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The concept of Country of Origin (COO) has been used by many researchers in order to
study the context of purchasing products made in the home country vis-a-vis products
that are available globally. The concept of COO is viewed as an important cue which
would impact consumer decision-making process. This paper presents an extensive
literature review of COO. The study has been done from a marketing perspective, and it
also tries to draw a relationship between COO and Brand Origin (BO), and considers
the role of COO in purchase decision making. A holistic approach has been adopted to
understand all the related attributes of COO.
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Introduction
The manufacture of products is increasing to include global activities and the quest for
consumer research in international marketing is playing a significant role in
understanding the business activities across boundaries in the present scenario. It is also
very important to understand the attitude and preference of consumers towards the
products of foreign origin. The Country of Origin (COO) studies would enable the
academicians and corporate managers to understand how consumers perceive the products
originating from a particular/foreign country; their response to imported products; and
their perception regarding COO products—designed in one country, manufactured in
another country, assembled in a third country, and finally branded in some other country.

This study considers literature review in the area of COO research. Initially,
the paper discusses the literature related to COO, followed by the concept of Brand
Origin (BO). The relationship between COO and BO is discussed later, followed by the
literature review showing how COO is related to the concepts of brand image and brand
perception. In the latter part of the study, a brief review of the literature concerning
COO with quality, product evaluation and other product related attributes is discussed.
The study also comprises studies based on the COO and its role in affecting the perception
of global and local brands.

Objectives of the Study
The main objectives of the study are:

• To analyze the work done till date in COO related studies;

• To understand the concept of COO from a marketing perspective;
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• To understand how BO and COO are related to each other; and

• To understand the other related attributes which affect the concept of COO.

Concept of COO
The study of COO has shown many broad ordering effects on consumer behavior, and
these effects are more specific to the association of product classes to COO (Pecotich
and Ward, 2007). Han (1989) explains the role played by COO in shaping the
consumers’ perception about goods and services belonging to different brands. COO can
play a halo effect or a summary effect in product evaluation. COO has a halo effect
when consumers are not aware of the country’s product, and a summary effect when
they are aware of the country and its products (Han, 1989). Consumers form beliefs
based on the country image and form a specific attitude towards the brand in halo
effect. In summary effect, they form country image based on the past belief of product
attributes and characteristics, and formulate their desired brand attitude. According to
Han (1989), COO is taken as an extrinsic cue which plays a major role in shaping the
consumers’ decision process. The brand is used as a summary construct when the customers
have greater access to the country’s product information. Roth and Romeo (1992)
conducted a study on the effect of COO on consumers’ perception of the product to see
COO as a fit between product categories and countries. They defined COO as, “the
overall perception [that] consumers form of products from a particular country, based
on their prior perceptions of the country’s production and marketing strengths and
weaknesses”. COO can be defined as “the country where corporate headquarters of the
product or brand is situated, also it can be inferred from the country of assembly or
manufacture, and the country of product design” (Ahmed and d’Astous, 1996). Major
studies on COO have been conducted to show differences in the perceptions of the
overall quality of products produced in developing vis-à-vis developed or newly
industrialized countries (Thakor and Kohli 1996; and Bandyopadhyay and Banerje,
2002).

Concept of BO
The study on COO also includes the concept of BO. According to Thakor and Kohli
(1996), BO can be defined as “the place, region or country to which the brand is
perceived to belong by its target consumers”. Consumers’ perception about the BO of a
product differs and varies because of lack of information regarding the origin of a
particular brand and ignorance and obfuscation about BO for products by marketing
companies in order to avoid any past unfavorable reaction to the respective origin.
Brand origin can be taken as a demographic variable, as well as a part of brand personality.
The relationship between them is shown in Figure 1.

Brand personality also plays an important role in determining the brand image of
the products, and brand image in turn plays a major role in consumers’ perception of
the brand—brand being young or old, feminine or masculine, etc. (Batra et al., 2000).
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When a brand relies on a feature-based concept, the BO cues become more explicit.
When the brand relies on a symbolic concept, the BO cues become more implicit and
subtle and the functional image of the brands is more on the concept of brand name
(Thakor and Kohli, 1996). The model proposed by Thakor and Lavack (2003) showing
antecedents and consequences of BO is given in Figure 2. They suggest that BO plays an
important role in forming the brand attitude. The country of corporate ownership and
perceived location of component source act as determinants for the perception of BO. In
certain circumstances of product evaluation, BO association can be more influential
than COO.

Jin et al. (2006) conducted a study to see the effect of BO on emerging markets like
India. According to them, BO association is influenced by social motivation and social
identity, which again affects consumers’ perception of the brand. According to Jin et al.
(2006), BO association is “the activities or processes that consumers are engaged in, to
associate the brand with images of a particular place or region or country”.

COO and BO – Key Differences
The key dimension which differentiates COO and BO is the difference in focus. In COO
studies, basic importance is given to the country at product level and not at the brand
level. The primary focus is determining the effects of consumers’ perceptions of the

Figure 1: Brand Origin and Related Concepts
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respective countries on their rating of the quality of the product and the choice processes.
Branding is taken as a cue to infer COO information, whereas BO studies focus to
integrate the origin cues within brand image (Thakor and Kohli, 1996).

Further, COO studies ignore the brand effect and emphasize country as a major
exogenous variable, whereas BO studies consider it as a more inclusive concept. Another
major point of difference is the “conceptualization of origin in terms of consumer
perception. In BO studies, the perceived origin of brands is considered to be the same as
the country shown in the ‘made-in’ label, whereas studies based on COO take the
origin concept from the perspective of the country of assembly, or manufacture, country
of sourced component, country of design and country of origin of culture.

BO studies are conducted by taking the concept of origin from within the country,
whereas COO studies are conducted by taking the concept of origin from developed to
developing to newly industrialized countries (Thakor and Kohli, 1996; Batra et al., 2000;
Bandyopadhyay and Banerjee, 2002; and Jin et al., 2006). Product evaluation can be
easily transposed to brand evaluation (O’Cass and Lim, 2002). BO studies can be replaced
by COO concept (Jin et al., 2006).

COO – Brand Image and Brand Perception
Country image perception and brand image perception vary depending on the consumers’
nationality (Bandyopadhyay and Banerjee, 2002). Brand image includes symbolic-,
functional- and usage-based approaches. Symbolic shows status, luxury and wealth;
functional brand image shows brand name; and usage-based image shows specific features
and attributes (Thakor and Kohli, 1996).

Source: Thakor and Lavack (2003)

Figure 2: Antecedents and Consequences of Brand Origin
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For eastern and western brands, no significant differences have been found between
self-image and brand image congruence for the consumers (O’Cass and Lim, 2002).
Images play a major role in influencing the consumers’ response to brands, services,
products, stores, promotion, and organization (Parameswaran and Pisharodi, 1994).
They also suggest that attributes contributing to the CO image differ across cultures.

Perceived origin association is one of the powerful sources of brand appeal. Perceived
origin or national identity is very important to form brand image and brand perception
which leads to a favorable or unfavorable brand attitude (Thakor and Lavack, 2003).

BO association can be described as the activities or processes the consumers engage
in to associate the brand with the images of a particular country or place (Jin et al.,
2006). They also demonstrate that the consumer recognizes the origin of the brand
correctly but this recognition rate decreases as the brand approaches a long history of
localization. Country image plays a major role in product evaluation (Han, 1989).

COO and Quality
Major studies have been conducted to see the effect of COO on the perceived quality of
the respective products. Ahmed and d’Astous (1996) conducted a study to determine
how consumers react to a multidimensional formulation of COO—Country of Design
(COD) and Country of Assembly (COA)—in the presence of origin cues like brand
name, quality and other product attributes, and found that COD explains the largest
proportion of common variance to measure the perceived quality, followed by COA and
brand name. COD and COA cues have a stronger impact than brand name on consumers’
evaluation of quality and purchase value for COO concept.

Elliott and Cameron’s (1992) study on COO and consumer’s perception of product
quality assessed COO as a surrogate indicator of product quality. They found that
quality and price of products are more significant choice determinants for respondents
than COO. But when only COO is the variation among products, consumers perceive
quality to be different for different product categories.

The effect of COO influences the evaluation of foreign products broadly on two
dimensions: perception of quality and purchase value of the product (O’Cass and Lim,
2002). Country image is normally defined as “the general perception of consumers for
the quality of products made in the given country” (Han, 1989).

COO cues have a moderate impact on judgments related to purchase value and a
strong impact on quality perception (d’Astous and Ahmed, 1999). Self-perception of
quality significantly influences the feature variety, after sales service, and ad image
(Bandyopadhyay and Banerjee, 2002). Experts are found to use COO as a summary
construct when the product evaluations are consistent with the image or reputation of
the COO in producing or supplying that particular type of goods and services (Pecotich
and Ward, 2007).
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COO and Product Evaluation
COO effect can be studied by taking the perception affecting consumer evaluation of
special product attributes, general product attributes and general country attributes
(Parameswaran and Pisharodi, 1994). COO effect can be product-specific and it may
operate on a wide variety of products when the country enjoys high and widespread
consumer confidence in the quality of its goods (Bandyopadhyay and Banerjee, 2002).
Bandyopadhyay and Banerjee (2002) found that perceived quality is based on the
perception about product attributes—after sales service, feature variety, and ad image—
which is more for imported products than the domestic products, whereas there is
hardly any price effect on the quality perceptions of local products compared to foreign
products.

Ownership and purchase of foreign brands vary greatly across product categories
and geographical locations in both consumable and durable goods categories (Chan
et al., 2009). Country stereotype affects the consumers’ product evaluation process and
this is activated automatically by COO cues (Liu and Johnson, 2005). The diagnostic
role of identity also plays a major role in the evaluation of products—consumers favor
the accessible brand identity more than the global identity when identity is in the
diagnostic form (Zhang and Khare, 2009).

Batra et al. (2000) conducted a study to measure the non-localness perception of a
global brand among the consumers belonging to economically developed countries, and
to know “how and why consumers in developing markets choose between older, local
brands and newer, non-local brands?”. According to Batra et al. (2000), the perceived
degree of non-localness of BO will be significant in shaping the consumers’ attitudes
towards it in a positive way. The perceived non-localness of BO leads to a positive brand
attitude when admiration for the Economically Developed Country (EDC) increases.

COO – Other Product Attributes
According to Bandyopadhyay and Banerjee (2002), the impact of price information is
more on quality perceptions of local products than in the case of foreign products. It is also
shown that the attributes of products like feature variety, reliability, after sales service, store
image and ad image also play an important role in evaluating the quality of COO.

Quality and brand names are the most important elements of brand image. Product
characteristics and product attributes also play a major role in shaping the brand
perception (Thakor and Lavack, 2003). Consumers give more importance to price than
brand reputation, followed by warranty in the COO study (d’Astous and Ahmed, 1999).
BO can be considered as a demographic variable and a part of brand personality.
Pronunciation of brand name is also a very important factor which builds the perception
of BO among consumers (Thakor and Kohli, 1996).

Brand name and satisfaction assurance are the most important attributes which
impact purchase value in the study of COO (Ahmed and d’Astous, 1996). Ethnocentrism
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has little impact on purchase intention for products from global and local origin (O’Cass
and Lim, 2002).

Perception of Foreign Brands vs. Local Brands
Local brands refer to the products made with specification and packaging which are
tailored according to the local market, whereas the global brands or foreign brands are
made with similar specification and packaging for consumers across the globe. According
to Zhang and Khare (2009), ‘local’ means identifying the product in one’s local area,
whereas ‘global’ means identifying the product both in the local area and other areas
across the globe (global identity). “Local identity contains the mental representations in
which consumers have faith and respect for local traditions and customs. Global identity
consists of mental representations in which consumers believe in positive effects of
globalization, recognize the commonalities rather than the dissimilarities among people
around the world” (Zhang and Khare, 2009). A study was conducted to know the
effects of accessible local and global identities in the context of consumers’ evaluation of
local vs. global products, and it was noted that participants with an active global (local)
identity found global (local) products to be more attractive than local (global) products
(Zhang and Khare, 2009).

When price, brand name and technical features are invariant, consumers prefer
local brands to foreign brands, where the local brands are not significantly inferior to
foreign brands. Consumers generally prefer global brands when they perceive the local
brands to be inferior (Elliott and Cameron, 1992).

The perceived value for money for eastern brands are more than western brands, and
also eastern brands enjoy more perceived affordability than western brands, whereas
perceived expensiveness for eastern brand is less than western brands (O’Cass and Lim,
2002). Their study shows that consumers have higher preference and purchase intention
for western brands (COO) compared to the eastern brands.

Quality, prestige and durability, product design, customer service, brand
trustworthiness and product uniqueness are the attributes which drive the consumers’
preference for global brands over the local brands. Low trust and credibility, lack of
strong reputation and brand recognition and poor design of product are the attributes
which drive the consumers to give less preference to local brands compared to global
brands (Jap, 2010).

Consumers perceive foreign brands produced domestically in a joint venture to be of
better quality than local products. Consumer’s reaction towards perceived quality of
foreign brands (whether it is produced domestically or imported directly) will not vary
significantly as they do not find significant quality difference between local brands and
domestically made foreign brands (Bandyopadhyay and Banerjee, 2002).

The brand attitude ratings of consumers are a function of the brand’s perceived non-
local or local origin (Batra et al., 2000). Response to global brands is driven less by
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cognition and more by affect. Brand globality is associated more with a positive effect
which is reflected among consumers who are explicitly against global brands (Dimofte
et al., 2008).

Conclusion
This literature review gives a broad understanding about the concepts of COO and BO
and the main difference between them. Both the concepts are different from each other
in their focus; most of the COO studies focus on country origin and ignore the brand
concept, whereas BO studies consider branding of the product. Also, these two concepts
are different from each other in defining the concept of origin and the level of customer’s
perception. The review also describes how the concept of perceived origin influences in
building up the brand image and perception of the brand. Antecedents and consequences
of the perceived BO are also discussed. The different facets of BO and COO are reviewed
briefly to give an overall picture of the nature and dimensionality of COO image, and
its impact on the formulation of cognition, conation and attitude related to the
consumption of products. The present scenario says as the world is moving towards a
boundaryless region for trade, it is very much important for the marketing managers to
know how consumers perceive and evaluate the products made in their home country
and the products originated from other countries. By knowing the different facets of the
concept of origin and how it works to shape product evaluation process, marketing
managers or the respective companies can formulate their strategies to get a major chunk
of the market share. The review also gives a broad understanding of how the different
product-related attributes (extrinsic and intrinsic) are related to COO. The study of
COO will be of great help to not only the multinational companies but also to those
companies which are trying to do the business in the international arena.

Future Scope: The first thing in the study of COO is the ecological validity of these
researches (Thakor and Kohli, 1996). Almost all the studies have taken student sample
to conduct the studies, so relevance between the research setting and real life situations
need to be taken into consideration. The present research can be extended to see how
consumers form perception regarding the country image? What types of exposure affect
the formation of country image among consumers? How stable the country image becomes
with time? Further studies can be done by extending the sample size and by taking more
meaningful samples (except the student sample). Most studies are done for developing,
developed and newly industrialized countries, but none is done for the underdeveloped
countries. Therefore, a study can be done to see the perception of the consumers in the
underdeveloped countries regarding global brands and COO. This will help the managers
to identify the potential customers in those countries and form effective marketing
strategies. A few studies can be done to refine or improve the measurement quality of
some of the scales (Batra et al., 2000). Scales can be developed to measure COO image
of consumers. Studies show that ethnocentrism has little impact on evaluating the COO
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concept. This can be generalized further by representing all continents in the sample
and studying the effects of consumer ethnocentrism on brand personality and brand
feelings. Some studies can also be done to see what factors of COO affect the loyalty of
the consumers.J
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