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The Effects of the Country of Origin on the Evaluation of products:

A State of the Art Review and Research Propositions
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1 . lntroduction

For over thirty years, researchers on all five continents have studied the relationship

between the perception of a country and the perception of its products. However, the

nature of linkages between country perception and product perception have been the

subject of controversies. The objective of this article is to conduct a state of the art review

on country of origin effects and to swgest new research avenues.

2. The effect of the country of origin on the evaluation of products

Measures of the effect of country of origin have generally included the two following

dependent variables: perceived quality and buying intention. Respondents give their evalua-

tion of a product with respect to these two variables very often using a semantic differen-

tial scale. Since these two variables are conceptually distinct (Fishbein and Ajzen, 1975),

they should be analyzed from two different viewpoints. Since, perceptions are more

primitive thao ioteotions, perceptions precede and influence intentions (Belk, 1985) even

though constructs such as satisfaction (see figure 1) may also mediate this relation (Cronin

and Taylor, 1992). Further, this distioction tvas used in previous research conducted by

Johamson (1989) and Roth aud Romeo (1992).

Th ff*ts ol th Conry ol Origin or tle Evaluatinr ol ftdmg A Sbre 0l dr An Rerier ad R.if3Rlr Budiliols{0r€mn arn ?ouect}

Figuro I : Structural Model proposed by Cronin and Taylor 0992)

The existence of a significant impact of country of origin on the evaluation of produsts is
still questioned despite over thirty years of research on the subject (Schooler, 1965), which

has lead to divergent results. This situation can be attributed to numerous differences in the
studies that were conducted on the subject. For example, dif{erences on type and number

of attributes, sampling procedures, t)?es of products, stimuli used, etc_ can be observed.

The objective of the first part of this article is to clarify the exjstence of the impact of a
country of origin effect on the evaluation of products and to expose the methodological

factors that need to be addressed in order to conduct adequate research in this area.

2. I Methodological factors influencing the effect of the country of origin

In order to reconcile conflicting results of previous studies, tactors that are likely to
influence ttre effect of country of origin have been identified by Peterson and Jolibert (1995).

A literature review and the criteria of: 1) Availability of the information, 2) Conflicting
results and 3) Anticipated methodological differences allowed the authors to select fifteen

factors likely to influence the effect of the couotry of origin. The first column of Table I
gives a listing of the fifteen variables proposed by Peterson and Jolibert (1995) and
indicates those that were used in a more limited study by Liefeld (199j).

WitI the factors proposed by Liefeld (1993) and Peterson and Jolibert [99S) in mind, we
have looked for their anticipated effect in the literature on the effect of t}le cormtry of
origin. As far as the research design (within vs. between-subiect) is Concerned, Sloan and

Ostrom (1974); Anderson (1982) and Han and Terpstra (1988), have suggested that a within
subject design would increase the effect size due to a demand effect. ,,For example,

Japanese branded/US made products might be rated more favorable than US branded/US

made, not because the subject felt the difference, but because the difference in information

caused the subject to think that a corresponding difference in response was expected', (Han

and Terpstra, 1988, 239).

Concerning the type of respondent, samples comprised of student respondents are jufued

non representative of the general population. Several authors (Bilkey and Nes, IggZ ;
Qzsomer and Cavusgil, 1991) suggest t}Iat student samples should not be used, especially
when applied rather tlan theoretical research is involved (Calder, phillips and Tybout,

- 1 8 - - 1 9 -
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1981) .

Many authors have suggested that a single cue design, as opposed to a design wlth multiple

cues, tends to produce more statistically significant effects of the country of origin (Bilkey

and Nes, 1982 ; Ozsomer and Cavusgil, 1991. "A single cue study is bound to yield significant

cue effect that may or may not exist in the real world" (Bilkey and Nes, 1982, 93).

The effect of sample size was introduced by Peterson and Jolibert (1995) in order to

ascertain if large samples (260 or more respordents) would result in larger statistical effect

(effect size) than smaller samples (less than 260). Concerning the stimulus context, the

written description of the product as opposed to its ph,"sical presence has been criticized

by many researchers as tending to artificially increase the effect size (Schooler, 1971 ;

Smead, Wilcox and Wilkes, 198f; Bilkey and Nes, 1982). "One cannot be sure what

respondents have in mind when such evaluations (intangible descriptions) are given"

(Bilkey and Nes, 1982, 93).

With respect to the country of stimulus, a nationality bias in favo. of the country of the

respondent is well documented (Nagashima,1972 ard 1977 ; Baumgartner and Jolibert, 1977 ;

Darling and Kraft,1977 ; Cattin, Jolibert and Lohnes, 1982 ; Usunier, 1992). "... the French

consumer has a very strong preference for domestic products" (Baumgaftner and Jolibert,

197?). However, some studies have indicated that this bias was ahsent in some countries

(Nagashima, 1970 and l9?7 for Japanese businessmen ; Bannister and Saunders, 1978 for

English consumers; Heslop and Wall, 1985 for Canadian consumers) and especially in less

industrialized countries where imported products have more prestige than domestic prod.

ucts (Papadopoulos, Heslop and Beracs, 1990).

Regarding respondents' nationality, Parameswaran and Yaprak (1987) have noted that too

many consumer behavior generalizations are based on US samples and they state that:
"The same scales may have different reliabilities in different cultures, and the same scale

may exhibit different reliabilities when used by the same individual in evaluating products

from different culture" (Paramewaran and Yaprak, 1987, 45). A measure of the variation

of the effect of country o{ origin for US vs. non-US subjects is desirable.

With respect to product stimulus, the type of product involved (durables, non-durables,

consumer, industrial) may have an impact on the effect of country of origin (Kaynak and

Ca!'usgil, 1983 ; Eroglu and Malcheit, 1988 ; Roth and Romeo, 1992). "While conzumers may

prefer automobiles from Japan, they would rather buy crystal from lreland and leather

shoes from ltaly" (Roth and Romeo, L992, 193\-

Studies on the effect of country of origin can be classified according to the three main

Ifu tXldlr ol tbr Cnnlry of ftigin or tte [€ftlti$ ol ldlds A $te 0l th An ficyiely ad Res€eid prrydtiom(Olon and pro!ec])

Tsble 1 : Methodological FactoG and Mean Efiect Size Found by peterson and Jolibert (1995)

Methodological Factors Intention

Average - Probability Arerage Probability
Effect Size % E fect Size %

l. Research Design"
Wi lhin-Subj ect
Between-Subiect

2. TrT'e of Respondents'
Students
Co|rsumers
Businesspeople

3. Study Cues'
Single cue
Multiple cues

4. Sample Size
Less than 260' 
260 or more

5, Stimulus Context'
P,ncr rn.l nFn.il

Stimulus pres€nt
6- Country of Stimulus

Includes respondents' country
Does not include
respondents' country

7. Source of Respondmts
One country
More tlarl one country

8. Number of Counfies Studied
Ten or less
More than ten

9. Respondent Nationality
US
Non US

10. Stimulus Ploduct Level
G€neral
Category

ll, Stimulus Product Type
lndustrial
Consume!
Both/mixed

12. Stimulus Product Kind
Durable
Nond[rable
Not d€fined/mixed

13. Mode of Data Collection
Self-administeled
Other-administered

14. Year of Study
Before 1980
1980-1989
After 1990

15. Shldy Context
Laboratory
Field

.19

.15

.05

.28

.28

.19

.03

.27

.19

.02

.20

.t9

.19

.B

.22

. lE

.32

.14

.22

.n

.07

.22

_ft!

.09

'

.30

.26

.28

.30

.32

.30

.16

.2E

.32

.14

.34

.28

.30

.17

.30

.30

.31

.29
30

.28

.30
,28

.30

.29

.29

.29

.28

.30

.21

20-

(') Factors included in Liefeld (1993) study
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periods: 1) Before 1980, when research designs were questionable ; 2) From 1980 to 1990'

when the effect of country of origin was reevaluated witi stronger research desiSns and 3)

After 1990, some structural modeling is attempted to identify its causes and effects due to

more researchers being convinced of the real effect of country of origin.

2.2 Relative importance of the methodological faclors

The research results oJ Peterson and Jolibert (1995) are presented in Table 1. One can see

that the distinction between two types of dependent variables (perceived quality/reliability

and purchase intention) was important. In addition, @! (omega-squared) a measure of

relative importance (similar to the percentage of variance explained in regression) of the

country of origin was provided. The relative importance o{ the effect of tie country of

origin was found to vary between.03 to.47 and to be on average of.30 for quality/

reliability and .19 for purchase intentions. The effect of country of origin on product

evaluation is therefore confirmed and appears to be more important for perceived quality

than for purchase intention.

A more modest meta-analysis conducted by Liefeld (19931 allows us to partiallv evaluate

the degree of similarity with the more comprehensive results of Peterson and Jolibert

(1995). The sample frame used by Liefeld consisted of disertations, proceedings papers and

North American journals, whereas Peterson and Jolibert consulted major European and

North American journals, proceedings papers, book chapters, dissertations, unpublished

manuscripts in addition to databases such as: ABI Inform, APA Abstracts, NEXIS. The

final sample analyzed by Liefeld consisted of only 24 studies compared to 200 retained by

Table 2 : Comparison of two meta_analyses for common rnethodological factors and for quality perception

Methodological Factors Liefeld (1993) Peterson and Jolibcrt (1995)

Average Probability Average Probebility
Effect Size Effect Size

llE llhs of th ftudq of Oigir't ot the Enhrtioi ol Pmducls A Shts 0t th An Revie$ &d Resad Pnposidom(O|dror and ftoped)

Peterson and Jolibert. Further, the Liefeld sample was limited to a measure of quality

perception only.

Table 2 reveals that both meta-analyses are similar regarding the absence of signiJicant

difference between students and consumers wit! respect to the impact of t}le country of

origin on quality pereeption of products. With respect to study cues and stimulus context,

the effect sizes of the Liefeld study are in the same direction as those of Peterson and

Jolibert. The smaller sarnple may be the underlying reason of the insignificant results (.69

and .83) obtained by Liefeld. Overall, both research results are consistent and indicate that

within-subject research designs, single cue studies and using an intangible (paper and

pencil) description of the stimulus tend to increase the effect of country of origin on
perceived qualiw.

2,3 Summary

The main conclusions are that the effect of country of origin is significant and that one

should differentiate between quality/reliability perception and intention to purchase. In

additioq a stronger effect of country of origin is observed for quality perception than for

intention to purchase. One must be aware of the influence of the following methodological

factors:

l) \ryithin subject design tends to artificially increase the relative e{fect of country of

origin.

2) Regarding ttle measure of quality perception, student samples are not different tian

consumer samples or businesspeople samples. However, student samples differ when

intention to purchase is measured. The impodance of price in particular and/or ot}er

attributes may be more important for students when buying intention is involved.

3) Single cue study tends to artificially increase the relative effect of country of origin. In

addition, this approach does not reflect the real consumption situation.

4) Using a written paper and pencil test tends to artificially increase the relative effect of

country of origia The attention of the respondent is artificially focused on one attribute

which may not have been taken into consideration. The presence of the stimulus allows

the researcher to put the subject in a situation closer to reality.

5) Including the respondents' country may increase the relative effect of country of origin.

However, from a competitive viewpoint, including the country of the respondent may be

useful to measure its perceptual distance relative to other countries of interest.

6) Including more than L0 countries in the study appears to increase the relatiye effect o{

Research Design

Within Subject

Between-Subj ect

Type of Respondents

Students

Consum€rs

Study Cues

Single cue

Multiple cues

Stimulus Context

Paper and pencil

Stimulus pres€nt

.428

.19E

.214

.192

J{)

.28

.30

.30

.t6
.218
.190

.206

.196 _14
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country of origin (for intention to purchase) by drawing the respondents' attention to the

subiect.

7) The relative effect of country of origin appears stronger for intention to purchase.when

industrial rather than consumer products are involved. The same situation prevails when

durable rather than non durable products are involved.

8) The self-administered or other-administered method of data collection appears to have

an impact on the relative importance of tJIe country of origin. Hence, the effect of mode

of data collection should be taken into account in further studies.

9) The choice of a field ratier than a laboratory study seems to increase tlle relative

importance of country of origin for intention to purchase.

With the last two points in mind, further studies could follow the multi-method research

design proposed in Table 3.

Table 3: A multi-method approach to cormtry oI origin studies

Mode of data collection

Self-administered Other-adrninistered

ltr Xff€s 0l th ft r_v 0lorigir oa tt* lvallrtion ol hr* A State of tk In Rerhv ed Rr*aEh pmaido,E(fidMr ad proEt)

FiSure 2 : Relationships b€tween three types of risk

and the effect of country of origjn

4. Moderating variables in country of origin studies

The effect of country of origin on t}le evaluation of products is only one among many pieces

of information taken into account by consumers. In addition, the effect of country of odgin
is more important on perceived quality than on purchase intention. It is therefore likely

that some moderating variables may be involved during the evaluation process of the
consumer.

In order to be closer to the real market situation, many studies have used a multi_attribute

approach. However, with the rapidly increasing complexity of experimental desigrs, most
studies have limited tt}e number of attributes to four. In general, a product is analyzed

along two kinds of variables: 1) Intrinsic variables (e. g.: taste, design, performance, etc. )
which are an integral part of the product, 2) Extrinsic variables (e. g.: price, brand,
warranty, country of origin) which are potential sources of information to the consurner
before consumption. In the following discussion, we limit our study to extrinsic variables

and their intenelationship with the country of origin.

A literature review allowed us to list the following intrinsic variables;

| ) Prestige of retail outlet

In order to reduce risk, consumers tend to favor a more prestigious retail outlet when the
effect of country of origin is negative. "Consumer reduce risk by purchasing products from

a store with a quality reputation" (Thorelli, Lim and Ye, 1989 ; p.3?). The more prestigious

t}e outlet, the lower the impact of the country of origin (d.Astous and Aluned, 1g92). The
type of retail outlet appears to have a stronger impact on the quality perception than on
the buying intention. Thorelli et al. (1989) did not find any significant effect of the tlTre of
retail outlet on tle overall attitude and buving intentions. The impact of tl]e type of retail
outlet on the quality perception measured with a nine-point bipolar scale (very bad buy/

Study Laboratory

Field

Method I

Method 3

Method 2

Method 4

3. Type of studies on the country of origin effect

Studies conducted over the last thirty years have covered a very wide variety of subjects,

The impact of country of origin has been evaluated for video ca$sette recorders (Ahmed

and d'Astous, 1995), computers (Hong and Wyer, 1989), cars (Johansson and Nebenzahl,

1986), shirts (Heslop, Liefeld and Wall, 1987), socks (Schellinck, 1989), coffee (Obermiller

and Spangenberg, 1988), industrial machines (White and Cundiff, 1978), etc. .

d'Astous and Ahmed (1992) used three products (T-shirt, video cassette recorder and

automobile) to evaluate the effect of the level of product involvement. They concluded that

the higher the level of product involvement, the stronger the effect of product attributes

and of the country of origin,

More specifically, the Wall, Liefeld and Heslop (1991) study, among others, shows that the

following three dimensions tend to increase the impact of country of origin: The technical

complexity of the product (technological risk), the social significance of the product to

other people (srrcial risk) and the price level (financial risk). The general positive effect of

each of the three dimensions is represented in Figure 2.

Effect of the
countr"y of origin
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very good buy), was confirmed by Ahmed and d'Astous (1992).

2) Price lwel and associated financial .isk

A less favorable country of origi[ results in a higher buying risk for the consumer,

thereJore a lower financial risk is tolerated (Johansson and Nebenzahl, 1986). This is

confirmed by the study of Cordell (1991) who found that aversion to goods produced in less

developed countries lvas higher for a color television set at about $300 than for a telephone

at $75- Ahrned, d'Astous and Zouiten (1993) found also a significant interaction between

price and country of origin but not between price and brand. "There is a significant

interaction between country-of -origin and price.,. tiere is some indication that for a poor

image country, price concessions are needed to sell a product" (p.204). The relationship

between price and country of origin has been the subject of some investigations to find the

necessary price concession needed for a specific change of country of origin (Johansson and

Nebenzahl, 1986 ; Nebenzahl and Jaffe, 1993)-

3) Level of warranty, reimbursement, after--sale service

The higher risk of buying associated with a less favorable country of origin can be olfset

by additional warranties of satisfaction. Schooler, Wildt and Jones (198?) have found that

a warranty was influential when choosing between a domestic or an imported product, A

research study conducted by Thorelli, Lim and Ye (i989) indicated that a warranty had a

significant effect on overall attitude, quality perception and buying intention. Ahmed and

d'Astous (1995) concluded that offering a strong warranty to offset a negative effect of the

country of origin was a good marketing strategy especially for consumer electronics and

video cassette recorders in particular.

4) Level of brand name prestige and reputatian

A negative country of origin can be offset by a prestigious brand name. A product by Sony

made in Hong Kong is still a Sony eyer though its image is somewhat lowered (Tse and

Lee, 1989 ;Aimed, d'Astous and Zouiten, 1993; Aimed and d'Astous, 1995). However, even

if the brand name may offset the negative effect of the country of origin, the consuner is

expecting a lower price. Hence, usirg a prestigious brand name may offset the negative

image of tie country of origin as far as the product evaluation is concerned but not in terrns

of price expectations. Figure 3 shows the moderating role played by the brand name only

when the product evaluation is concerned, not when the price expectation is involved.

fu ffiec$ ol th {ounrry ol fiigin on the lvalurtion of llod!,tr A Stek 0{ lhe An Re,/iry/ atd Re5!.rch Pr0p:itiou(0r&oa and prooect)

5) Degree of product familiarity (e. g.r past consumption)

The impact of the country of origin appears to be influenced by the degree of familiarity

of the respondent with the product. Parameswaran and Yaprak (1987) bave identified that

the effect of the country of origin is higher for droducts that are less available on the

market. The less the product is known, the higher the €ffect of the country of origin.

Han (1989) tested the two structural equation models shown in I'igure 4 and 5. Country

image (Cl) was measured using the evaluation of products from a specific country (e. g.:

Japanese television sets). Brand attitude (ATT) n'as measured using the evaluation of

specific brands (e. g.: Panasonic television sets). Both measures were collected from a
sample of 116 respondents, using a 7-point semantic (good-bad) differential scale.

Beliefs (Bi) of respondents were measured on five attributes resulting from a factorial

anal,Eis conducted by Han and Terpstra (1988) of the original list of items developed by

Nagashima (19?0). The five attributes were: l) Technically advanced" 2) Prestigious,3)

Workmanship, 4) Price and 5) Serviceability. Each of these five attribuies were treated as

one latent variable in the estimation of the measurement model.

Han (1989) succeeded to validate both models, showing that when the product is less well

known by the consumer, he or she is not in a position to conduct an "objective,, evaluation.

In this case, the "halo" model in Figure 4 applies and the country of origin is used as a

substitute variable underlying the evaluation of the five attributes. When the consumer is

Figur€ 3 : The moderating role played by the brand name

Figu.e 4 : Halo model (low product familiarity)
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more familiar with the product, the model in Figure 5 fits the data and the country of origin
plays the role of a summary variable allowing him or her to simplify the buying decision
process. In tbis case, the country of origin is the sl.nthesis of the prior ,,objective', evalua-

tion of the attributes.

6) Country of assembly, from less developed countries to industrialized countries

With the globalization of trade, products may be designed in one country, partly

manufactured in a second country and assembled in a third country. Therefore, the

construct oJ country of assembly is distinct from the country of origin. For example,

Volkswagen assembles German cars in Mexico and Ikea states that its furniture are

designed in Sweden and are manufactured in Thailand. A study by Klanna (1986) reported

that Indian comqmers evaluated differently television sets with tubes manufactured in

Germany rather than South Korea, even though both were assembled in India.

The percentage of added value required to be legally able to use the .made in ..." label

varies according to regulations in different countries. The construct of country of assembly

is therefore difficult to use in research studies. Studies have shown that the country of

assembly has a signi{icant effect on the perceived quality and purchase value of products

(Ahmed, d'Astous and Mathieu, 1993; d'Astous, Ahmed and Wang, l99S). The negative

impact of the country of origin may be offset by a more prestigious country of assembly

and similarly, a positive country of origin may be damaged by a less prestigious country

of assembly.

Oyerall, an increase (or a decrease in the case of the price level) in any one of the above

listed variables tends to reduce the impact of the country of origin. Table 4 summarizes tie

anticipated direction of the moderating impact of those six variables on the effect of an

unfavorable country of origin ol the product,

Tfu Ededs 0l th c00nr{ of ftigin 0n rtre l*rmrion or pr.dulc A srrre 0r lts Afl Revi0r ,nd Re*arh pxDdtio*{o,,mn rrd pmeck)

Table 4 : Anticipated moderating irnpact of six extrinsic variables
on the effect of an unfavorable country of origin

Extrinsic variable Unfavorable country of origin

l) High prestige of retail outlet
2) High price level
3) High level of warranty

4) High level of brand name prestige

5) High degree oJ product familiarity
6) Pavoreble country of assembly

5. Measure of the image of the country of origin

In spite of convergent research results confirming the significant effect of the country of

origin on the evaluation of products, the measure of the country image is at best an

approximation. In order to simplify the respondent's task, some researchers have used only
one bipolar scale to measure the overall country image. A uni_dimensional measure is

obviously incomplete to capture a multi_dimensional construct.

In his study on the dimensions of country image, Gaedeke (lg?B) conctuded that domestic
products were not always perceived to be better and that products from industrialized

countries tended to be more favorably evaluated than products from developing countries.

This conclusion is consistent with the study of Schooler (19?1) who found a positive

relationship between the degree of a country's lever of deveropment and the evaluation of

its products.

Crawford and Lamb (1981) introduced two yariables: the degree of economic development

and the degree of political freedom as potential variables influencing the decision to buy

imported products. "The resurts do indicate clearry that industrial buyers'wi[ingness to buy

foreign products is significantry influenced not onlv bv the individuar country, but also by

the existing Ievels of economic development and politicat freedom', (p.30 3l). Later,

Crawford (1985) tested the differences of perception of industrial buyers in the United

States as regards eighi Latin American countries. He found that political stability and

degree of freedom had a significant impact in the industrial procurement decision. Finauy,

Khanna (1986) using a sample of 93 managers from four Asian countries (Thailand,

Singapore, the Philippines and Japan), confirmed the influence of the tevet of economic

development of a country on the eyaluation of its products.

Taking into account all studies conducted between 19?1 and 1g89, tie four following

+'

FiSure 5 : Synthesis model (high product familiariry)
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dimensions have been considered: the leyel ot economic developmeot, the political stability,

the degree of freedom and the degree of industrial development. To address the need of

clarifying the measure of country image, Martin and Eroglu (1993) developed a scale

adapted to a multi dimensional construct. They originally generated a series of 29 items

and tested the scale for two countries (West Germany and India) using a sample of students.

A factorial analysis allowed them to reduce the scale to the three main dimensions shown

in Table 5.

Table 5 : Structure oI tbe raie proposed to measure couotry image

Factor/item description liem-total cor.elation

First  factor:  The pol i t ical  d imerxion
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are appropriate, and the idicators: "Pro-Western vs_ pro_Communist" and .'Free market
vs. centrally planned system" may be updated or removed when measu.ng countries other
than China and Cuba.

6. Quality of products

A mentioned above, all extrinsic variables do have an ef{ect on the perception of the
quality of products. As an extrinsic variable, the country of origin also has an impact on
perceived product quality. The meaning of quality is however left unclear and the objective

of the following paragraph is to examine various measures of product quality.

At the end of the sixties, Nagashima (1970, 19771developed a popular measure used for
research on the country of origin. The twenty semantic differential scales shown in Table

6 were proposed and grouped a priori under five dimensions: l) price aad value,2) Service

and engineering,3) Advertising and reputation, 4) Design and style and 5) Consumers,
profile.

Table 6 : The Nagashjma scale of perceived product quality

Dimensions Bipolar adjectives (7-point scale)

Price and value 1, lnexpensive vs, expensive
2. Reasonably priced vs, unreasonably priced
3- Reliable vs. unreliable
4. Luxury iterrls vs, necessary items
5. Exclusive vs. common
6. Heavy industry product vs. Iight manufacture p.oduct

Service and engineering L Careful and meticuious workmanship vs. not so careful and meticl.t-
l('us workmanship

2. Technically advanced vs. technically backward
3. Mass produced vs. hand made
4. World wide distribution vs. mostly domestic distribuiion
5. Inventive vs- imitative

Advertising and reputatron l� Pride of ownership vs- not much pride of otr.nership
2. Much advertising vs. litrle adve.tisina
3. Recognizable brand name vs. unrecognizable brand nanre

Design and style L Large choice of size and model vs. limited choice of size and model
2- More concemed wjth out$/ard appearance vs, more concerned with

pedormance

3. Clever use of color vs- not clever use of color

L More for young people vs. more for old people
2, More for men vs. more Jor vomen
3 Upper class vs. Iower class

Democratic vs. dictatorial syslem

Capitalist vs. communist system

Civilian vs. military govemment

Pro-Western vs. pro-Communist

Free market vs. centrally planned system

.713

.612

.631

.708

.573

Second factor : The economic dimension

High vs- low standard of living

Stable vs. unstable economic environment

Quality of products

Existence of a welfare system

Level of labor costs

.443

.359

.218

.834

Third factor : The technological dimension

Level  of  industr ia l izat ion

Level of technological iesearch

Level of literacy

Vass produced vs hand .rafrcd produ.ts

.429

.24i

.381

.285

Cronbach alpha for lhe whole scale

The resulting scale appears to be reliable and its dimensions are consistent with previous

research. However, it should be tested with a non-student population. As noted in para-

graph 2.2 of this article, the impact of the country of origin on purchase intention is

different for student respondents rather than for consumers or businesspeople. It is there-

fore possible, that consumers or businesspeople would not use the same dimensions as

students when evaluating the image of a country.

The review of research on the image of the country of origin clearly shows that the

colstruct is multi-dimensional and that a reliable and valid scale needs to be used with the

appropriate population in mind when conducting research on the effect of the country of

origin on products. A confirmatory factorial analysis approach could be used with the three

latent variables and their associated indicator variables shown in Table 5. Bipolar scales

- 3 0 -
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This scale has been used later by numerous researchers. The original number of items was

reduced by factor amlysis from twenty to four by Han and Terpstra (1988). The authors

did not give the details of the item-factor structure but only the following four underlying

dimensions: l) Technical advancedness,2) Prestige, 3) Workmanship and 4) Price. They

also added "serviceability" and "overall evaluation". Each of these six dimensions was then

used as a unique measure on a T,point scale.

Roth and Romeo (1992) are also among those proposing a multi dimensional approach to

the measure of perceived product quality. However, their approach is ambiguous since they

seem to mix together the country image and the perceived quality of products. They state

that; "Country image appears to be a multi-dimensional construct. As such it is unclear

that a single measure of overall quality can be deemed equivalent to country image. Yet,

country-of-origin studies frequently used a single measure of product quality rating in

order to understand the impact of "made-in" stereotypes" (Roth and Romeo, 1992, p.481-

82). They retain the following four dimensions for the perceived quality of products; 1)

Degree of innovativeness (use of technoJogical innovations or engineering), 2) Design

(appearance, style, color, variety), 3) Prestige (exclusivity, social status, brand reputation)

and,4) Workmanship (rel iabil i ty, durabil i ty, craftsmanship, manufacturing quality).

Finally, Heslop and Papadopoulos (1993) retained the three following dimensions as a result

of a factorial analysis: l) Product integrity, 2) Price/value and 3) Market presence. The

item factor structure that was obiained is presented in Table 7.

Table 7: Product quality dimensions obtained by Heslop and Papadopoulos (1993)

Dimerrsions Bipolar adjectives (7-point scale)

Producl intesrity l. Technically advanced vs. technically back\r'ard

l .  lnnovat ive vs.  imi tat ive

3. High level oI workmanship vs. low level of workmanship

4. High qual i ty vs.  Iow qual i ty

5. Rcliable vs. mrt reliable

6- More concerned with outward appearance vs. more concemed with

performance

7- Cood service and warranties vs. bad service and waranties

Price/value l. Expensive vs inexpensive

2. Reasonably priced vs. unreasonably priccd

l. Large choice of size and model vs. limited choice of size and model

2. Recognizable brand names \.s. unrecognizable brand names

3. Much advertising vs. little advertjsing

4. Easy to find vs. difficult to find
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Table 8 allows us to compare simultaneously the different dimensiots proposed by the
above mentioned authors for measuring the perceived quality of product. The studies listed
in Table 8 are showing a qujte consistent pattern with the four following dimensions: 1)
Technical advancedness, 2) Design, 3) Prestige and 4) Workmanship andlor price for value.

Table I : Comparison of dimensions used to measure the perceived quality of product

Authors I3C-u+iqu Han and Terpstra Roth and Romeo Hestop and0e70, rs77) 0e88) rlee2) P;;ii;f*i;

Dimensions l. Price and value L Technical 1. Degree of 1� product integrity
advancedness innovativeness

2. Service and 2. Prestige 2. Design ?. price/value

englneenng

3. Advertising 3. Workmanship 3. prestige 3. Market presence
ancl reputation

4. Design and 4. Price 4. WorkmansHp
style

5- Consumers' 5- Sewjceability
profile

In order to obtain a reliable and valid measure of the perceived quality of products, we
suggest that a confirmatory factor analysis should be conducted using the indicators and
their associated latent variables shown in Table 9.

Table 9 : Latent variables and associated indicators for measuring the perceived quatity of products
Latmt variables Indicators (bipolar adjecti!eb, ? .ljl,rnt scate/

Technological advancedness l. Innovative vs. imitative
2. Te'  hnical lv advanced rs.  technical ly backward

Design l .  Sty l ish vs.  not  sty l ish
2. Clevet use of color v$ not clever use of color
3. Large choice oI size end mDdel ys. Jjmlted clojce of size and modei

Prestige 1- Exclusive vs. common
2. Prjde of ownership vs_ not much pride of ownership

Work rnanshi p l. Reliable !s. unreliable

2. Carefui and meticulous workmanship vs. not s{) ca.etut and meticu-
lous workmanship

3. Durable vs. not durable

Market presence
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7. Research orooositions

7.1 Replication oi Nagashima study

Longitudinal studies on the effect of country of origin are the exception (Darling, 1987 ;

Darling and Wood, 1990). The study of Darling and Wood (1990) conducted over a period

of ten years (1975-1985) in F-inland is probably the most olten cited. Results indicated an

improvement in the perception of both American and Japanese products over the period.

However, the improvement of the image of Japanese products was higher than for

American products.

The study of Nagashima (1970, 1977) with data collected respectively in 1965 and 1975

among 100 Japanese businesspeople from Tokyo, evaluated the perception of products

from the United States, Japan, Cermany, England and France. This comparison at two

points in time allowed the author to conclude that the image of American products had

declined over the period whereas the image of Japanese products had improved.

lve suggest that a replication of Nagashima's study would be very valuable to measure the

relative position of American and Japanese products as perceived by Japanese businesspeo-

ple t\r'enty years later. This would allow us to see how American products are now

perceived after the important investments made by US manufacturers (e. g-: of the

automobile industry) in product quality improvement. Such a replication is all the more

vaiuable that published surveys of Japanese businesspeople are rare in spite of the world

leadership of Japan in many industries.

7.2 Validation of a scale intended to measure the perceived quality gt product

Collecting data amoog Japanese businesspeople would serve two additional purposes. First,

this v'ould allow us to test, by confirmatory analysis, the scale structure we have suggested

in Table 9, and it would also be a unique opportunity to test the external validity of our

proposed scale.

7.3 Development of a scale to measure the country image

The previous research studies that we have reviewed are a good starting point to develop

a scale to measure the country image. The structure proposed by Martin and Eroglu (1993)

is especially valuable (see Table 5). However, since they used students, the external validity

of their scale is questionable. We suggest to administering the scale of Martin and Eroglu

lie tfiec$ 0l the (00[q ol orig 

 

on lhe tya]uiti0n of hodns A Stale 0l rle ln Revter and Reeadr tr0r6iti,n$ 1ch€ro0 aod pmftrh)

(1993) to a sample of Japanese businesspeopre. This wourd allow us to test the fitness of the
scale structure by confirmatory lactor anallsis and to obtain an external validation of the
multi dimensional structure of the construct of the image of the country. The potential
results are important for two reasons: First, because previous studies did not make a clear
distinction between a uni-dimensional or multi-dimensionar construct of the image of the
country and second, in previous research, the construct of the image of the country has
often been confused with the co4struct of country of origin of the product.

7.4 Development of a structural model

Data collected simultaneously on the image of the country and on the perceived quality of
the product can be integrated in a new structurai equation model. Our proposed model is
presented in Figure 6. It foilows the work of Han (19g9) in the situation ol limited
familiarity with the country of origin and its products. In this case, the ,,halo,, 

moder is
applicable and the image of the country is antecedent to the perceived quality of the
product (see Figure 4). To keep our modei parsimonious and testable, we accept that the
construct of "country 

of origin,'is a simplification and that country of design, country of
assembly and country of manufacture could be explicitly incorporated jn our model in the
future. The measurement modei of the image of the country is structured according to the
three latent variables shown in Table S and their associated indicators. 1}|e measure of the
perceived quality of the product follows the structure proposed in Table g with four latent
variables and their associated indicators-

As shown in Figure 6, the reputation of the commercial environment is evaluated by the
respondent with two indicators: the prestige of the brand and the reputation of the retailer.
When the brand and the retailer are evaluated more positively, the commercial environ.
ment is more positive, and this will in turn increase the perceived value of the product. We
propose also, that the perceiyed value of the product will be affected by the conditions of
the transaction measured by two indicators: the price level and the levei of warranty
offered. The construct of perceived value of the product could be measured by two bipolar
(very bad buy,/very good buy ; very bad worth,/very good worth) 7_point scales. Two Z
point bipolar scaies (would not recommend others to buy/wou1d strongly recommend
others to buy; very low chance I would buy/very high chance I would bu],) could also be
used to measure purchase intentiorr,

The structural modet proposed in Figure 6 suggests that the country image directly affects
the perceived qualitv of the product. The perceived quality of the product interacts with the
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commercial environment in bi-directional fashion. The perceived value of the product is

affected by the quality of the product, the commercial environment, and the conditions of

the transaction. Finally, the purchase intention is affected by the perceived value of the

product and by the conditions of the transaction.

The procedure necessary to test the model requires first to validate the measurement of the

image of a country and of the quality of the product. This could be done for three countries

(to keep the length of the questionnaire reasonable) using a series of semantic differential

scales, The first part would allow us to simplify our model by keeping only three aggregate

indicators of the jmage of the country and only four indicators of the quality of the product

as shown in Figure 6. In the second part of the validation, the simpli{ied model will be used

to test if the structural relations between the six constructs of: country of origin, quality

of the product, commercial environment, perceived value, conditions of the transaction and

purchase intention are colfirmed,

Figure 6 : Proposed modcl for a situaiion of limited familiarity of the countrv o[ origin and its products
("halo" model)

7.5 Additional .esearch avenues

External validation of the proposed model could be achieved through replication of the
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study for different populations. Businesspeople may show more sensitivity to the country
of origin than general consumers. Because of time constraint, lack of information or lack
of motivation, consumers may not take the country of origin into account as some studies
have shown (Liefeld. 1993).

Replication of the study in different countries would also contdbute to the external varidity
of the proposed model. Hong and Yi (1992) have shor.vn with an experimental study among
college students tiat country-of origin effects were greater for Koreans than for Amer_
rcans, especiaily when products are made in unfavorable countries. They suggested that the
lower the imports of products from less developed countries (LDC), the higher the impor.
tance of the country of grigin of products, For the evaluation of products imported from
LDC, a "haro" 

moder wourd therefore be more appropriate in the case of newry industrial-
ized countries if they import less from LDC than from more traditionally highly industrial_
ized countdes.

The level of financial risk associated with the product was expenmentaily shown by
cordell (1991) to increase the aversion to products made in LDC. Future validation of the
proposed moder will therefore require to consider countries of origin o1 different reputation
and different levels of financial risk for the consumer. Further one must be aware that
within one country there may be various consumer segments conceming sensitivity to the
country of origin of products. Some consumers, mainly motivated by economy, may be
insensitiye to the country qf origin- Other consumers may totally refuse to buy products
from LDC, whire some may be ready to consider buying tJrem if some concessions such as
a price reduction or a genetous warranty are offered.

8. Conclusion

The obiective of this article was to review the research oo the concept of the country of
origin of products. Our conclusioq was that the effect of tie country of origin of products
was significant (especially lor perceived quality as opposed to purchase intention) but that
there n'ere many experimental factors that could strongly modify the relative importance
of the observed effects The studies on the subject have covered a wide variety of products
and situations. The six lollowing variables were identified as potential moderators of the
effect of tbe country of origin: 1) Type of retail outlet and associated degree of prestige,
2) Price level and associated iinancial risk, 3) Level of warranty, reimbusement, after_sale
service, 4) Level of brand name prestige and reputation, b) Degree of product famiiiarity,
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6) Country of assembly.

The measure of the image of the country of origin was also reviewed and a confirmatory

factorial analysis of a multi-dimensional scale structure was proposed. The research on the

perceived quality of products was reviewed and presented as a distinct multi dimensional

construct also in need of validation by confirmatory factorial analysis. A collection of data

among businesspeople in Japan was proposed in order to test the extemal validity of both

measures, Finally the framework of a tentative structural model was developed and

discussed.
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