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Abstract: The purpose of this study focuses on the role the mfluence of country of origin on Iraman consumers
purchase decision. More specifically, we examine the effect of country of origin on some of the variables related

to consumer mental processes e.g. information search intention, purchase intention and product evaluation to
demonstrate that how the former influences the latter. The subjects were 311 consumers of laptop in Tran.
Structural Equation Modeling (SEM) with Lisrel software was used for the data analysis. The results show that
country of origin has a positive and sigmficant effect on information search mtention, purchase intention and
product evaluation by consumers. On this basis, country of origin is a factor influences the purchase intention
process. Results show that among the considered variables, country of origin has the most effect on consumer

search mtention and help the consumer 1n using existing mformation and ‘or information search.
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INTRODUCTION

Decision making is painful. Tt requires effortful
processing of available information to reach a suitable
judgment. Thus, consumers may rely on inferences to
make a choice. Huber and McCann (1982) have shown
that inferences can affect how people evaluate products.
Inferences come from previous experiences and stored
mformation about the product’s cues like brand and
country of origin (COQ) (Koubaa, 2008) Brand name and
price are factors that generally influence consumers’
evaluation of and purchase mtentions towards a product.
However, the globalization of production and markets has
added another factor to the list as more and more
companies shift production to overseas locations where
factors of production are superior or less costly and then
market their products to consumers around the world.
Consequently,
product’s country of origin can be an important cue in

for many international consumers a

evaluating both domestic and foreign products (Ahmed
et al., 2004).Consumers often uses the source country of
a product or brand as an extrinsic information cue when
making product evaluations. This is generally described
as the country of origin effect (Kwok et al., 2006). For
example, “Japanese electronics are rehiable”, “German cars

>

are excellent”, “Ttalian pizza are superb”. Many consumers

believe that a “Made m” label means a product 1s
“superior” or “inferior” depending on their perception of
the country (Yasin et al., 2007).

The country of origin of a product 1s an important
marketing
perceptions as well as behavior (Pappu et al., 2006). Samli
(1995) summarized country-of-origin as a concept that is

element known to mfluence consumer

a critical information cue, which plays a major role in
having the product accepted n a different world market.
Country of origin effects can also act as an intangible
barrier to enter new markets in the form of negative
consumer bias toward imported products (Phau and
Suntormmond, 2006).

In the west, a vast body of literature has examined
country of origin including studies in marketing and
cross-cultural psychology (Verlegh and Steenkamp, 1999).
Based on these researches, The purpose of this study
focuses on the role of country of origin in building Tranian
consumers purchase decision. More specifically, we
examine the effect of country of origin on consumer
information search intention, consumer purchase
intention and product evaluation.

Previous research into country of origin has
emphasized the relationship between COO and other
construct such as brand equity, product evaluation,

purchase decision and etc. For example, Lin and Chen
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(2006) indicated the country of origin image a significantly
positive effect on consumer purchase decision and also
the country of origin image has a significantly positive
effect on consumer purchase decisions under different
product involvement. In other research Wang and Yang
(2008) showed COO 1mage has a significant positive on
purchase intention. Furthermore, COO 1image 1s found to
be a positive moderator in the relationship between brand
personality and purchase intention. Specifically, a
posiive COO 1mage could enhance brand personality’s
positive impact on purchase mtention, whereas a negative
COO image could significantly decrease the positive
brand personality effect on purchase intention. Chao and
Rajendran (1993) point out that, when customers are
making decisions, they search for more mformation before
making their purchase. In relation to products with the
exception of considering national image of the COO,
consumer product knowledge 15 an importart element
when purchasing. In other hand, Wong, Polonsky and
Garma found that the three COO sub-components (i.e.,
design, assembly and parts) did not influence young
Chinese consumers’ evaluation of product quality or
purchase mtentions. In addition, consumers’ level of
ethnocentrism also did not have a direct effect on
perceived product quality or purchase intentions. As
such, COO dimensions and young Chinese consumers’
ethnocentrism appears to have limited influence on their
assessments of product quality or purchase intentions.

Literature review

The concept of COO: The country of origin of a product
18 an extrinsic cue, which, similar to brand name is known
to influence consumers’ perceptions and to lead
consumers to coghitive elaboration (Pappu et al. 2006,
Ghalandan and Norouzi, 201 2). Country of origin is known
to lead to associations in the minds of consumers (Keller,
1993). The COO of a product has been defined as “the
country of manufacture or assembly”, identified by
“made in” or “manufactured in” labels (Ahmed et al.,
2004). Chattalas et al. (2008) define COO simply as
“information pertaiming to where a product i1s made”
which is usually operationalized and conveyed with the
phrases “Made in” and the country name. Samiee (1994)
points out that COO means the country that a
manufacturer’s product or brand is associated with;
traditionally this country 1s called the home country. For
some brands, country-of-origin belongs to a given and
definite country, such as TBM belongs to the UUSA and
SONY is a Japanese brand . The COO is considered an
extrinsic factor in the decision-making process of the
consumer and s a remedy for risk reduction (Cordell,
1992). Maheswaran (1994) showed that consumers are
more likely to use COO cues to evaluate new products

- luboomation Search Intention

LCountry OF Cingim == i Purchase [ntention

T Prosduct Evalision

Fig.1: Research conceptual model

rather than using intrinsic product attributes. As a reason
for this, Thorelli et al. (1989) found that consumers use
extrinsic cues when mtrinsic cues are not given or are
hard to evaluate. Particularly with foreign products, the
COO effect is often used as a substitute when knowledge
about quality and performance 1s missing, because
consumers are often less familiar with foreign products
(Michaelis et ai., 2008).

COO and Information Search Intention: Conceptual
model showed in Fig.1. In this study mformation search
intention, purchase intention and product evaluation
considered as dependent variables for COO  as
independent variable.

Nearly every mtroductory marketing and consumer
behavior textbook depicts the consumer purchase
decision process as a series of steps progressing from
problem recognition, to mformation search, to evaluation
of alternatives, to purchase decision and finally to post
purchase behavior. In the information search stage,
consumers actively collect mformation to make potentially
better purchase decisions. It should be noted that
consumers also acquire product-related information even
when they are not planning to buy the product in the near
term but rather sometime in the future (Schmidt and
Spreng, 1996). Hong and Wyer (1989) discover that
when a consumer evaluates a foreign country product,
he/she will mostly likely adopt a country-of-origin
image as the most easy to obtain information. Lin and
Chen (2006) showed country-of-origin has a positive
influence on  consumer purchase decision and
information search. Thus:

» H;: Country of origin has a positive effect on the
consumer information search intention

COO and consumer purchase intention: Purchase
intention 1s the probability that customers in a certain
purchasing situation choose a certain brand of a product
category (Crosno et al., 2009; Ghalandari and Norouzi,
2012; Hanzaee et al., 2011). The interest of marketing
scholars on purchase intentions drives from its relation to
purchase behavior. The Theory of Reasoned Action
(TRA) has been widely used to explain consumer
intention towards products/brands (Wang and Yang,
2008). According to Fishbein and Ajzen, purchase
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intentions are decisions to act or psychological states
which represent the individual’s perception to engage in
a particular behavior. TRA suggests that an individual’s
purchase intention towards a product/brand is determined
by his/her attitudes as well as by beliefs of the perceived
usefulness and perceived ease of use. Hence, if a
country has a positive image on specific product
category dimensions which are very unportant to product
classification, then consumers would perceive these
products more favorably and, based upon TRA, positive
attitudes would result in higher purchase intention toward
products of this category from that country (Wang and
Yang, 2008). Manrai and Manrai (1993) find that when a
country brings a rather positive country image to the
consumer, then he/she would have a rather lugh quality
perception and overall evaluaton to a product
manufactured in that country and further more would
increase his/her purchase intention. Thus:

¢+ H; Country of origin has a positive effect on the
consumer purchase intention

COO and product evaluation: Consumers often use the
source country of a product or brand as an extrinsic
mformation cue when making product evaluations.
Consumers make decisions about the quality of products
based on a systematic process of acquisition, evaluation
and mtegration of product information orcues. A cue 1is
defined as all informational stimuli available to the
consumer before consumption and can be mtrinsic or
extrinsic (Ahmed et al., 2004). Maheswaran (1994) argued
that COO is used in product evaluation as a stereotyping
process that allows consumers to predict the likelihood of
a product manufactured m a certain country having
certain features, generally, consumers will evaluate a
product more favorably if it has a favorable COO. This
affects product evaluation in

COO  acts as a signal;
of the general

stereotyping process
three ways. First,
consumers have prior perceptions
quality of products from a particular country and
they use these perceptions to infer the ratings of other
product cues (e.g., quality, reliability) and thus the overall
product evaluation. Second, COO can be an independent
cue, used along with other cues for product evaluation.
Third, COO can be used as a heuristic to sunplify the
product evaluation process, even though other available
product cues may be more useful (Ahmed et al., 2004).
Thus:

* H; Country of origin has a positive effect on the
product evaluation

MATERIALS AND METHODS

Product and country selection: In relation to stimulus, lap
top was chosen because of their wide use among Iraman
students and unsaturated and profitable market of this
commodity in Tran and huge import lead to select this
product. In other hand, for country selection 78
respondents were selected and mquired about their lap
tops” brand 32% of respondents had Dell and 23% had
Viao (Sony) and 18% had HP. Consequently, the
country-of-origin of these three brands (1.e., USA and
Japan) were chosen for setting questiommaire.

Data collection: The field of the study covers the lap top
consumers m Iran. First step 1s to collect the data related
to the variables defiming the theoretical model of the
consumer behavior proposed. In this sense, as has been
done traditionally in Marketing Science in particular and
1n Social Sciences in general, data 1s obtamed by means of
a questionnaire. This questionnaire gathers the measures
for the set of constituent elements of the model The
subjects were 311 consumers of lap top in Tehran area
and they were students. The pretest which measured
reliability, asked 47students that they use lap top to
answer ¢uestionnaires. SPSS data analysis indicated that
the Cronbach’s a of the questionnaires was 0.912. The
findings for the Cronbach’s alpha show (Table 1) that the
reliability coefficients were acceptable (above(.6) for all
dimensions. The composite reliability is good for all
constructs, while average variance extracted (AVE) is
above the cut-off value of 0.5 for all variables (Table 1).

Measurements: Based on previous researches such Lin
and chen (2006) and Lee and Lee (2009) country of origin
was measured using Maheswaran (1994). Information
search intention was measured via McQuarrie and
Munson (1987) and Chin studies concermng mnformation
search intention and items selection. In addition, this
study mainly takes reference from Dodds et al. (1991) and
Klein et al. (1998) concerning measuring purchase
intention and item selection. Product evaluation can be
defined as consumers’ judgment and choices among
alternatives based on marketer provided cues and on
other sources of information about product characteristics
(Lee and Lee, 2009). Tt was measured on a five-point

semantic differential  scale using five items such as

Tablel: Reliability of variables

Criteria Alpha score  Composite reliability AVE
COo0 0.88 0.87 0.62
Intommation search 0.87 0.85 0.58
Purchase intention 0.91 0.87 0.60
Product evaluation 0.90 0.92 0.61
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Bad/Good, Unfavorable/Favorable, High quality/Low
quality, Dislikable/T.ikable and Not at all useful/Very
useful (Lee and Lee, 2004; Maheswaran, 1994). Hence, the
questionnaire items to measure the three dimensions on
a Likert scale and ranged from “strongly disagree” to
“strongly agree” and one construct with semantic
differential scale.

RESULTS

Structural Equation Moedeling (SEM) with Lisrel
software was used for the data analysis. SEM i3 a
comprehensive  statistical approach for testing
hypotheses about relations between observed and latent
variables. It combines features of factor analysis and
multiple regressions for studying both the measurement
and the structural properties of theoretical models Data
analysis using structural equation modeling shows that
hypotheses are supported (Table 1). In relation to the
relationships proposed in hypotheses, country of origin
had the most effect on information search intention.
According to reported t-value (0.47) and standardized
loadmg (0.61), hypothesis 1 is supported. Hypothesis 2,
with respect to the relationship between country of origin
and purchase intention, was supported by a t-value of
3.93 and standardized loading of 0.59.0n the other hand,
i relation to hypothesis 3, findings show that COO
with standardized loading of 0.52 and t-value of
3.25 influences product evaluation. Thus, hypothesis 3 is
also supported.

DISCUSSION

The present study examines the effect of country of
origin on some of the vanables related to consumer mental
processes e.g. information search intention, purchase
mtention and product evaluation to demonstrate that how
the former influences the latter. Results suggest that all
research hypotheses are supported and these results are
consistent with those of studies of other researchers (Lin
and Chen, 2006). The results show that country of origin
has a positive and significant effect on mformation search
mtention, purchase intention and product evaluation by
consumers. On this basis, country of origin is a factor
mfluences the purchase intention process. Results show
that among the considered variables, country of origin
has the most effect on consumer search intention and
help the consumer in using existing mformation and ‘or
information search.

On this basis, firms operating in international and
global markets and choose other countries as their target
market should pay attention to this important 1ssue. If a
firm is manufacturing its products in a country having a

positive image in target market and consumers consider it
as a strong country with respect to manufacturing that
product, then this firm should exploit relationship
strategies emphasizing the name of that country and
displaying 1t in order to achieve competitive advantage.
But if country of origin is not of a positive image and
consumers do not consider it a powerful one with
respect to producing that product, then firms should
rely on the characteristics and capabilities of product in
their communication messages and avoid referring to
manufacturing country. Also, these firms can conduct
marketing activities and win the competition by employing
strategies e.g. merger and strategic affiliation with credible
firms having positive image with respect to their country
of origin. Thus, communication policy of firms should be
based on considering the image of country of origin in
targeted consumer view. So, these firms should recognize
the consumers view in relation to country of origin before
conducting marketing in target market and then implement
advertising strategies based on obtained mformation. Of
course present study had some limitations influencing its
results. Among the limitations of this study is the fact that
students were considered as subjects which though they
were familiar with the intended product and country of
origin but may have influenced the results. On the other
hand, researchers are recommended to consider several
products and study various countries in relation to
intended products.

CONCLUSION

Also validity of results can be examined by
comparing countries having positive image related to
some products with others which not have positive image
with respect to them.

REFERENCES

Ahmed, ZU., IP. Jolmson, X. Yang, CK. Fatt
and H.S. Teng et al, 2004. Does country of
origin matter for low-mvolvement products?. Intl.
Marketing Rev ., 21: 102-120.

Chao, P. and K.N. Rajendran, 1993. Consumer profiles and
perceptions: Country of origin  effects. Intl
Marlketing Rev., 10: 22-39.

Chattalas, M., T. Kramer and H. Takada, 2008. The impact
of national stereotypes on the country of origin
effect: A conceptual framework. Intl. Marketing Rev.,
25 54-74.

Cordell, V.V, 1992. Effects of consumer preferences for
foreign sourced products. J. Intl. Bus. Stud,

23: 251-260.

3311



Int. Business Manage., 10 (15): 3308-3312, 2016

Crosno, J.I.., TH. Freling and S.J. Skinner, 2009. Does
brand social power mean market might?. Exploring
the mfluence of brand social power on brand
evaluations. Psychol. Marketing, 26: 91-121.

Dodds, W B., K.B. Monree and D. Grewal, 1991. Effects of
price, brand, and store information on buyers'
product evaluations. J. Marketing Res., 28: 307-319.

Ghalandari, K. and A. Norouz, 2012. The effect of country
of origin on purchase intention: The role of product
knowledge. Res. J. Appl. Sci Eng. Technol.,
4:1166-1171.

Hanzaee, K. H., K. Ghalandari and A. Norouzi, 2011. The
effect of brand social power dimensions on
purchasing decision based on Iranian customers'
Subjective readiness. World Appl.  Ser T
13:1197-1208.

Hong, S.T. and R.S. Wyer Jr., 1989. Effects of
country-of-origin and product-attribute information
on product evaluation: An information processing
perspective. I. Consumer Res., 16: 175-187.

Huber, J. and J. McCann, 1982. The impact of inferential
beliefs on product evaluations. J. Marketing Res.,
19: 324-333,

Keller, K.I., 1993, Conceptualizing, measuring and
managing customer based brand equity. T
Marketing, 57: 1-22.

Klein, 1.G., R. Ettenson and M.D. Morris, 1998. The
animosity model of foreign product purchase: An
empirical test in the People's Republic of
China. J. Marketing, 62: 89-100.

Koubaa, Y., 2008 Country of origin, brand image
perception and brand 1image structure. Asia
Pac. J. Market. Logistics, 20: 139-155.

Kwok, 3., M. Uncles and Y. Huang, 2006. Brand
preferences and brand choices among urban Chinese
consumers: An investigation of country-of-origin
effects. Asia Pac. I. Marketing Logist., 18: 163-172.

Lee, I. K. and W.N. Lee, 2009. Country of origin effects on
consumer product evaluation and purchase
mtention: The role of objective versus subjective
knowledge. J. Intl. Consum. Marketing, 21: 137-151.

Lin, L.Y. and C.5. Chen, 2006. The mfluence of the
country-of-origin image, product knowledge and
product involvement on consumer purchase
decisions: An empirical study of insurance and
catering services in Taiwan. I. Consum. Market., 23:
248-265.

Maheswaran, D., 1994. Country of origin as a sterectype:
Effects of consumer expertise and attribute strength
on product evaluations. J. Consumer Res., Z21:
354-365.

E

Manrai, L.A. and AXK. Manrai, 1993. Positioning
European countries as brands in a perceptual map:
An empirical study of determmants of consumer

perceptions and preferences. J. Euromarketing,

2:101-129.
McQuarrie, EF. and JTM. Munson, 1987. The
Zaichkowsky personal mvolvement inventory:

Modification and extension. NA. Adv. Consum. Res.,
14: 36-40.

Michaelis, M., D.M. Woisetschlager, C. Backhaus and D.
Ahlert, 2008. The effects of country of origin and
corporate reputation on imitial trust: An experimental
evaluation of the perception of Polish consumers.
Intl. Marketing Rev., 25: 404-422.

Pappu, R, P.G. Quester and R'W. Cooksey, 2006.
Congsumer-based brand equity and country-of-
origin relationships: Some empirical evidence.
Eur. J. Marketing, 40: 696-717.

Phau, I. and V. Suntermmond, 2006. Dimensions of
consumer knowledge and its impacts on country of
origin effects among Australian consumers: A case
of fast-consuming product. J. Consum. Marketing,
23: 34-42,

Samiee, 3., 1994. Customer evaluation of products in a
global marlket. I. Int. Bus. Stud., 25: 579-604.

Samli, A.C., 1995. International Consumer Behavior: Its
Impact on Marketing Strategy Development.
Greenwood  Publishing Group, Westport,
Commecticut, USA., ISBN: 0-89930-883-x, Pages: 40.

Schmidt, I.B. and R.A. Spreng, 1996. A proposed model of
external consumer mformation search. J. Acad.
Market. Sci., 24 246-256.

Thorelli, HB.,I.8. Lim andJ. Ye, 1989. Relative importance
of country of origin, warranty, and retail store inage
on product evaluations. Intl. Marketing Rev.,
6: 35-47.

Verlegh, P.W. and J.B.E. Steenkamp, 1999. A review and
meta-analysis of country of origin research. J. Econ.
Psychol, 20: 521-546.

Wang, X. and 7. Yang, 2008. Does country of origin
matter m the relationship between brand personality
and purchase intention in emerging economies?.
Evidence from China's auto ndustry. Intl. Marketing
Rev., 25 458-474.

Yasm, N.M., Noor, MN. and O. Mohamad, 2007. Does
image of country of origin matter to brand
equity?. J. Prod. Brand Manage., 16: 38-48.

3312



	3308-3312_Page_1
	3308-3312_Page_2
	3308-3312_Page_3
	3308-3312_Page_4
	3308-3312_Page_5

