answers to the research questions of this study. 

However, interviewing is not to get answers to these questions, the purpose of in-

depth interviewing is an interest in understanding the lived experience of other 

people and the meaning they make of that experience (Seidman, 2006: 9).  

3.1.3. Research Design 

In order to understand the role of country of origin on consumption decisions, 

a qualitative study was designed; utilizing semi-structured interviews to explore 

the semi-structured interview is well suited to explore meaning in the experiences of 

participants (Kvale and Brinkman, 2009: 1-2). In parallel with main research 

questions, the literature review was used to generate the questions for the interview. 

The interview guide was designed following suggestions by Rubin and Rubin (2011) 

and Kvale and Brinkmann (2009). During this process, discussions were made with 

colleagues who know this interview method. By the help of their fruitful advices the 
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questions were designed as from general to more specific manner. By reason of the 

fact that literature mostly focuses on the country of origin evaluations on the 

intentions, this research is based on the basis of actual purchase decisions in some 

product and service categories to understand whether country of origin effect exists 

or not.  

Before the main research, the first pilot study was conducted in December 

2013. After making pilot studies with 5 participants, questions were revised. At the 

revision process, discussions were made with a marketing professor and with some 

academicians coming from different disciplines such as management, economics, 

sociology, psychology and literature. In accordance with their helpful advices the 

interview guide has changed and the second pilot study was conducted in April 2014 

to 3 participants. After the second revision, it took its final version. In order to make 

the questions clear, each question was phrased in the everyday language and each 

interview was recorded with a voice recorder. For the semi-structured interview 

guide, see appendix 1. 

It is important to note that, as much of the current literature on country of 

origin pays particular attention to purchase intentions, this study focus on actual 

purchases. To understand its real meaning, actual purchase behavior becomes more 

important than intentions. Since country of origin concept is product-specific which 

means its effect varies from hedonic to utilitarian products, high involvement to low 

involvement products; the questions were designed to understand their consumption 

experiences in different categories according to product type and involvement levels 

like automobile, electronics (mobile phone, white goods, computer etc.), textile 

(apparel, shoes, home textile), accessories (bags, glasses etc.), cosmetics, food 

(restaurants, desserts) and beverages (alcoholic and nonalcoholic), services (banking, 

supermarket etc.). 

Using an interpretive approach facilitates development of a conceptual model 

from the answers of these research questions that draw attention to understand 

country of origin effect and how consumer evaluates and uses country of origin 

information in their consumption practices. 
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3.1.4. Sample and Data Collection 

tive 

research typically focuses in depth on relatively small samples, even single cases, 

-

rich cases. Since the purpose of the study is to provide deeper understanding of the 

phenomenon considering general consumption practices, convenient sampling is 

applied for selecting the interviewees until sample size extended to data saturation, 

when a single person has not added much to what it is already gathered regarding the 

research question (Mason, 2010).  As it is a general topic which is related to every 

with a wide variation of consumers in terms of age, gender and socio-economic 

status. A variation among different ages, genders and socio-economic status would 

provide comparisons to understand the impact of phenomena on consumer decisions. 

In most studies, the variety of experiences and concerns is important to compare core 

cases and to analyze differences in the field (Flick, 2007: 29).  

The interviews took place where participants want in order to make them feel 

comfortable during the interview. Participants were informed about voice recording 

and the reasons and importance of the recording is kindly explained. Duration of the 

interviews ranged from twenty-four minutes to seventy-six minutes, with a total an 

average of fifty minutes. There were ten female and six male participants. The Table 

e, education, occupation, 

individual or family income and marital status. In order to protect participant 

confidentiality, pseudonyms were used to replace actual participant names (Saldana, 

2009: 53). 

Participants have different ages, starting from 20 to 61. Only three of them 

are students, the rest of the sample is composed of three housewives, two retired, two 

unemployed and different occupations such as lecturer, product manager, 

veterinarian etc. Income level was asked according to family income level and it 

changes from 2000 Turkish Liras (TL) to 9000 TL per month. Nine of the 

participants were single, two of them are married with no children and the rest have 

one or two children. As is seen, maximum variation sampling was intended to be 
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provided in line with the aim of the study to better understand the phenomena and to 

see the variation between different demographic characteristics.  

Table 2:  

Name Age Education Occupation Family 

Income  

Income Marital 

Status 

Ahmet 57 Master Retired  4000 TL  Married with 

2 children 

Aysel 35 Master Lecturer  2500 TL Single 

 28 University Housewife 8000  

9000 TL 

 Married with 

1 child 

Didem 20 Vocational 

School 

Unemployed 1500 TL  Single 

Eda 20 High 

School 

University 

Student 

1500 TL  Single 

Eren 39 University Veterinarian  3000  

4000 TL 

 Married with 

1 child 

Fatih 21 High 

School 

University 

Student 

5000 TL  Single 

Figen 50 High 

School 

Housewife 6000 TL  Married with 

2 children 

Gizem 21 High 

School 

University 

Student 

2500 TL  Single 

Kerem 29 Master Product 

manager 

6000 TL  Married/no 

children 

Levent 28 University Foreign Trade 

Consulting 

 2000 TL Single 

Neriman 61 University Retired 6000 TL  Married with 

2 children 

Sema 22 Vocational 

School 

Unemployed 2000 TL  Single  

 36 PhD Associate 

Professor 

 6000  

10000 TL 

Single 

Umut 25 Vocational 

School 

Self-employed  1000 TL Single 

Zeynep 23 University Housewife 8000  

9000 TL 

 Married/no 

children 

 

3.1.5. Validity and Reliability 

When conducting a qualitative research, quality requires some criteria for 

trustworthiness. For instance, Lincoln and Guba (1985) define credibility, 

transferability, dependability and confirmability as important criteria of the quality. 
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This study employed various strategies in order to increase the trustworthiness of the 

research.  

Credibility is an issue of internal validity, which is a definite strength of 

qualitative research; it deals with the question of how research findings match with 

reality (Merriam, 2009: 213-214). For increasing internal validity, during data 

analysis, professors and colleagues from different areas were involved in the process 

in order to give feedback about the emerging categories, interpretations and other 

related concerns by means of peer review/peer debriefing. Committee members 

contributed the auditing procedure at critical stages. In the same vein, respondents 

also were involved in the process to apply member validation which means taking 

preliminary analysis back to some of the respondents and receiving feedback on 

emerging findings about their accuracy. Adequate engagement in data collection was 

another strategy that is related to spending adequate time in collecting data until the 

data are saturated. 

Reliability refers to the extent to which research findings can be replicated 

(Merriam, 2009: 220) and it usually has the same meaning with dependability or 

consistency. The results should be consistent with the data collected. External 

validity or transferability is concerned with the extent to which the findings of one 

study can be applied to other situations (Merriam, 2009: 223). Rich and thick 

description of the setting and participants of the study, as well as detailed 

descriptions of the findings with adequate evidence presented in the form of quotes 

from participant interviews increase the transferability. The interview process itself 

also contributed to reliability. Each interview was conducted by following the same 

protocol in exactly the same way. The recorded interviews were transcribed 

truthfully and accurately by the researcher. Quotes from the interviews were given to 

support the analysis and increase the transferability of judgments. 

The choice of maximum variety sampling and semi-structured interviewing 

were made with reference to the aims of the study and they increase the 

transferability of the study to the other situations. A semi-structured interview is also 

a flexible tool for collecting the suitable data since the interviews are a part of most 

interpretive studies as a key way of accessing the interpretations of informants in the 

field (Walsham, 2006: 323).  
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3.1.6. Data Analysis  

Data analysis has in fact started during data collection. Data collection and 

data analysis are inseparable since rules of collecting new data and sampling 

procedures were established according to the level of theorization achieved. 

Therefore, the most preferred way to analyze data in a qualitative study is to do it 

simultaneously with data collection (Merriam, 2009: 171). 

reduction and sense-making effort that takes a volume of qualitative material and 

attempts to identify core 

beyond counting words to examine meanings and themes that may be latent in a 

particular text (Zhang and Wildemuth, 2009: 1).  

During data collection, the interviews were transcribed in the meantime by 

the researcher. After all interviews were conducted and transcriptions were made, 

transcriptions were printed out to facilitate analysis by hand.  While transcribing and 

reading the transcriptions, several themes have started to emerge. The transcriptions 

were read over and over again until organizing a list of categories and themes.   

The data were reduced by the coding process to find out themes which are 

summary statements, causal explanations or conclusions of why something happened 

(Rubin and Rubin, 2011: 194). By spending intensive time on reading and 

understanding data and further reading on existing literature, some categories and 

themes showing similarities or differences emerged. Some of the codes appeared to 

be closely related to each other and they usually formed a theme. For example, 

experiential issues emerged as an important theme, and the codes were labeled as 

country experience, product or brand experience and personal experience.  

Data was read over and over again in order to organize new codes or to 

organize data in different ways, and themes were reordered several times until a 

satisfactory composition of data in terms of themes and categories were reached. The 

. Each 

statement was translated into English faithfully. However, to prevent some loss of 

meaning, Turkish version of the statements was also given in Appendix 2. 
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3.2. FINDINGS 

In spite of the huge number of empirical country of origin studies, there is 

scant knowledge about the impact on consumers actual purchase behavior. As the 

literature does not succeed to understand how country of origin operates and how 

consumers use country of origin information in their purchase decisions, this study is 

important to assess subjective interpretations about country of origin to understand 

what it really means to consumers. Country of origin concept is product specific and 

it is obvious that product specific images cannot be generalized to the whole country 

image. The effect varies from hedonic to utilitarian products, publicly used to 

privately used products, high involvement to low involvement products. Agrawal and 

Kamakura (1999: 256) argues that country of origin effect tends to become weaker 

when consumers move close to actual purchases, therefore, to understand its real 

meaning, actual purchase behavior becomes more important.  

Moreover, there is still uncertainty whether consumers use this information 

on their actual purchase decisions. Since the existing literature focused on purchase 

intentions, this research examines actual purchases in detail, by asking their 

consumption experiences in different categories according to product type and 

involvement levels like automobile, electronics (mobile phone, white goods, 

computer etc.), textile (apparel, shoes, home textile), accessories (bags, glasses etc.), 

cosmetics, food (restaurants, desserts) and beverages (alcoholic and nonalcoholic), 

services (banking, supermarket etc.).  

As Pharr (2005) questions whether or not a country of origin effect exists, 

understanding consumer experiences about their actual purchase decisions was the 

major guideline to see whether country of origin had an effect on their consumption 

practices. Before consideration of country of origin effect, it is important to mention 

participants even do not know the brand origin and in most cases brand image take 

precedence over brand origin. 

This research reveals that country of origin effect is product specific, and 

when it exists it becomes one of the important factors that affect product evaluations. 

If country of origin effect exists, it can be analyzed under two way classification; 
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intrinsic and extrinsic effect. The first theme is intrinsic effect which means country 

of origin effect is intrinsically constituted with the individual perceptions and 

attitudes towards brands, countries and past experiences. The second theme, extrinsic 

effect which means country of origin effect is extrinsically constituted with socially 

created perceptions by media, myths and popularity. While intrinsic effect is related 

with individual perceptions, extrinsic effect is related with societal perceptions that 

are directed to the individuals. It is obvious that if country of origin exists, it has an 

influence on product evaluations and purchase decisions. To show and to explain the 

formation of country of origin effect, general themes released in this study will be 

analyzed in detail. 

3.2.1. Intrinsic Country of Origin Effect 

 One of the main theme emerged in this study is intrinsic factors that 

contributes country of origin effect named as intrinsic country of origin effect or 

briefly intrinsic effect. This effect is derived from brand issues, country perceptions 

and attitudes and past experiences. This theme is named as intrinsic since these 

ts. It 

includes individual perceptions and attitudes towards brand issues, countries and 

individual experiences that have a direct influence on country of origin formation.   

3.2.1.1. Brand  

Brand related issues are found to be one of the antecedents of country of 

origin effect and include brand image and brand elements of the product.  

Brand image is one of the brand related issue that facilitates country of origin 

dynamic and innovative brand image strengthens the German image and country of 

origin effect. For instance, a German car signifies higher quality, durability, strength 

and the best car image. Since the quality is the most important factor that has greater 

effect on purchase decision, a German car is perceived as extremely high quality 

because of the overall perceived quality of all German car brands as Levent and 

Umut stated: 
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Levent: When we consider German goods such as Audi, Porsche, Mercedes, 

Bmw, Volkswagen etc. the average quality of each of them creates the 

perception of the quality of German products. You know, it creates the 

perception that the car or sub-industry products from Germany are of good 

quality. (S1) 

Umut: Due to the fact that the quality and the success of all the other cars 

from that country, I prefer the Germans in this matter. (S2) 

These statements also support the summary effect of country of origin that 

leads generalization about products and brands with identical country of origin have 

very similar product attributes (Han, 1989: 223). Perceptions of a specific German 

brand, affects the perceived quality of the other German brands. This perception is 

communication may also change country of origin perceptions as Reierson (1967: 

386) showed the influence of communication and promotion devices on altering 

country of origin biases favorably.  

Brand elements is another brand related issue that are highly associated with 

country 

elements such as brand name, logos and symbols, packaging and slogans (Keller and 

Lehmann, 2006: 743). Brands are emphasizing the country of origin in their names 

and slogans as a 

with France that is intensely emphasized in the advertisements by means of 

marketing communications. As consumers make inferences about the quality of the 

product by evaluating country of origin; brand name that is associated with a specific 

country facilitates the evaluation process. For i  

Japanese. I had merely known it was Far Eastern, i mean, it seems from its 

name. I said that they must have accomplished, the weather conditions were 

tough so they must have done well, thus I bought. (S3) 

conditions in terms of producing air conditioner. It is obviously seen that brand name 

is signifier of country of origin and consumers use this signification for product 

evaluations, especially for product quality. In the same vein, in cosmetic sector, 
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t it. For 

look at it. (S4)  

By means of stereotyping effect, French brands are mostly preferred in 

cosmetics and brand name plays a substantial role in cosmetic product evaluations. 

French brands, but when it comes to cosmetics, she associates French with luxury 

and she prefers to use only French cosmetics. This result supports previous research 

of Leclerc et al. (1994) which links French-sounding brand name and hedonic 

product evaluation. They also found that French names possess exclusive 

associations with hedonism. In the same vein, Thakor and Katsanis (1997: 90) stated 

that the prestige of Chanel brand name depends on associations with France or Haute 

Couture. French brand names has different meanings as Berger (2010: 98) explains 

brand name signification as French products suggest sophistication, sex and elite 

culture, likewise Italian products suggest luxury and refinement. As Italians are 

famous with designers in fashion, when participants were asked about their desired 

apparel brand, most of them pronounced Italian brand names since they have high 

quality brand image. As a result, a brand name may be associated a specific country 

and it signifies something more than quality; it also signifies meanings like 

country of origin, as is seen, has also symbolic meanings and consumers use country 

of origin as a sign that gives information about not only the quality but also the 

meanings.  

As a summary, it is found that, brand related issues like brand elements and 

brand image, which are generated by brands themselves with their marketing efforts, 

are important determinant of country of origin effect as it facilitates the product 

evaluation and decision making process. Since brand preferences are very important 

factor in consumer purchase decisions, this theme is inevitably prominent in country 

of origin effect formation. It is important to note that brand image has an influence 

on creating the general country of origin image by means of summary effect. It helps 

to form beliefs and national stereotypes about the countries

MW

constitute German stereotypes of automobiles. Marketers try to reflect this created 
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image by using it in their marketing efforts and their brand elements to take the 

on creating country of origin images by the help of summary effect and the other 

brands reflect this established image by their brand elements to influence the 

consumers with established country of origin image.  

3.2.1.2. Country  

As country image is the other main antecedent of country of origin effect, 

consumer perceptions and attitudes towards countries are come into question as 

another important intrinsic factor. When considering country of origin, in this 

(country of manufacturing) origin, become prominent. Consumer perceptions of 

origins in terms of country stereotypes and consumer attitudes towards countries in 

terms of beliefs, feelings and behavior are determinants of this country theme which 

are in agreement with country image dimensions (cognitive, affective and normative) 

in the literature. In the next section, this theme will be explained in reference to three 

subcategories.   

3.2.1.2.1. Country of Origin  

3.2.1.2.1.1. Cognitive Category 

Since participants were asked about their consumption experiences in different 

categories, all product categories includes country specific perceptions by name of 

stereotyping and beliefs about brand origins. For instance,  

Aysel: There is a belief that German cars are more powerful. (S5) 

Didem: Frankly, Japanese are better at resolution, camera and image. (S6) 

Levent: Now, just like the German cars, we also know that the watches from 

Switzerland are high quality. (S7) 

Neriman: The Italian glasses are beyond argument. (S8) 

 

Levent: For example Brazilian coffee, I blend Ethiopian and Brazilian coffee, 

because Ethiopia is of high quality in terms of coffee. (S10) 
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 Country stereotypes can be easily seen in some product categories and it 

signifies not only quality, but also reliability. For instance when considering 

automobiles, the superior perception of German car signifies reliability and trust as 

 

Gizem: For example, I would like to buy Audi as I trust German quality. I 

have such an image in my head, if Germans make it, it must be good. (S11) 

Mercedes, it is not the point, the point is that this gives me such a feeling of 

trust.  (S12) 

 The study reveals that trust is the main determinants of automobile purchase 

decisions. Stereotyping about perceived quality of German cars builds this trust, 

brand image strengthens it and then it facilitates the consumer decision making 

process. A preference for German cars might be explained by the match between the 

perceived strengths of Germany and the skills that are needed for manufacturing the 

automobiles (Roth and Romeo, 1992). Consumers may prefer a specific country as 

an origin for specific products when they believe there is a match between country 

and the product.  It is also same for cosmetics: 

nstance, it seems as if Russia cannot produce it, just 

French can do it, they have been doing it for a long time, I mean luxuries 

goods are always from France and I have a feeling that they produce it well.  

(S.13) 

re developing their products in the 

laboratories in France... I think that France is the number one in cosmetics 

business. (S.14) 

 

that the French are good at cosmetics and they become famous all over the world 

with high quality cosmetic products. There is also summary effect that makes 

participants generalize the quality to all French brands in this category. Moreover, 

after using a specific product, consumers begin to identify its country with other 

products of the same product category from the same country as Gizem mentioned: 

Gizem: When a Korean technological product is introduced, I directly 

identify it with Samsung. I may think that it was Korean then this also has the 

same quality, for instance. Or again if Americans introduce a phone, I 

compare it with Apple at once and I would like to buy it, so such a change 

may occur. (S15) 
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 Therefore, this finding is in line with previous studies in the literature that 

country image sum

affects attitudes towards the brands as consumers become familiar with a country's 

products (Han, 1989: 228). It provides identification of quality to the other products 

from the same country.  

 The study reveals that the underlying reason of purchase behavior is trust. To 

the degree that a country gives consumers the impression of being reliable, 

consumers trust their products. German automobiles, French cosmetics, Swiss 

watches, Italian design and fashion, Scotch whiskey, Belgian or Dutch beer, Japanese 

electronics etc. have superiority in these categories in terms of stereotyping and they 

develop trust of consumers and facilitate product evaluations. As cognitive 

dimension of country of origin is about country perceptions and beliefs in the 

literature, this category is supporting this view. Consumers use country of origin 

information with cognitive processes in their product evaluations.  

3.2.1.2.1.2. Affective Category 

 Besides country stereotypes, country attitudes are the other main determinants 

of this variable. Consumers have beliefs, feelings and behaviors towards specific 

countries that have an influence on their product evaluations. Participants were asked 

about countries that they have negative and positive feelings. For instance, France is 

brands unfavorable. For instance: 

 France is very antipathetic. So I only get a facial cream. I buy 

French brand but except that, I dislike Renault and Carrefoursa as well, it is 

eat their patisserie compulsorily, I mean, being French has an influence on it. 

perfumes, they seem very luxuries to me, so it seems like impossible that I buy 

a down worth thing from them. If I will buy something from them, I should 

buy luxuries. (S16) 

Didem: I dislike the French, to tell the truth, I definitely dislike the people. 

Peugeot cars, for instance, ok, they are used very often commercially but as I 

dislike the French, I would never buy a Peugeot car. (S17) 

prefers to use only their cosmetics. She has a general tendency for not buying their 
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products. Likewise, Didem and Eda have negative attitudes towards French products 

since they do not like the French. When considering the USA, a negative attitude 

also arises when participants were asked about countries that they negative feelings. 

For instance; 

Eren: 

We say that we are contributing to capitalism but yet, there's nothing to do. 

Damn this technology! (S18) 

Zeynep: There is America but as America is a dream for each of us I cannot 

consider America in this category. (S19) 

Kerem: Actually I am not against the American brands but I realize that I 

behave in this way since I am uncomfortable with its positioning in Turkey. 

Because there are also reflections of American business life, they prioritize 

financially, like the right to sell at high prices if brand value is strong or on 

the contrary if brand value is weak, prices are at the bottom, like McDonalds, 

 

This American case is different from the French case since the attitude is at 

the level of beliefs and feelings towards the country. When it comes to behaviors, it 

is seen that, negative attitude has not a direct influence on product decisions since 

mostly preferred brands of these participants are American. However, in French case 

 

Besides these negative attitudes, American brands gained popularity in 

Turkey after 1980s by the help of free market economy and import policies. Bali 

(2001) showed the evolution of Turkish consumer society using foreign, especially, 

American brands when creating their consumer identity. Ger et al. (1993) also stated 

that status brands are mostly foreign in Turkey and consumption of foreign products 

is highly desirable since they represent Westernization. This is also supporting the 

results of Batra et al. (2000) which have found consumer's admiration of the 

lifestyles in economically developed countries. They suggest that consumers in 

developing countries use the country of origin as determining a brand's desirability 

for symbolic, status-enhancing reasons in addition to its overall product quality.  

Therefore, this is an undeniable fact that countries signify not only quality but also 

social symbols like Westernization. Consumers may use this sign in their identities 

and lifestyles.  

Consumers also have country specific favorable attitudes which are named 

consumer affinity (Oberecker, 2008). There is a general sympathy and positive 
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attitude towards Germany and South Korea as Turkish people have emotional and 

historical bonds with these countries. For instance, Ahmet, Eren and Didem indicated 

for their affinity towards Germany as:  

history is very old. There was Yavuz Battleship in 1900s, these men made this 

battleship which caused us to participate in the World War I. Can you 

-years old Ottoman 

Empire. (S21) 

Eren: It is mainly related with Germans being hard working and doing their 

jobs properly. There is a thought in my mind coming from the past. In the 

simplest term, car. In technology, they are super. They have Mercedes, Audi, 

Volkswagen, BMW, these are proper brands, hardwor

let their products produced here and there, they produce them themselves. So, 

I prefer Germans, of course since I was born in Germany, it has an influence 

on this. (S22) 

the Nazi-era 

but still it seems like we have an affinity, you know Turkish people are living 

there, it still has a sympathy. (S23) 

Germany has positive image among Turkish people as Turkey has so many 

citizens that migrated to Germany in the past. Due to German Turks and German 

products which are brought by them, Turkish people have positive attitudes towards 

Germany. Moreover, German image is strong and goes back to the history in Turkey 

as Ottoman Empire and Germany were part of the Central Power during the World 

War I. Most of the Turkish people have German admiration coming from the past 

and this admiration is strengthened by its superiority in engineering. Moreover, 

German discipline and sedulity has an influence on general beliefs about the country.  

In a similar vein, Turkish people have also emotional bonds with Koreans as Ahmet 

indicated:   

Ahmet: We have an emotional sympathy towards Korea, Turks are emotional, 

Korean War etc., they applauded our national team, so to speak they pumped 

them up, so to speak; we have a sympathy towards Koreans, Koreans have a 

sympathy towards us. That emotional bond may be influential, I mean, maybe 

not their car but another product of them may be bought. (S24) 

that the 

consumers feelings toward a country may be a consequence of historical events and 

they may influence the use of country of origin in product evaluations. However, 
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these attitudes depend on not only history of cooperation between the home country 

and a foreign country but also idiosyncrasies, such as family relations, international 

friendships, or vacation memories (Verlegh and Steenkamp, 1999: 525). This also 

image 

comes to memories, country and product experiences become important as they are 

crucial determinant of country of origin effect. These experiential issues will be 

mentioned in detail later. It is important to mention that, although there is positive 

feelings towards a country, consumers do not tend to buy high involvement products 

from that country if it has an unfavorable or negative country of origin image.  

3.2.1.2.1.3. Behavioral Category   

When considering affective and behavioral aspects of attitudes, it is inevitable 

to encounter with consumer resistance and boycotts. For instance:  

Eren: We boycott countries from time to time, but then we come back again. 

For instance, there was Carrefour, it happens from time to time but what 

happens, Turkish people are absent minded, we are absent minded, we forget 

going. (S25) 

Boycotts may have social and political reasons as it is seen in Carrefour 

example. After Armenian Genocide was accepted in French Parliament, Turkish 

consumers began to protest the French and boycott their products and brands. 

Likewise, there is a negative attitude towards Jewish brands. Zeynep reported that 

she stopped using scarves of Vakko brand when she learned the company owner is 

Jewish and she indicated the reason as: 

Zeynep: Those that happened in Palestine comes to our mind, what Jewish 

ce it is antipathetic. (S26) 

This negative attitude towards Jewish and Israeli brands is due to the 

Palestine problem since Palestinian people are Muslim. This boycott is inevitably 

 

Didem: I wish not to prefer Israeli products. I dislike the Jews, you might call 

their products either. (S27) 
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 However, when considering Israeli brands, there is a misunderstanding about 

country of origin since some of the participants gave American brands as an example 

of Israeli brands such as Coca Cola, Ariel, and Nestle etc. When they were asked 

about which Israeli brands they do not use, they stated that:   

there are many different types within the scope of Coca Cola products, you 

e I 

am not successful in not consuming that, but when it comes to detergents, I 

try to not to buy Ariel. (S28) 

Didem: There is Ariel, Nestle, Algida. (S29) 

Fatih: Coca Cola, I know. Then McDonalds, Burger King etc. I know that 

many of these well-known brands are Israeli, one or two may not be.  (S30) 

As several researchers Liefeld (2004), Samiee et al. (2005), Balabanis and 

Diamantopoulos (2008) claim that consumers have limited knowledge of the brand 

origins, this study shows that they might have wrong information about the origins. 

By means of media, especially by means of social media, social fact-events are easily 

expandable in the society. Because of created societal influence, most of the people 

believe what is shown in media. The lists that show Israeli brands and their 

supporters were shared in social media during Israeli attack to Palestine to make 

people boycott Israeli brands. The brands such as Cola Cola, Ariel and Algida were 

in those lists and this reveals that Zeynep and Didem were influenced from that 

sharing. This result is also in line with Izberk-

brands in Turkey. She demonstrated that low-income and religious Turkish 

-

the thought that they are killing Muslims in Palestine and Iraq. 

Religious affiliation has found to be an important factor that determines 

behavioral attitudes towards countries. Besides the boycotts, some religious 

participants have also negative attitudes towards foreign brands. Especially for food 

consumption, they prefer local products since they believe they are halal. Three of 

the participants - - were veiled woman and defined 

themselves as religious. They emphasized the halal-haram distinction in their 

consumption practices as:  
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when I thought as they are halal or haram, local brands seem like more halal, 

perhaps they are in the same level but I would prefer local brands when food 

is concerned. (S31) 

Gizem: And also deserts, for instance, there may be wine, it influences me 

therefore it seems as if Turks make more halal. (S32) 

As religious affiliation might be a predictor of consumer behavior, it causes 

interpersonal variation in consumption patterns (Hirschman, 1983: 51). Because of 

its direct effect on attitudes towards countries, religion is a determinant of intrinsic 

effect that contributed country of origin effect. Especially, when considering halal-

haram issue, the preference of local brands becomes prominent.  

3.2.1.2.2. Manufacturing Origin  

Besides country of origin, country of manufacturing has also substantial 

effect on purchase decisions. Generally all of the participants are aware of the 

difference between country of origin and country of manufacturing. Surprisingly, 

most of them consider country of manufacturing -not country of origin- to make 

inferences about the quality of products. Participants made comparison between 

countries to infer the quality of products produced in these countries. For instance, 

These perceptions become determinant of attitudes towards countries as well, in 

terms of country beliefs like: 

seems like something will be missing. Therefore, I keep away from Chinese 

goods a bit. (S33) 

Levent: 

China is not a disadvantage in terms of quality, I use it, but some countries 

for instance, the products coming from India create a lower quality 

perception. Likewise, although the products from Indonesia and Malaysia 

have higher quality than most of the products that we bought, they evoke a 

lower quality perception. However, for European brands, there is no 

difference because European standards are definite. (S34) 

Neriman: 

cannot wear. (S35) 
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Aysel: T-shirt costs 48 liras. I say that this is already 

made in India, what is the reason it costs 48 liras, so automatically a 

perception occurs. Since this is made in India, it is produced with a cheap 

labor and even people were exploited. So I am in the position of buying this 

very low-cost product with a very high price just because it is X brand. For 

that reason, on such occasions, I would prefer to buy from bazaar. (S36) 

 By the help of globalization, companies increasingly use underdeveloped or 

developing countries for manufacturing their products in order to minimize their 

production costs. Most of the participants are aware of country of manufacturing 

strategies of the companies. Country of manufacturing also makes participants to 

think and criticize about the unethical practices of companies. It causes consumer 

resistance and leads to anti-consumption practices. The findings support the 

phenomenon of country of manufacturing which directly affects the attitudes. This 

study also reveals that, strategic acquisitions have an influence on consumer attitudes 

as Volvo was acquired by Chinese company. Umut mentioned this issue: 

Umut: It changed when I learnt that Volvo had been sold to the Chinese. If it 

had been sold to the Germans instead of the Chinese, I would not have 

thought in this way but there is change in perception as it was sold to the 

Chinese. I mean, personally, I would keep away from Volvo, I wouldn't buy it. 

(S37) 

 

has an unfavorable country image. Therefore, an unfavorable country of 

manufacturing image may damage a favorable brand image and it directly affects 

way.  

 Country of origin also becomes a determinant factor when consumption 

 

Eren: I have a 8,5 years-old daughter, we pay attention to her toys that they 

were not "made in China". We pay more attention to such products which are 

not cancerogenic and do not include plastics when we buy for our daughter.  

(S38) 

 th textile business, she has 

a special interest on where textile products were made in because of their family 

business. She indicated that after visiting China in order to find a producer, her 
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production 

capabilities of Chinese producers and quality of products. She also stated that: 

businessman; we check where it was produced, instead of where it is from, we 

check where it is produced. (S39) 

 This statement also shows how country experience and work experience 

affect consumption decisions and it explicitly supported that in textile sector, country 

of manufacturing is more important than country of origin.  

3.2.1.2.3. Ethnocentrism and Nationalistic Feelings 

 When considering attitudes towards countries, ethnocentrism and nationalistic 

 the 

quality products have this sign. The most critical one is stated by Neriman who had 

lived in America for 15 years. 

re it was made in, 

because America makes everything subcontracting. For instance, the best 

quality shirts of Banana Republic Brand are made in Turkey. If it is made in 

Turkey, buy it. Products that are made in Turkey already have higher prices 

than others but we are still using them, they are so strong as a stone but 

offer to the Turkish market. Look, local products are very good, but if it is an 

export product. (S40) 

 She also mentione

meaningful in abroad as she was homesick. She criticizes the quality of Turkish 

products in Turkish market in comparison with the USA market. She does not only 

perceive them as lower quality for Turkish market but also she complained about the 

expensive prices in Turkey.  

 

in the market and it affects cons

tendency among participants to prefer local brands as ethnocentric and nationalistic 

feelings dominates consumption decisions. National identification which is a social-

psychological motive for home-country bias is also found in this study. It is also an 
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antecedent of consumer ethnocentrism since consumers find their own group more 

favorable (Verlegh, 2001) which has an influence on consumer preference for local 

and foreign products (Shimp and Sharma 1987).  

Kerem: It irritates me to go to an American fast food chain in Turkey or I 

of nationalist feelings. (S41) 

any local 

position. Therefore, we are a bit sensitive. (S42) 

Umut: There is one local firm among the brands we work with for example; 

we particularly pay attention to work with that firm. (S43) 

 Being Turkish facilitates the consumption decision as most of the participants 

development since consumer ethnocentrism is regarded as an economic motive for 

preferring domestic products to foreign alternatives (Verlegh, 2001: 53). Especially, 

when participants asked about their jeans preferences, a general perception about 

this Turkish brand considering its success in international markets. For instance, 

Aysel stated that:  

Aysel: Contrary, I prefer Mavi Jeans as jeans. Because first of all, its jeans 

are very comfortable, its denims are very good, and also I see it as our pride, 

and you enter the store with Mavi Jeans. For instance that was an impressive 

moment for me and I said 

but they could exist with a jeans brand in such a place like America. I see 

Mavi Jeans also as our pride. Therefore, I want to invest to the brand as a 

consumer, I have such a motivation also that if I will buy I should buy Mavi 

Jeans, I am satisfied with its products and it is our first baby. I have 

(S44) 

 Although she does not define herself a nationalistic person, in-group 

favoritism - that is a tendency to treat in-group members more favorably than out-

group members (Yamagishi et al, 1999: 162) - arises when it comes to Turkish 

brands. This experience also makes her proud of her own country as Mavi Jeans 

becomes successful in the USA where jeans are associated with American culture. 

Furthermore, due to Turkey being an important producer of textile industry, all the 
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participants tend to prefer local brands rather than foreign brands in textile products. 

The results seem to be consistent with the study of Botschen and Hemettsberger 

(1998) who found that consumers associate country of origin not only to product 

quality, but also to feelings of national pride. In summary, for the participants in this 

study, if there are Turkish brands in a given category, there is a general tendency to 

prefer the local brands since it is necessary to buy local for economic and industrial 

development as a consequence of consumer ethnocentrism.  

 This study also reveals that Turkish consumers also have negative attitudes 

towards Turkish companies whose country of manufacturing is China, rather than 

Turkey. Ethnocentric participants emphasized that Turkish companies should 

produce their products in Turkey in order to contribute to national economy.  

Didem: To tell the truth, since I always prefer having local in Turkey and I 

want to contribute to national capital, I would prefer a Turkish product which 

It means that since they are worried about labor costs they are now grown, 

there is no need. (S45) 

Levent: I wish Turkish brands were produced in Turkey. If they were 

produced in Turkey, I would prefer them more than Turkish brands produced 

in China. Why? Because, to produce in China means moving production 

facility, attempting road costs and offering this in Turkey. This seems a bit 

a Turkish brand is produced in Turkey, this increases employment here, 

imp

might be within my preferences because they produce here. Of course this is 

in terms of product quality and the products I like, but if they completely 

move their production to China, I wouldn't buy. (S46) 

 This result is also very interesting as it shows country of manufacturing is as 

important as country of origin. Especially in some situations that previously 

mentioned, it is even more important since it signifies the production quality. 

However, these two statements reflect intentions rather than their actual behavior. It 

is important to note that, when considering actual behavior, there may be other 

moderating factors like price, brand etc. that has an influence the final decisions. For 

instance, Levent also indicated that his cellphone is a made in China product 

(General Mobile) because of its cheapness. Therefore, the product price and 

consumer affordability has an important role while transferring attitudes to the actual 

purchases.  
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 In parallel with the existing literature, the stereotyping effect of country of 

origin is inevitably aroused in this study. However, country of origin affects not only 

consumer perceptions but also consumer attitudes by means of beliefs, feelings and 

behaviors. Three dimensions of country image in the literature - cognitive, affective, 

and normative - are observed in this study as they are the important determinant of 

country theme that generates intrinsic country of origin effect.  

3.2.1.3. Experiences   

Experience is the other important factor that determines intrinsic country of 

origin effect. As experiences are main determinants of behavior, country experience, 

product experience and personal experiences are directly leading country of origin 

effect. When considering country experience, most of the participants have overseas 

experience and they generally indicated that countries, which they have been, had 

Particip  

By reasons of past experiences, attitude change may occur positively or 

negatively after visiting the country and they also developed negative attitudes 

ducts and brands.  

Country experience has an influence not only on perceptions and attitudes but 

also on behaviors. It is observed to lead change in consumption behaviors. For 

instance;  

Kerem: But among the countries that I have been, if I haven't been to 

Belgium, Belgian beer would not have been so important for me. (S47) 

Levent: I got accustomed to coffee culture in North America, taking coffee 

 

Moreover, it evokes feeling and memories by creating emotional and 

historical attachments. Since these attachments reinforce the effect of country and 

product experience, they become significant determinant of intrinsic country of 

origin effect.  

Neriman: It is the one of my happiest places. When I am in Starbucks, I feel 

myself in Washington DC, I feel at home. (S49) 
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Aysel: My encounter with Skagen was not in Turkey, it was in America. My 

mother had bought it as a present when I was in masters. Skagen brand 

watches are very important for me, because it is like a family tradition. In our 

family Danish watches were brought for our first graduation and so on. This 

depends on tradition. (S50) 

Aysel: For me, there are some foreign places that are associated with my 

good days and good feelings. Some foreign brands like Starbucks. For 

instance, recently when we went to Istanbul, we saw a restaurant while 

and it has opened in Istanbul. The places that we associated with those 

special days, or where we remember our good days and the things we miss, 

and of course the place we loved its taste. (S51) 

 

products, but also it may affect and motivate them to use other brands that consumers 

encountered during the country visit. Therefore, good memories become 

consumption practices as Gizem emphasized:  

Gizem: I love England and London the most, for instance when I came back 

here, I directly searched for Caffe Nero. Maybe it was not an English brand 

but as I loved England, such a perception arose. For example, it has a very 

good environment when we are drinking coffee for example. When we went to 

Istanbul, immediately I went there and I felt as if I went there in England, and 

I wanted to enter. (S52)  

 

Chinese producers as he stated that:  

Ahmet: Chinese also say that they could produce what quality you wanted, 

how you wanted. I did business with China as well. They are following 

extremely. Their business orientation is very high, motivation is very high, 

and there is an incredible desire, they make an effort to do something. (S53) 

 Kerem also indicated that he would not want to buy a car produced in 

Hungary due to its low quality image that was not reliable after he visited Hungary 

nce with a German company leads positive 

beliefs about German work discipline and she generally associates it with quality of 

German cars as she stated: 

Didem: I want to work in a German company, the place I did my internship 

was also a German firm and there was a system. It had a manner of work, 

there were standards for everyone, these were clear, and it was clear who is 

supposed to do which job. I like this and I like their working order as well. It 

is a kind of working strategy and I really like such things. (S54) 
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 Besides her internship experience, the participant had knowledge about 

technical characteristics of a car as her father is a seller of spare parts. Therefore, she 

has technical knowledge about the cars and she emphasized the importance of 

customer service in this sector. She found Germans more reliable and more 

comprehensible. Her desire brand is Skoda, which is her actual car brand as well, and 

she emphasized that she has been using Skoda when it has first entered the Turkish 

market. She relies on the quality of the car and believes that Volkswagen has also 

its brand portfolio.  

 As is seen, in addition to this country experience and work experience, 

product experience is the other important determinant of perception, attitude and 

behavior change. After using a product of a specific country, consumer preferences 

products had changed positively after experiencing the product quality. Neriman 

stated that she would not buy a Japanese car again as she has a negative Japanese car 

experience and she has negative attitude towards Japanese cars. Not only previous 

car experience has an influence on a new car purchase decision, but also an accident 

experience has a considerable influence on automobile decision as Ahmet 

mentioned: 

-and-go. My whole image about Hyundai was 

that image. (S55) 

 negativity 

bias, which means negative events, are more salient than positive events in most 

situations (Rozin and Royzman, 2001: 297) and it has a substantial role in 

consumption decisions. As explained before, country experience has a substantial 

influence on perceptions and attitudes towards the products but whether it really 

leads to a purchase decision is questionable. Ahmet mentioned his England 

experience as:  

but I have a coat that I bought from there. When you look you will have 

there. (S56) 
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it is shown in Table 3. During the country experience, nationalistic feelings may arise 

own country in terms of national identification as it was mentioned before in country 

 

 For instance, in textile, it has happened to me many times when I was 

abroad that when I see a T-shirt, blouse something like that and think it is so 

me. (S57) 

Aysel: There is a home textile brand called Hotel Collection. They have 

products for upper-middle income level of America; all of their bedclothes 

are produced of silk-cotton mix, they are very soft, their towels are very soft. I 

learnt that Hotel Collection 

produced all of their products in Turkey. Even a small towel is sold for 50 

liras for example. We buy it cheaper here. Then it has developed. It has 

affected us more when we were abroad that "made in Turkey" was written. 

(S58)  

 As was pointed out in previous part, nationalistic feelings and national pride 

become prominent in country experiences. Especially, when participants had lived 

abroad for long years, their nationalist feelings arise because of homesickness. 

 and Neriman had lived abroad for long years, and these feelings can 

be easily recognized in their statements of their foreign country experiences. 

country experiences, this time, it is seen that they have also a longing of foreign 

countries that they had lived before. They remembered their country experiences and 

they associated some brands with their good memories.  

 This study reveals that consumer personal and work experiences with a 

country or with its specific product have a substantial role in consumer impressions 

about countries. This result corroborates the ideas of Martin and Eroglu (1993), 

Verlegh and Steenkamp (1999), Dinnie (2008) who emphasized the importance of 

direct experiences in the formation of a country image.  It is obvious that these 

country of origin evaluations are mostly based on their experiences.  However, it 

may not be transformed into purchase decision every time. In some cases, it is 

directly affect perception and attitudes.    
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3.2.2. Extrinsic Country of Origin Effect 

Consumers have direct and indirect interaction with country of origin 

information about products and brands. While intrinsic effect involves direct 

interaction, extrinsic effect involves indirect interaction with countries and their 

products. Extrinsic effect is a concept that has created meaning constructed by other 

determinants like media, myths and popularity. This indirect effect creates 

identification between countries and products. This theme is named as extrinsic 

because these factors are not directly related to individual perceptions, it is rather a 

social influence directed to the individuals. Moreover, extrinsic effect is also an 

important determinant of intrinsic effect. Three antecedents, media, myths and 

popularity that have extrinsic effect on country of origin formation, will be analyzed 

in detail in the next parts. 

3.2.2.1. Media 

Advertising, word of mouth, and information that are spread through various 

media provide consumers country of origin information and it is processed and 

stored in memory, and retrieved when consumers make product evaluations 

(Verlegh, 2001: 52). This study reveals that media elements like soap operas and 

films, social media, news and word of mouth about brands and countries provide 

identifications and they have an influence on product evaluations and purchase 

decisions. It largely builds emotional, historical and cultural attachments to brands 

and countries. Since the most effective media tool to reach most of the consumers is 

television, it has an important role on showing specific country image. It provides 

identification between products and countries. For instance, Aysel and Zeynep 

indicated:   

Aysel: For me, sneakers are identified with America, because since our 

childhood, we grew up with watching a generation with jeans and sneakers in 

Beverly Hills TV series. Hence, I think they were identified with American TV 

series. (S71) 

Zeynep: We have always seen in the films that Americans took their coffee in 
the morning and they were going somewhere. This desire might come from 

there because we first saw those paper cups in those films. (S72) 
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This finding also supports the idea that consumers in developing countries are 

seeking to emulate the Western consumption practices and Western lifestyles, and 

they are purchasing the brands that they are exposed to through movies and TV 

channels (Batra et al. 2000: 85). By the help of soap operas and films, the American 

lifestyle is marketed to Turkish consumers and their consumption practices were 

significantly affected by the desire to have similar lifestyles in 1980s (Bali, 2002: 

31).  

Besides American Westernization, there is also sympathy towards Far East as 

Korean soap operas and Japanese Anime characters are very famous among Turkish 

youth as Eda stated: 

Eda: Recently, I have a sympathy towards South Korea since I have been 

watching their TV series. (S73) 

Not only on television, but also on internet and social media, it is possible to 

encounter a lot of news and information about countries and their products and 

brands. This information provides either favorable or unfavorable country images. 

Besides the positive effect of media on consumption practices, it has also negative 

effect on consumption in terms of boycotts. In shaping consumer actions, negative 

word of mouth is more effective than positive word of mouth. For instance, recently 

there were a boycott towards Israeli brands about Israeli Palestinian conflict and 

inhuman attacks in Gaza, between Jewish and Muslim people.  

Eda: Recently, for instance, what came up, Israeli products, I guess, it spread 

over too much in media and I was affected. Afterwards there were news that 

they were funding terrorists, thus I pay attention not to buy those products. 

(S74)                         

Zeynep: It had an influence on house cleaning products. A list was published 

and I paid attention to that. (S75) 

There were lists, which were shared in social media, show the Israeli brands 

and the brands that support Israel. As mentioned before, participants learned that 

some brands such as Coca Cola, Ariel etc. were Israeli brands. Even if the brands in 

the lists are not Israeli, a general perception is immediately created towards those 

brands and it was very effective in order to change consumer attitudes towards those 

brands. When it comes to religious beliefs, Turkish consumers become more 

sensitive since most of them are Muslims. 
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Rumors also have a role in forming negative word of mouth (Tybout et al., 

1981) and changing consumer attitudes as it is seen in the case of Israeli brands and 

its supporters. This study also reveals that, negative word of mouth towards specific 

countries spread over immediately but it is not very effective since Turkish agenda 

changes fast and Turkish people forget about the resistance and they do not maintain 

the boycotts as it is seen in French boycott.  

Besides these political and socio-cultural effects of media, it has also an 

influence on consumers by providing news about companies that changes 

perceptions and attitudes. For instance,  

Gizem: 

 

Umut: It changed when I learnt that Volvo had been sold to the Chinese. If it 

had been sold to the Germans instead of the Chinese, I would not have 

thought in this way but there is change in perception as it was sold to the 

Chinese. I mean, personally, I would keep away from Volvo, I wouldn't buy it.  

(S77) 

 In the previous case of Israeli brands, media has an influential role to 

 

informational role that provides information about the company. Therefore, media 

has a greater influence on consumer perceptions and it provides attitude and 

behavioral change in accordance with perception change as it reflects information 

about countries and their brands.  

Media has an influence not only on beliefs but also feelings and behaviors. 

Media provides indirect experience with countries and theirs citizens (Verlegh and 

Steenkamp, 1999: 526) and it also provides the experience of others (Jaffe and 

consumers develop their country beliefs about products through their direct 

experiences or media exposure about products originating from different countries. 

With these indirect experiences by media exposure consumers generate attitudes 

towards countries and their products and brands.  
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3.2.2.2. Myths  

 

Myths are modern cultural phenomena socially created by society by added meaning. 

When considering modern myths about countries, it is inevitable to mention their 

effect on consumption decisions. For instance myth about Chinese products and its 

unfavorable image about low quality have a negative influence on product 

evaluations.  

Eda: China has already been pervaded as of poor quality, also because of its 
cheapness; everyone has a negative attitude towards their products. (S78)  

 On the contrary, modern myths about German cars and their favorable image 

also contribute to country of origin effect as it is seen in the below statements: 

Didem: Indeed, it is related to the trust that car and the brand gave but 

Germans always think themselves superior, therefore, the whole world accept 

them in this manner. (S79) 

Zeynep: Well, there is a common belief that German cars are durable, good. 

(S80) 

Aysel: There is a belief that German cars are more powerful. (S81) 

Eda: There are rumors among people saying that it has higher quality (S82) 

Ahmet: There is a German image worldwide, it is extremely important. (S83) 

 By means of created myths about German cars, there is a general belief about 

German durability, quality, superiority and it is widely accepted all over the world. 

Furthermore, these beliefs reinforce the popularity of German brands and it becomes 

another important determinant of extrinsic country of origin effect in this product 

category.  

 American myth is also declared by one of the participants that American 

companies try to make uniform world by adapting American economy, American 

culture and consumption practices all over the world. He also believes that global 

companies dominates world in order to minimize nationalism.  

Ahmet: It is not simply a product and its consumption, there is a terrific 

nomy, American culture, and 

They put something into it that increases appetite and when you eat them you 

become addicted. You eat and then you become obese, then diabetes occurs. 
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And then American firm produces diabetes medicines; blood pressure occurs 

it produces blood pressure medicines. There is no domestic capital in 

medicine anymore; maybe there are some firms like Mustafa Nevzat, most of 

them have gone, 90% has gone. All medicine is imported. Recently, I saw in 

the excessive growth of capital leads consumption behavior in the world to 

one direction. It decreases the variety, it will, I mean, a uniform world, what 

are we going do with a uniform world? (S84) 

Ahmet: International firms are affecting our intellectual formation, I mean, 

they build, they determine it. Through various foundations, various 

l, the one that is too 

nationalistic is eliminated. (S85) 

 It is obvious that, consumers encounter many myths consciously or 

unconsciously and their perceptions and attitudes are affected by these myths 

especially myths about specific countries such as China and Germany. 

3.2.2.3. Popularity 

 Popularity is the last determinant of extrinsic country of origin effect. 

Although myths and popularity are created by media, they are analyzed separately as 

they are also created by society. When participants were asked about their actual 

American brands and the influence of their popularity in the shoes category as: 

brands are generally more popular, they create fashion. Especially about 

sneakers, they are not fashionable, they create fashion. (S86) 

  Likewise, Fatih has similar beliefs about America as he mostly preferred 

 

Fatih: As America is the super power in the world, it is the biggest impact, 

you know. You rely on America more than the other countries. First of all, it 

in the world. (S87) 

 Their answers were very fruitful to understand and reveal the created societal 

effect that constitutes country of origin effect. By the help of free market economy, 

culture and American style became popular among Turkish citizens who admired 
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western lifestyles and Turkish market became Americanized (Bali, 2010: 19). For 

of origin evaluations and consumption decisions.  

 There is also a general belief about German durability, quality, superiority 

and it is widely accepted all over the world and in Turkey as well. Furthermore, these 

beliefs reinforce the popularity of German brands. Some of the participants 

emphasized the popularity and top seller position of German brands in Turkey as: 

Ahmet: German cars are sold very much in Turkey. (S88) 

Fatih: German cars are mostly used in Turkey as well. This is the most 

effective factor. (S89) 

 However this popularity may give rise to negative attitudes towards the 

products and brands as Kerem indicated:  

Kerem: When it comes to country decision, German cars are in the forefront 

contradiction. Things which are the forefront or let's say the things that 

people buy with an easy decision, something popular, only bought with 

give it for a Japan brand or I can buy an Italian car with more money. Hence, 

then the brand becomes important to me because since car is something that I 

buy a Volkswagen just because I can sell it too easily as a second hand, it is 

trustful anyway, etc. (S90) 

 He resists buying popular brands as he thinks that it is an easy purchase 

decision. His preference may be a Japanese car or an Italian one, not a popular 

German car. Being against popularity might show the need for uniqueness and this 

issue may be related to personality. He gives importance to style and design more 

than stereotyping about German cars and its quality. He has a negative attitude 

towards most selling and popular brands as he avoids being same with others. 

Therefore, personality may become a factor that neutralizes country of origin effect 

as it is seen in this case it reduced the German effect on an automobile purchase 

decision. Country of origin effect is still salient for Japanese or Italian cars, but 

German superiority is not important any more if a person has negative attitudes 

towards popularity. 

 

behaviors were the starting point to understand its real meaning. Participants were 
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asked about their preferences of different product categories. This research reveals 

that, country of origin is a product-specific phenomena and its effect is depend on 

product category. Since the literature does not succeed to understand how country of 

origin operates, one of the aims of this study was to develop a general model that 

presents its antecedents and consequences. The results of this research show that 

country of origin affects product evaluations and actual purchase decisions in some 

product categories. This research develops a general model of country of origin 

effect that shows how it works if it exists. Figure 2 explains the impact of country of 

origin on actual purchase decisions and it gives the general themes that generate 

country of origin effect.  

 As a summary, country of origin effect has two main determinants called 

intrinsic and extrinsic effect. Brand related issues such as brand elements, brand 

image and advertisements, country related issues such as brand origin, manufacturing 

origin and ethnocentric tendencies, experiential issues such as country, product and 

work experiences constitute intrinsic country of origin effect. Intrinsic country of 

origin effect is formed by individual perceptions and attitudes towards countries and 

their products. Whereas, extrinsic effect which is composed of media such as films, 

TV series, social media and word of mouth, marketplace myths and popularity, is 

formed by societal factors. It is important to note that, this extrinsic effect may also 

have an influence on intrinsic effect. After country of origin effect is formed, it 

affects product evaluations and it leads actual purchase decision. However, product 

price and brand image moderates the relationship between product evaluation and the 

actual purchase. If a consumer cannot afford the product, the country of origin effect 

does not end up with purchase. Therefore product price may eliminate positive 

country of origin effect. In the same vein, a positive brand image may compensate a 

negative country of origin effect.  
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 To prevent misunderstanding about the role of brand image in the country of 

origin effect model, it may be explained with an example. For instance, there is a 

general belief about the quality of German cars and superior German image in this 

category is reinforced by well-known brands and their favorable brand images. 

general German car image. When a consumer wants to buy a car, he/she may be 

affected by this German image created by several brand images. He may want to buy 

a German car. However, as mentioned before, when it comes to actual purchase 

decision, a specific brand image may be moderate his German car decision if that 

brand has an unfavorable image regardless of its country of origin image. Therefore, 

brand image has two kind of effect in the model. First one is being the determinant of 

country of origin effect and the second one is being a moderator of the relationship 

between product evaluation and actual purchase behavior.   

 As country of origin effect is product-specific phenomena, in the next part, 

the product categories will be analyzed in detail to explore the country of origin 

 

3.2.3. Country of Origin Effect with Product Categories 

Since the aim of this research is to explore what country of origin really 

means, it can be considered as a sign that has several meanings. Consumers use this 

sign or information in product evaluation process to make inferences about product 

characteristics such as price, perceived quality, durability, functional and emotional 

benefits. For instance, when a car brand has a German origin, being a German car 

has several meanings of high quality, durability, functionality, safety and reliability. 

If a consumer considers these meanings during the evaluation process, this would 

support the existence of country of origin effect. 

3.2.3.1. Cars 

 Country of origin effect is inevitably observed in this category by means of 

stereotyping and summary effect. When considering a car purchase decision, 

durability is the main factor that affects purchase decision of a car. It has a greater 

influence on perceived quality. Nearly all the participants have a statement about the 
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durability when they were considering about their automobile decision making 

process. Durability also signifies the ability of long term use. Neriman compares 

 

Neriman: German cars, I mean European cars are more elegant, more 

favorable in terms of aesthetic, they are heavier, and they seem as if durable. 

Japanese or Far Eastern cars have limited life span. Accordingly, if I were a 

person who changes her car very often, I would not care but I am thinking of 

long term use, for that reason I preferred German. (S91) 

 After-sale service quality is another determinant factor in automobile 

parts. Therefore, she has technical knowledge about the cars and she emphasized the 

importance of customer service in this sector. Participants were also asked about 

characteristics originated from different countries. Levent emphasized that after sales 

service is an important criterion in product evaluations as: 

convenient after-sales services. Following Turkey, if it is a global firm, if 

America or Canada has support services in Turkey, I would prefer them, but 

as I said, I would sort the countries according to their after-sales services. 

(S92) 

 Besides actual brands, desired brands were asked to the participants to 

understand country of origin effect, in order to ignore the moderator effect of price 

and income level on purchase decisions and to reveal the country of origin effect. 

While durability, safety, price and utilitarian benefits are the most effective factors 

in their actual preferences, hedonic and emotional factors like design issues and 

brand image is more effective in their desired preferences. The actual brands and 

desired brands of their car preferences can be seen in Table 4.  

 Desired brands are almost German brands besides Ferrari  Italian, Saab  

Skandinavian, Chrysler  American, and Skoda  Czechoslovakian. There is a 

stereotyping about German cars and this superiority dominates the automobile 

industry. German cars are widely accepted by their durability while French and 

Italian cars are mostly known with their design and style. Japanese cars are known as 

engine power and low fuel consumption whereas Korean cars have lower quality. 

American cars are seen wider and comfortable. 
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Table 4:  

Participants Actual Brand Desired Brand 

Zeynep Volkswagen (German) Mercedes  

Kerem Citroen (French) Saab  

Ferrari 

Porsche 

 Mercedes (German) Mercedes  

Aysel Honda (Japanese) Audi 

BMW 

Eda Toyota (Japanese) BMW 

Sema Opel (German)   

Didem Skoda (Czechoslovakian) Skoda Yeti  

Chrysler 

Levent Ford (American) Volkswagen 

Ahmet Dacia (Romania) Volkswagen 

Neriman Ford (American)  BMW 

 Citroen (French) BMW 

Eren Fiat (Italian) 

Renault (French) 

Mercedes  

Gizem Renault (French) Audi 

Fatih Opel (German) Porsche  

Umut Nissan (Japanese) Far East Porsche 

BWM 

Figen Toyota (Japanese) Ferrari 

  

Besides perceived quality, durability, after-sales service quality are the 

important factors that affect consumer purchase decisions in terms of country of 

origin effect; the product price also has an important moderating role in this 

relationship. When participants were asked if country of origin had an effect on their 

consumption decision, two of them answered as there had not been any effect. For 

instance:  

Levent: Now if I say that I was influenced, it wouldn't be true. I wasn't. 

Because I evaluated it in terms of price and performance. I had bought this 

car since its price and performance was appropriate. (S93) 

r, 

would never buy a Japanese car, I bought a Honda in December. Because my 

mother and father had bought a new Honda and we had a close relationship 

with the salesperson and I went to Honda. Their price was good, it was a 

good campaign and the car had the agility that could not be expected from a 

Japanese car. Its technical attributes were stronger, and I considered its 

was Japanese. Its 

country was a negative factor but the product presentation, its attributes and 
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its campaign made it attractive for me. Otherwise, my choice would be a 

German car, for example. (S94) 

 Price and performance is an important criterion in automobile decision 

Japanese car; price, sales representative and the promotion campaign persuaded her 

to buy the brand. Eren also mentioned the convenience of a Fiat car for his work, 

when he is talking about the actual car preferences. When it comes to price and 

performance, utilitarian benefits of a car become prominent as well. By means of 

this, moderation effect of price is inevitably supported in country of origin effect. It 

would use German car if they afforded. However, not only country of origin but also 

brand image has an effect on the desired automobile brand decision.  

 Country of origin effect is found to be in this category in line with the 

existing literature. All of the participants know country of origin information of the 

product and use it in their actual purchases. 

3.2.3.2. Cosmetics 

 When it comes to cosmetics, it is a part of hedonic consumption which is 

related to the multi-

with products (Hirschman and Holbrook, 1982: 92). Because of its experiential and 

hedonic nature, country of origin has a significant effect on brand preferences in this 

category, especially on perfumes, skin care and make-up.  

 Quality, price and brand are the most important determinants of Turkish 

rectly associated with France 

as French products and brands are dominating the cosmetic sector. Approximately all 

female participants emphasized the superiority of French cosmetics. Male 

participants are not interested in cosmetics except perfumes and they almost do not 

know the country of origin information of their preferences. Most of the participants 

focused on perfumes as fragrances are commonly used by everyone. Aysel compared 

American and European fragrance as: 

nce, in America, heavy fragrances are 

not welcomed in a social environment so their perfumes are a bit volatile. On 

the other hand, Europe likes heavier fragrances. Therefore, for fragrances, I 

prefer Italy and France. (S95) 
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 She stated that her preference is for European especially Italian and French. 

Contrary to this, although Neriman shares the same opinion, she prefers American 

more than French because of its lightness.  

 Neriman: I like American perfumes more. Why? Because they have lighter 

and flower fragrance. For instance, French fragrances are too heavy for me. 

(S96) 

 Perfume preferences are inevitably different as fragrance is about personal 

fragrance but branding issues may become more important rather than country of 

origin. For instance, in some situations brand image is more important than country 

image although there is a French superiority in cosmetics. Brand becomes main 

determinant factor when people do not give importance to country of origin. 

Especially when the roll-on product is taken into consideration, the country of origin 

does not make any sense as it costs 7-8 TL. Therefore, in terms of low price 

products, consumers are not even curios about the country of origin. Moreover, when 

it comes to perfumes, fragrance can be more important than country of origin and in 

the same manner, chemical and harmful substances in cosmetic products also make 

brands more important than county of origin. As a consequence, country of origin 

has a substantial stereotyping effect in cosmetics category and it facilities the 

consumption decisions.  

3.2.3.3. Apparel and Accessories  

 Textile category is an important category for this research in order to find out 

country of origin effect since Turkey has superior quality of textile and apparel 

products in this sector and it is an important manufacturing country since Ottomans. 

When it comes to apparel products like casual clothes, style becomes important 

factor that affect the purchase decisions. Especially, fashion has an influence on 

stylish design. Quality in terms of fabric and seam quality is another factor.  

 Since Turkey is an important producer of textile industry, all the participants 

believe the superior quality of Turkish textile. However, Neriman criticizes Turkish 
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companies for producing low quality products for domestic market. She indicated 

that: 

Neriman: Look, local products are very good but if they are made for export 

only. (S97) 

 In this product category, besides local Turkish brands (Ipekyol, Twist, 

American brands (Tommy, 

and Bear, Lacoste etc.) become prominent as it is mentioned before in the popularity 

and affective country of origin category. As discussed before in nationalistic feelings 

category, in textile products, most of the participants prefer national brands. They 

also prefer foreign brands but the country of origin information is not known in this 

 country of origin, she 

has just associated Turkish brand name with Turkish origin, indeed she did not know 

and even pay attention to the country of origin.  

 When considering accessories, participants were also asked about the brands 

of glasses, watches, hand bags and shoes that they actually use. For glasses or 

Italian and she mentioned that:  

perhaps I may like their products like sunglasses more. (S98) 

 However, she also mentioned that, she relied on Bvlgari brand and she loved 

using that brand. She has positive feelings towards Italy and it facilitates her 

decision. Likewise, Neriman uses Ferragamo and she mentioned its Italian quality 

more important than the country of origin, they do not pay attention to that 

information. Especially Figen even do not pay attention to the brand image, for 

instance she indicated that: 

necessity. The important thing for me is being affordable, plus glass quality. I 

mean, I would ask the optician, I would ask the salesperson, I would rely on 

brand obsession in this matter. (S99) 

 When considering sneakers, American brands like Nike, New Balance, 

Converse and Sas become prominent. The participants who use these brands know 
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their country of origin as well. However, when it comes to handbags, participants 

have less information about country of origin. Most of them indicated that brand 

image is more important than country of origin.  

 As many people use brands of objects such as blue jeans, eyeglasses, 

sunglasses, handbags and shoes to build their image and to help establish their 

identities (Berger, 2010: 182), it is important to analyze country of origin effect to 

understand the role of countries when building the self-image. Eventually, it is found 

that some participants intentionally or unintentionally use country of origin 

information to establish their social identity. Popularity of American brands, 

fashionable products and brand image becomes important in apparel and accessories 

category. In most cases, brand image has more influence than country of origin.  

3.2.3.4. Food and Beverages 

 If there are local brands in a product category, there is a general tendency to 

prefer local brands. For instance, in textile and apparel category, most of the 

participants prefer local brands. Likewise in service sector, especially in banking and 

supermarket preferences, ethnocentric tendencies are observed. Food consumption is 

also affected by the degree of localness.  

Kerem: I try to prefer local brands in food items. It gives the impression of 

being trustworthy because I trust that the entire processes such as 

production, inventory etc. are taking place in Turkey. (S100) 

Zeynep: Local brands seem as if they are more halal. (S101) 

things like Chinese cuisine. Because I think that the local products and 

brands produced in Turkey are healthier due to product quality and quantity 

of preservatives. (S102) 

 Trust is an important factor when it comes to food in terms of its production 

processes and its ingredients due to not only health concerns but also some religious 

concerns may become important. When considering beverages, both alcoholic and 

non-alcoholic beverages were asked to participants. Starbucks is the main brand that 

is preferred by almost all participants. As mentioned before, country experience and 

American image of the brand is very effective in consumption decisions, besides the 

taste of the products. However, preference of Turkish coffee and Turkish tea is also 

undeniable as they are traditional beverages of Turkish consumers.  
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 When it comes to alcoholic beverages, stereotyping effect arises. Belgium 

and Danish beer (Tuborg), French and California wine, Scotch whisky can be given 

its own beer brand (Efes Pilsen, Bomonti) and wine brands (which are mostly 

preferred according to their tastes). Turkish raki is another traditional alcoholic 

beverage that is preferred by almost all the participants except the religious ones who 

do not consume alcohol. For beverages, although there is a stereotyping effect, 

ethnocentric tendencies and taste also becomes important.   

3.2.3.5. Electronics  

 In this category, cell phone/smartphone, laptop and white goods actual 

preferences were asked to consumers. In cell phone category, a majority of 

participants (6 people) prefer Samsung. Four of them use Apple; three of them use 

Nokia and the rest use LG, Sony and GM. When considering all these brands, they 

are all foreign brands. When the country of origin information of their preferences 

was asked to consumers, they generally know the origins but they did not use this 

information in their purchase decisions. Brand image and functionality is found to be 

out the country of 

origin that:  

product. In fact I was surprised. I said to myself that Koreans are good at 

something. I didn't know that it was Korean; I just liked their advertisements 

in TV. I used Samsung before and nothing happened. But, I definitely didn't 

know that it was Korean. (S103) 

 As explained before, brand image has a substantial role in this category. 

Participants prefer Apple because of its brand image. Being an American brand does 

not have any influence on their preferences except one participant who emphasized 

the American superiority in this sector with its first mover advantage in smartphone 

category. Besides brand image, functionality is the other important factor that affects 

actual purchase decision. Especially the operating system has an impact on the 

nces. Nokia users stressed its reliability as it is the first brand in 

this telecommunication sector. LG and GM users stressed the functionality and the 

importance of price of the product. As price has a moderator effect in actual purchase 
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decisions, price performance ratio becomes important and affordability can eliminate 

the unfavorable country image as Levent stated: 

ause a mobile 

phone is not important for me, its internet access is important, and also being 

in the market. (S104) 

 This study reveals that if there are local brands in a product category, 

consumers tend to have ethnocentric attitudes. Especially in white good industry, old 

durability and quality 

attributes of white good products, after sales service 

preferred due to its service quality as a local brand. General beliefs and attitudes 

 

 

Aysel: 

mean, if something happens, I know the person on whose head I will throw 

the product. (S106) 

 coming from 

(S107) 

buy it either. (S108) 

 

 historical attachments 

durability, its service quality and its 

localness is very important determinants in product evaluations. There is also a myth 

about 

other brands that are preferred by the participants because of its origin being 

German. Stereotyping effect of German superiority engineering can be observed 

again in this category. The design 

desired brand preferences since some of them stressed the aesthetics characteristics 

of the products that they desire to buy.  
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 When it comes to laptop preferences, there was not any country of origin 

information. In this category, brand image takes precedence over the country of 

origin. The local brand preferences is not observed in this category since participants 

have a general tendency to use foreign brands as they do not find Turkish brands 

reliable in this category. Kerem indicated that: 

rands to have their own technology 

or the ability to make improvements to take their brand a step further. For 

computer without any hesitation, I think buying Dell or Toshiba would be an 

easier decision. (S110)  

 For foreign products, as it is discussed before, participants mostly compare 

wh

knows that electronic products are generally made in China or other underdeveloped 

countries. However, it becomes an undeniable fact that companies use different 

manufact

for cell phones and laptops. Brand image becomes a crucial factor that affects their 

origin. For instance, Didem has Sony mobile phone, she knows that it is Japanese 

product but made in China. However, this issue is not an important factor that affects 

 

3.2.3.6. Services 

 Country of origin effect should be also tested for service products since the 

literature did not give adequate attention to services. The country of origin research 

about service is scarce and the existing ones found that it was mainly related to 

ethnocentrism (Phau and Prendergast, 2000: 161). In line with the existing literature, 

this research reveals that, in service preferences participants have ethnocentric 

tendencies. They usually prefer local service providers. For instance for Banking, 

nearly all of the participants prefer Turkish Banks. Beside localness, reliability, the 

banking service quality, technologic adaptation (applications and internet banking) 

and customer relations are the main factors that affect their consumption decisions. 
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One of the religious participants indicated that her banking preferences are due to the 

Islamic or interest free banking, rather than being foreign or local.  

 When considering retailers or supermarket preferences, local companies again 

The general prices and convenient of the retailer are the important factors that affect 

was mentioned before, and she does not prefer Carrefour. She prefers Kipa as she has 

personal connection with Tesco  English retailer  since she had a country and 

product experience. When retailer preferences were asked to Ahmet, he indicated 

that: 

localness image, it is one of us. The others are somehow foreign, I have a 

foreign allergy. A little nationalist, not extreme but there is some nationalist 

feelings. (S111) 

 The impact of ethnocentric and nationalistic feelings is inevitably seen in this 

category. As a summary, in service category, local company preferences become 

dominant, since participants find them more reliable. It is important to note that, the 

influence of brand image and the prices should not be ignored in this category since 

they have a moderating effect on actual consumption practices.  

 The findings of this research provide important insights into country of origin 

phenomena. The results suggest that country of origin is product specific. Country of 

origin evaluation depends on not only product category but also its involvement 

level. For instance, in high involvement products like cars, country of origin effect 

can be seen obviously. Especially, the superiority of German cars or, in other words, 

the stereotyping about German cars in terms of high quality, durability, safety and 

trust has a substantial effect on product evaluations. However, preferences for 

alcoholic beverages that are low involvement products can be substantially affected 

by country of origin due to its hedonic consumption and its experiential characteristic 

like pleasure. French wine, Belgian beer, Russian vodka can be a good choice among 

the other countries. For the other product categories, brand image or price becomes 

prominent than country of origin. 
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3.2.4. Moderators 

 Country of origin effect is found to exist for certain product categories and for 

specific brands. Especially for some categories such as cars, cosmetics, perfumes, 

beer, wine and coffee, stereotyping effect is seen obviously. However, besides the 

country of origin effect, other factors such as brand image and price are also 

important in consumption practices. The study reveals that brand image and product 

price have a moderating effect on the purchase decision even though country of 

origin effect is emerged during product evaluations. 

Aysel: For me, brand image and brand name comes before the country. 

s America if I am not mistaken. But indeed I 

 

Neriman: There is brand, not foreign or local, the brand. (S113) 

Levent: For instance, it is very different to bring a local brand of Germany 

but if it is a global brand, I have a perception that it presents the product or 

the service in a more reliable manner. I would prefer the global brand.  

(S114) 

Ahmet: If the brand gives me confidence in terms of esthetics, durability etc. 

Evaluation at the first moment is very important for me. (S115) 

 It was found that a brand with a strong image could reduce country of origin 

and country of manufacturing bias when evaluating products from a country with a 

negative perceived quality. Moreover, brand image take precedence over country of 

origin whether it has favorable or unfavorable country image. Global brands, 

especially, are more preferred and are found to be more reliable.  

  When considering other product categories, price become apparent in 

consumption decisions as consumers have limited financial resources and 

affordability. 

Aysel: Probably price is important for me, except cosmetics I look at the 

price. (S116) 

the cheapest phone in the market. (S117) 

Didem: I liked a design of Pierre Cardin handbag but the price was really 

very high, I wanted to buy it whatever it takes, it did not matter that it was 
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250-300TL for a handbag. (S118)  

 

purchase decisions. This statement is also very important for country of origin effect, 

because, as mentioned before Didem has negative feelings towards France and she 

has also negative attitudes towards French products. However, in this situation, the 

design of a handbag takes precedence over the country of origin image. If she had 

affordability, she would buy the product. 

 As a consequence, it can be said that, even though country of origin exists in 

product evaluation process, brand image and price have moderator effects on actual 

purchase decisions. Starting point of this research was participants actual brand 

preferences in different categories to understand if there is a real country of origin 

effect on their product evaluations. Desired brands were also asked in order to 

minimize the influence of product price. However, except automobile and cosmetics 

purchase decisions, desired brands do not support country of origin effect. Brand 

image becomes more important than county of origin.  

3.2.5. The influence of Demographics 

 It is difficult to sustain strong generalizations about country of origin effects 

(Johansson, 1989: 47) since it is found to be product specific. In order to increase 

generalization, participants were selected by maximum variation sampling that 

provides comparisons between different ages, genders and socio-economic status to 

understand the impact of phenomena on consumption decisions. However, these 

of origin knowledge rather than their gender except two product categories cars and 

cosmetics. For cars, the stereotyping about Germany significantly affects all the 

participants but when they were asked about their actual and desired brands, men are 

more involved to consumption process. For cosmetics, women are more involved to 

the consumption. Generally for apparel and accessories women are more involved in 

the process since they may see some products as their possessions such as glasses, 

watches, shoes and handbags etc. Belk (1989) revealed that possessions are the main 

-concept and their social identities. Therefore, for 
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some product categories such as cars, cosmetics and accessories, consumers use 

country of origin while building their extended selves.  

 Income is important factors since price has a moderator effect on actual 

purchase decisions. However some participants, even though they have high income 

level, they do not give importance to country of origin information since they rely 

more on the brand image of the product rather than its origin. Actually, both lower 

and higher income participants give importance to price-performance relationship as 

is seen in some cases. However, when it comes to performance, the attributes of the 

products become prominent and the quality becomes more important. Since the 

participants are mostly associated brand image with the quality, it has more effect on 

participants actual purchase behavior. When considering country of origin 

knowledge of participants, low income participants even do not aware about the 

country of origin. However, country of origin awareness is not only related with 

income level. Zeynep has the highest income level among the participants but they 

instance, she uses Bosch in white goods product category and Samsung in mobile 

phone catego  

 On the other hand, age also has an effect on perceptions, attitudes and 

behaviors. Older participants give importance to functionality, durability and 

reliability of the products whereas younger participants give more importance to 

emotional and symbolic aspects of products like aesthetics and design. It is important 

to note that, this does not mean that those participants do not give importance to 

durability and reliability. However, younger participants are student or unemployed 

and they do not earn their money, so this becomes an important factor in purchase 

decisions. In addition, marital status was not found to have an influence on country 

of origin effect.  

 Although there are some de

origin evaluations and its effect on their preferences; the moderation effect of price 
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CONCLUSION 

Research on country of origin has a long history. A large and growing body 

evaluations. Consumer perceptions and consumer attitudes towards a product or a 

brand from a specific country are of major importance for understanding the country 

of origin effect. The present study was designed to explore what the country of origin 

effect really means to consumers in different consumption practices. This study was 

exploratory and interpretative in nature and it followed a qualitative design with in-

depth analysis of consumers actual purchase decisions. For understanding the role of 

theoretical development, a qualitative approach was needed since the existing 

quantitative methodologies do not explain the phenomena. This research provides a 

framework for the exploration of the antecedents and consequences of country of 

origin effect and its formation process in general.  

Country of origin is found to have an effect on perceived product quality 

since it is an extrinsic quality que. Consumers can make inferences about product 

quality when they know country of origin information. However, country of origin 

signifies not only quality but also symbolic meanings like Westernization, aesthetics, 

prestige and so on. It has an undeniable direct effect on perceptions and attitudes, but 

it has an indirect effect on actual purchase behavior. This study has shown that 

country of origin generally builds trust in product evaluations, the brand image 

strengthens it and then, it facilitates the consumer decision making process. 

Actual purchase decisions in each category and the country of origin 

information of the actual brand were asked to participants. Surprisingly, some 

participants did not know the brand origins in some product categories that are in line 

with the previous studies which argued that consumers have limited knowledge about 

country of origins. If consumers do not know the country of origin, its effect on their 

consumption decisions is in question. Since the main purpose of this study was to 

reveal what country of origin really means to consumers, this result is very critical to 

understand the importance of the phenomena. 

By the impact of increasingly globalized world, brands become globalized 

and consumers are not even curious about the country of origin. Consumers do not 
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associate products with countries if it has a favorable brand image. It does not mean 

that country of origin effect do not exist, it still has an essential stereotyping effect on 

product evaluations in most categories. It is found that, although country of origin 

facilitates the product evaluations, brand image becomes determinant factor when it 

comes to actual consumption decision. In this study, no specific brand was used as a 

manipulation since most of the country of origin research designs involving brands 

manipulated strong versus weak brands. Additionally, when considering actual 

purchase decisions, product price also comes into prominence and it moderates the 

relationship between country of origin effect and purchase decisions.  

 Since one of the aims of the study was to understand what country of origin 

effect depends on, the study developed a general model that presents its antecedents 

and consequences. This model also shows how it works if country of origin exists in 

an actual purchase decision. Country of origin effect depends on two main factors: 

intrinsic and extrinsic effects which are the main determinants of country of origin 

effect. Intrinsic country of origin effect is formed by individual perceptions and 

attitudes towards countries and their products whereas extrinsic effect is created by 

social factors. It is important to note that, this extrinsic effect may also have an 

influence on intrinsic effect. After country of origin effect is formed, it affects 

product evaluations and it leads actual purchase decision. However, product price 

and brand image moderates the relationship between product evaluation and the 

actual purchase. If a consumer cannot afford the product, the country of origin effect 

does not end up with purchase. Therefore a higher product price may eliminate 

positive country of origin effect. In the same vein, a positive brand image may 

compensate a negative country of origin effect.  

One of the main determinants of intrinsic effect is brand attributes which has 

a substantial effect on country of origin effect. Brand images create general 

perceptions and beliefs about a certain country by means of summary effect. It is 

important to note that brands usually use this created beliefs about their country. 

They emphasize the superiority of country image in their marketing efforts. Since 

country of origin is one of the secondary brand associations, its effect has a 

contribution to brand image and brand equity. Therefore, brands which have 

favorable country of origin image can emphasize the country of origin in their brand 
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elements and marketing communication. When considering the brands which have 

unfavorable country of origin images, they should improve its product quality and 

the other product attributes like product design, after-sale services, durability and 

reliability. They should focus on research and development, and they should improve 

their brand image with innovative strategies. The study shows that, brand image have 

a moderator influence on actual purchase decisions, therefore, if a brand generate 

strong brand image, it can compensate unfavorable country of origin image as it is 

shown in Samsung case. Especially with its mobile phones, it proved quality and 

built a favorable brand image and compensated its negative Korean image.  

The other main determinant of intrinsic effect is country which is composed 

of consumer perceptions, attitudes and behaviors. The findings of this study 

complement those of earlier studies that all of the cognitive, affective and normative 

processes emerged as predictors of country of origin effect. Consumers have 

stereotypical perceptions and beliefs about countries that affect their evaluations 

directly. They also have positive and negative feelings towards countries. According 

to these beliefs (cognitive) and feelings (affective); they have behavioral intentions 

(normative) towards products of certain countries. Political, economic and cultural 

relations between countries, ethnocentric and nationalist feelings, and religious 

affiliations have an influence on these behavioral intentions in terms of consumer 

resistance and consumer boycotts.  

Besides country of origin, country of manufacturing also makes 

become aware about the companies that want to decrease labor and production costs. 

It is known as a necessity of globalized business to survive in the competition. In 

fact, it is acceptable for well-known brands that produce in China rather than 

unknown brands. A strong brand image with a well-known brand name compensates 

unfavorable country of manufacturing image.    

 This study has also shown that if there are local brands in a product or service 

category, consumers have a general tendency to prefer local products in order to 

support national economy and industrial development as a consequence of consumer 
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ethnocentrism. However, this is not valid for every product category. For instance, 

Turkish consumers rely on quality of Turkish textile. They are aware of Turkish 

ernational markets reinforce this tendency. Mavi Jeans, 

Ipekyol and the other brands under Turquality, have created an image of high quality 

same vein, in white goods industry, Turkish consumers believe the quality of 

market, it has improved its quality by innovation and it emphasized its 

innovativeness by marketing communication. The findings of this research provide 

insights for the importance of quality and brand image in country of origin effect.  

 The study has also shown that, when consumers confront foreign and local 

brands in a product category, if the price and quality was equal, they tend to buy 

local products. This may be also due to some Turkish Government policies. In the 

past, Turkey had some practices to promote buying local products under the name of 

th

 and 18

th

 of December 

continues, however, globalization brought many of foreign brands to Turkish market, 

especially after import policies and the free market economy in 1980s. At that time, 

with the Western lifestyle admiration, Turkish consumers tended to buy foreign 

products. Now, there are many foreign and Turkish products in this market, Turkish 

consumers still have ethnocentric tendencies, but their preferences are highly related 

with the quality and brand image than country of origin image of the product. 

Therefore, for Turkish companies, greater efforts are needed to ensure their brand 

image with providing high quality.  

 The most important contribution of this study has been to confirm the 

importance of country experience in country of origin effect. There are some studies 

that have investigated the product experience and consumer familiarity with the 

country and its products in the current literature, but, direct country experiences had 

not been analyzed. This study reveals that country experiences have an important 
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posit

experience yield negative attitudes towards its products. However, country 

experience not only affects attitudes but also it leads to changes in consumption 

practices. This means that consumers get into the habit of new consumption 

preferences during their country experiences. It also provides associations between 

good memories and some certain products and services by creating emotional 

attachments. As the time of stay in a certain country increases, its country of origin 

effect also increases. However, the direction of the effect depends on the favorable or 

unfavorable impressions about the country. If a consumer has unfavorable 

impressions during their experience, their attitudes toward

may be also changed in a negative way. Not only country experience, but also 

product and work experiences have an influence on country of origin effect in the 

and its effect 

on their purchase decisions mostly depend on their past experiences.  

 One of the major contributions of this study is revealing the extrinsic factors 

as one of the main factors that constitutes of country of origin effect. When 

considering extrinsic effect which means country of origin effect is created by media, 

myths and popularity. Media is the most important determinant of extrinsic effect 

that it is used as a main communication tool for brands and their marketing efforts. It 

also reflects country images by films and TV series. This study reveals that media 

builds emotional and cultural attachments to specific countries and their products. 

For instance, by the help of American TV series, consumers identify some products 

like sneakers and jeans with American lifestyle and it has a substantial effect on 

creating country images. Especially, social media has an incredible effect on 

instance, the power of social media can be seen in Israeli brands boycotts. The 

Jewish brands or the brands that were supporting Israel were shared by a lot of 

people to invite consumers to boycott Israel. However, these lists may be misleading 

about brands and their countries since it includes many of American brands as Israeli 

brands. There may be misunderstandings about the real country of origin of brands 

and products. It is also important to note that Turkish consumers are influenced by 

media in terms of boycotts, but, these consumer resistances are usually temporary in 
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Turkey due to some political, economic and cultural relations with other countries. 

informational role which gives information about products and brands. It is 

undeniable that media, especially social media and word of mouth communication 

 

 e 

of Chinese products and 

spread over the world even though China produces high quality products. The USA, 

for instance, is generally seen as the best powerful country and it leads to make 

uniform world by adopting American economy, culture and consumption practices 

all over the world. According to Barthes (1972) everything can be a myth. Myth is a 

system of communication, it is a message and it is a mode of signification. Since 

country of origin image is a signification process, marketplace myths about countries 

and their products would be interesting to investigate for future studies. As myths are 

also part of semiology that studies signification, country of origin effect may be 

considered as a signification. This study reveals that, country of origin can be used as 

a sign that signifies not only quality but it also prestige, aesthetics and popularity etc. 

Therefore, these symbolic meanings of country of origin may be a fruitful area for 

further work an  

 Popularity is another factor that affects consumer preferences as an extrinsic 

more popular than the others, such as American brands were seen popular brands. 

High sales margin also affects the popularity. For instance, it is believed that German 

cars have the highest sales margin because of its superiority in this category. This 

study has also shown that, each extrinsic effect, media, myth and popularity also has 

an influence on creating cognitive beliefs about countries. Each dimension affects the 

country perceptions, beliefs and attitudes towards those countries. Moreover, 

experiences have also an effect on country specific beliefs and attitudes. Therefore it 

can be concluded that all the antecedents in country of origin effect model are also 

interrelated with each other. It was difficult to make distinct categorization while 

developing the country of origin effect model. Especially cognitive country beliefs 

were found to be affected by all the antecedents of extrinsic and intrinsic factors.   
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 While country of origin effect is formed, it affects product evaluations and 

then it leads to actual purchase decisions. Different product categories were asked in 

order to increase the generalization of the results. Actually, in every product 

category, country of origin effect is found to exist. Cars, cosmetics, white goods, 

services, textile, food and beverages generally support the country of origin effect. 

Especially, cars, cosmetics and alcoholic and non-alcoholic beverages are much 

more sensitive to country of origin differences. In white goods, services, food and 

beverages categories, country of origin exist in terms of Turkish brand preferences 

with ethnocentric and nationalistic feelings. However, in mobile phone and laptop 

preferences, country of origin effect becomes a moderator that may affects the 

relationship between product evaluations and actual purchase.  

However, as mentioned before, country of origin effect is product specific; it 

cannot be generalized to all the product categories. It is the main limitation of this 

study but to minimize this limitation, it was intended to analyze different product 

categories. On the other hand, the product classification was mostly based on 

utilitarian/hedonic, high involvement/low involvement distinction and the product 

categories are limited to general preferences or one or two products in each category. 

For instance service category only involves banks and retailers, or textile category 

includes general apparels. For increasing the generalizability of the country of origin 

research, more research is required to expand the product categories in detail to 

determine the real effect. There are also other categories that were not investigated. 

Moreover, the scope and the generalizability of this study were limited in terms of 

small sample size of Turkish consumers. Although data saturation was the main 

determinant in the sample size, further research might explore the country of origin 

effect with more consumers especially the older ones. In this research the participants 

have different ages but fruitful findings were obtained from the older participants. 

Therefore, it is suggested to investigate the thirty and the higher ages. Since the study 

is focused on actual purchases, some product categories were not suitable for student 

participants in the sample. For instance when analyzing cars, some of the participants 

did not have their own cars, therefore their family cars were included in the study. 

The scope of the study is also limited with Izmir sample. It would be interesting to 
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compare experiences of consumers from different cities or different countries for 

future research. Cultural differences may reveal different country of origin effects.  

When considering demographic differences in the findings, in some product 

categories, male and female participants were much involved. For instance, male 

participants were involved in car decisions whereas female participants were 

involved in cosmetics decisions. It may be explained by the possessions and 

extended selves. Further studies regarding the role of extended self and social 

identity in country of origin effect would be interesting. Besides this, investigating 

the influence of personality on this concept would be also interesting since some of 

the personality traits were arisen in this study. Income level was also the main factor 

that affects the country of origin effect, since the study is adopted to investigate 

actual purchases. However the country of origin effect does not depend on only 

income level, it may be more depended on the cultural capital of the participants. 

Cultural capital is a concept of Bourdieu (1986) that is related with social class, 

status and culture. Therefore, further investigation into the influence of cultural 

capital on country of origin effect is strongly recommended for better understanding 

the differences between consumer preferences.  

Notwithstanding these limitations, the study suggest a general model of 

country of origin effect and its antecedents by analyzing actual purchase decisions in 

consumption practices. It reveals country of origin effect formation. The influence of 

all cognitive, affective and normative aspects of country image was arisen as 

important antecedents of the phenomenon. Country of origin effect is found to be 

generated by intrinsic (brand, country, experiences) and extrinsic (media, myths, 

popularity) factors. Further research needs to examine more closely the variables and 

their relationships in the model. It should concentrate on the testing the model with 

larger and different samples supported by quantitative methodology.  

The present exploratory study was designed to determine country of origin 

meaning. Country of origin builds trust and it strengthens the brand image of the 

product. It is misleading to think country of origin effect alone. It has a considerable 

effect on perceptions and attitudes but when it comes to actual purchases brand 
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image and product price take precedence over country of origin. Even though 

country of origin effect exists in product evaluations it may not lead to a purchase 

decision. A negative brand image may eliminate positive country of origin image or 

a positive brand image may compensate negative country of origin image. Hence, for 

marketers, greater efforts are needed to ensure a favorable brand. Likewise, product 

price has also an influence on purchase decisions. When consumers cannot afford the 

product, the favorable country of origin effect does not make any sense. Therefore, 

country of origin effect should not be taken into account without considering price 

and brand image.  

Since country of origin research is now in a contextualization period, this 

research investigated country of origin research in a different context with a holistic 

perspective. It reveals that, this multi-dimensional concept is influenced by different 

concepts like country of origin and country of manufacturing image, country and 

product experiences, brand image, product price, media, myths, popularity and social 

influences in different product categories in the context of a developing country. 

Since the results show country of origin effect on Turkish consumer preferences, in a 

developing country the results may differ according to contextual differences. As a 

consequence, country of origin effect is a contextual phenomenon and it cannot be 

thought as apart from its context.  
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