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ABSTRACT

Differentproductsandbrandscomefromdifferentcountries.Consumerperceptionsandcountry
imagesaredevelopedbecauseofcountryoforigin.Countryoforiginaffectsglobalbrands.Consumer
perceptions about global brands are related to stereotyping, ethnocentrism, industrialization,
technologicaldevelopments,andfads.Consumerperceptionscreateinfluencesonbrandchoicesand
acceptanceofbrands.Consumerperceptionsaboutcountryoforiginshouldbeimproved.Companies
adoptanumberofstrategiesandinitiativestoovercomeandimprovecountry-of-originperceptions.
Aproperunderstandingofconsumerperceptionsaboutcountryoforiginisrequiredformanagersto
realizeconsumerpreferencesaboutglobalbrandsandtheconnectionsbetweenconsumerperceptions
andcountryoforigin.Allthesewillallowcompaniestoestablishtheirproductsandbrandsinforeign
markets,selltheirbrands,andachievebusinessexcellence.

KeywORdS
Brand Choices, Country Images, Ethnocentrism, Global Brands, Industrialization, Stereotyping, Technological 
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1. INTROdUCTION

Different products and brands come from different countries. Consumers and businesses judge
productsandbrandsbasedonthecountriesfromwhichtheyoriginate(Hien,Phuong,Tran,&Thang,
2020).Individualshavepre-determinednotions,perceptions,andbeliefsaboutproductsandbrands
originatingfromaspecificcountry(Basfirinci&CilingirUk,2020).Businessdecisionsaresometimes
affectedbytheattitudesandbeliefsindividualshaveaboutaspecificcountry(Zameer,Wang,&
Yasmeen,2017).Attitudesandbeliefsofthecountryfromwhichaproductorbrandoriginatesarethe
majordeterminantsofthesalesoftheproductsandservicesfromthatcountry.Forallthesereasons,
itisimportanttodevelopandmaintainapositiveimageaboutacountryinthemindsofconsumers.
Country-of-originperceptionsarethementalassociationsandbeliefstriggeredbyacountry(Rashid,
2017).Itistheaimofanycountrytoimproveitsperceptionandimageinthemindsofcustomersto
farewellintheglobalcompetition.Thiswillhelpthedomesticmarketstoexport.Positivecountry-
of-originperceptionsaboutproductsandbrandshelptoattractforeignfirmsandinvestors(Mallon
&Fainshmidt,2017). It isobvious formarketers to takeadvantageofpositivecountry-of-origin
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perceptionstoselltheirproductsandservices.So,marketersrequireunderstandingandanalyzing
thecountry-of-originperceptionsandcountryimagesinthemindsofcustomers.

Studieshavebeenconductedtounderstandthecharacteristicsofcountryoforigin,theeffects
on consumer perceptions, and consequently the sales of such products and brands. However, a
comprehensivestudyanalyzing thevariousaspectsofcountryoforigin, theeffectsofconsumer
perceptions,andthevariousissuesassociatedwithcountryoforiginismissing.Thestudyaimsat
addressingtheresearchgap.

Theobjectiveofthestudyistoconductaqualitativeandconceptualanalysisofthevariousaspects
ofcountryoforigin,consumerperceptionsaboutcountryoforigin,and theeffectsofconsumer
perceptionsonchoosingsuchbrands.

Themethodologyadoptedisthequalitativeandconceptualanalysisoftheliteratureoncountryof
origin,consumerperceptionsaboutcountryoforigin,andthevariousaspectsassociatedwithcountry
oforigin.Latestliteratureoncountryoforiginwasanalyzed.Thestudydidnotcollectprimarydata
anddidnotconductanempiricalanalysis.

Thenoveltyandthecontributionsofthestudylieinthefact thatathoroughqualitativeand
conceptualanalysisofthevariousaspectsofcountryoforiginisdone.Thelatestandtherelevant
literature on the topic is analyzed to understand consumer perceptions about country of origin.
Individualperceptionsaredevelopedtoalargeextentbasedonthecountryoforiginofaparticular
productorbrandandgoesalongwayingeneratingrevenuesandprofitsforproductsandbrands.
Consumerperceptionsaboutcountryoforigindecidehowsuccessfultheproductsandbrandswill
beindifferentmarkets.Companiesandmanagerswillbeabletounderstandconsumerperceptions
aboutbrands,howtheyshouldposition theirbrands,andhowtheymightdevelopand influence
consumerperceptions.Academicianswillunderstandthevariousaspectsofcountryoforiginand
howconsumerperceptionsaboutbrandscomingfromaspecificcountryaredeveloped.

Thestudyisstructuredasfollows.
Section2discussesaboutcountryimagesandconsumerperceptions.Section3focusesonthe

effectsofcountry-of-originondifferentglobalbrandswithsub-sections3.1,3.2,3.3,3.4,and3.5
focusingoncountryoforiginandstereotyping,ethnocentrism,andcountry-of-originperceptions,
industrializationandcountry-of-originperceptions,technologicaldevelopmentsandcountry-of-origin
perceptions,andfadsandcountry-of-originperceptionsrespectively.Companiesadoptanumberof
initiativeswhichhelpconsumerstoovercomecountry-of-originperceptionsandtheseinitiativesare
discussedinsub-section3.6.Section4discussesaboutcountryoforiginandconsumerperceptions
withsub-sections4.1and4.2focusingoninfluenceofcountry-of-originperceptionsonbrandchoices
andcountryoforiginandacceptanceofbrandsrespectively.Sub-section4.3discussesaboutthe
initiativeswhichdifferentbrandstaketoimprovecountry-of-originperceptions.Section5discusses
aboutthesalientpointsofthestudywithsub-sections5.1and5.2highlightingthetheoreticaland
managerialimplicationsofthestudyrespectively.Section6concludesthestudywithsub-sections
6.1and6.2highlightingthelimitationsofthestudyandtheavenuesoffutureresearchrespectively.

2. COUNTRy IMAGeS ANd CONSUMeR PeRCePTIONS

Country images create a major impact on consumer perceptions. Positive images of cities and
countriesinthemindsofconsumersplayanimportantroleintourism(Avraham&Ketter,2017).
Same is true for other forms of businesses. Governments of various countries are interested in
attracting foreign companies to their own countries. Foreign investment improves the economic
situationofacountrybyprovidingjobstothelocalpeopleandalsobydevelopingtheinfrastructure
ofthecountry.MultinationalslikeEliLilly,Nestle,andProcter&Gamblewereattractedtoinvest
inJapanbygovernmentofficialsinKobe,Japanbyutilizingthestrategy.Themultinationalswere
pursuedbygovernmentofficialstoestablishtheirJapaneseheadquartersinthecity.Theyapplied
carefultargetingandpositioningstrategiestoachievethis(O’Leary,2010).ThecityofVeniceis
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well-knownforanumberofproducts.Marketerssellawiderangeofproductsstartingfrompizzato
perfumetowindowblindsacrosstheglobebyusingthenameofVenice.Governmentofficialsofthe
cityofVenicenoticedthisanddecidedtocapitalizeonthepositiveimageofVenice.Theycreateda
trademarkthatcouldbelicensedtoproductmarkets(Zhang&Khare,2009).Thedragonsymbolizes
thecorebrandvaluesofHongKongandthegovernmentofficialsofHongKongemployedastylized
dragontocommunicatethecorebrandvaluesofthecity(Merrilees,Miller,Gloria,&Tam,2018).
Similarly,thegovernmentofIndiasetupIndiaBrandEquityFoundation(IBEF)topromoteIndiaas
aninvestmentdestination.ComprehensiveinformationaboutIndiaiscollected,collated,andmade
availablebythefoundation.Italsoundertakesseveralinitiativestoshowcasetheachievementsof
modernIndiainthefieldofbusinessandindustry(Satpathy&Venkatesh,2006).Companieswill
notbeabletoattractcustomerstotheircountriesunlesscustomershavepositiveperceptionsand
attitudestowardscountryoforigin.

Companiesdonotnecessarilymarketonlyproductsandservices.Theymarketanumberofother
offerings.Countriescanbemarketedandbrandedlikeproductsandservices(Rendon,2003).New
Zealandmarketeditselfverywellbasedoncountry-of-originperceptions.Thecountrydeveloped
concerted marketing programs to sell its products outside the country through its New Zealand
WayProgram.ThepopularHollywoodfilmtrilogy,Lord of RingswasshotinitsentiretyinNew
Zealand.ThemovieshowcasedthescenariosandspectacularlandscapesofNewZealandtomillions
ofviewers.TheinitiativehelpedNewZealandtoexperienceasurgeintourism.Thepopularityof
themoviehelpedNewZealandtopropagatetourismtotheoutsideworld.Theeffortsreinforcethe
imageofNewZealandasfreshandpure(Phillips,2018).However,therearealsoinstanceswhere
promotion of countries through movies have backfired. British comedian, Sacha Baron Cohen’s
mockdocumentary,BoratportrayedKazakhstaninanentirelydifferent,crude,andvulgarlight.The
documentaryfailedtopromotethecountrywhichislargeinsize,richinnaturalresources,andis
modernizingveryrapidly(Bagenal&Harlow,2006).

Consumersdeveloptheirbeliefsandattitudestowardscountriesbasedonhowthecountriesare
showcasedtothem.Ittakestimeforconsumerstodevelopperceptionsandattitudes.Again,attitudes
ofindividualstowardscountriesmaychangeoveraperiodoftime(Diamantopoulos,Arslanagic-
Kalajdzic,&Moschik,2020).JapanhadapoorimageforqualityproductsbeforeWorldWarII.
JapanesecompaniesandbrandsperformedwellafterWorldWarIItochangetheattitudesofindividuals
andcreatedapositiveimageaboutJapaninthemindsofpeople.Thecompanieswhichhelpedchange
theimageofJapaninthemindsofindividualsincludeSonyanditsTrinitrontelevisionsets,and
automakers,HondaandToyota(BautistaJr,Osaki,&Jeong,2020).Successorfailureofabrandfrom
acountrymaydrasticallychangetheimageandperceptionaboutthecountry.Theglobalsuccessof
NokiainthefieldoftelecommunicationshelpedFinland,itscountryoforigintolaunchacampaign
whichenhancedtheimageofFinlandasacenterofhigh-techinnovation(Zhang&Khare,2009).

Perceptionsandimagesmaybedevelopedbasedonthepoliticalsituationsprevalentinacountry
(Peters&Papathanassis,2019).ThebrandsfromtheUnitedStatessufferedmuchduetopolitical
issues.ThewarwithIraqaffectedtheimageoftheUnitedStates.Thecountryfounditselfatoddswith
othercountriesinrecentyears.Theimageandperceptionsofindividualsaffectedtheeffectiveness
ofthemarketingprogramsdevelopedbyU.S.brands(Weisul,2010).

IndividualshavedivergentopinionsaboutthepoliciesadoptedbytheUnitedStatesonpolitical
issuesandthestrategiesadoptedbyU.S.brands(Schneider&Jacoby,2018).Oneconsumerobserved,
“Calling for political independence from the US is one thing, and linking American brands is
another.IlikeIBM,Dell,Microsoft,Starbucks,andCoke”(Fullerton,Kendrick,Chan,Hamilton,
&Kerr,2007).Suchcommentsclearlyindicatethatpoliticalissuesmaynotalwaysinfluencethe
perceptionsofindividualsaboutcountries.Individualsarewillingtoseparatepoliticsandproducts.
DifferenttechnologiesandbrandsfromtheUnitedStatesarepopularamongconsumersalloverthe
world.ConsumersarepositiveaboutU.S.brandsandtheycontinuetoembraceU.S.youthculture
irrespectiveofpoliticalissues.PerhapsthemostcompellingexampleofthepopularityofU.S.brands
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overseasisthefactthatthemostsuccessfulmarketofMcDonald’sinEuropeisFrance,acountry
oftendismissiveofU.S.politicsandculture(Holt,Quelch,&Taylor,2004).

Differentperceptionsandopinionsarecreated in themindsofpeopleofdifferentcountries
byU.S.brands(Ogbonna&Ogunnubi,2018).Partofitcanbeexplainedbythemannerinwhich
theglobalU.S.brandshavebeenbuiltandmarketedovertheyears.MostoftheU.S.brandshave
becomeglobalandaresustainingtheglobalcompetition.U.S.brands likeNike,Coca-Cola,and
Disneyunderstandcustomerrequirementsandpreferenceswellandoffertheirproductsandservices
accordingtosuchrequirements(Abalkhail,2018).Thebrandsdoextensivemarketingresearchto
gaincustomerinsightsintheglobalmarkets.Thebrandspositionthemselvesintheglobalmarkets
basedontheunderstandingofuniversalconsumervaluesandneeds.Nikewithathleticperformance,
Coca-Colawithyouthfuloptimism,andMTVwithyouthculturehavecapturedtheheartsofcustomers
globally(Steenkamp,Batra,&Alden,2003).Thesebrandsaresuccessfulbecausetheymodifytheir
offeringsafteranin-depthunderstandingofthelocalcultures,tastes,andpreferences.Tounderstand
therequirementsandtastesoflocalcustomers,theyhirelocalemployeesineachcountryandmake
surethattheirproductsandmarketingactivitiesareconsistentwithlocalsensibilities(Hein,2007).

Manybrandsconductin-depthmarketingresearchtounderstandthepsychologyofcustomers
intheglobalmarkets(Wei,Ang,&Liou,2020).Someproductshavesuchauniformglobalappeal
thatglobalcustomerscanbetargetedwithoutanychangesintheproducts.Therewasaninstanceofa
JapanesegirlvisitingtheUnitedStateswithherparents.OnseeingaCoca-Colavendingmachine,she
commentedtoherparents,“Look,theyhaveCoca-Colatoo!”Asfarasthelittlegirlwasconcerned,
Coca-ColawasaJapanesebrand(O’Leary,2010).

Itisnottruethatestablishedbrandsarealwaysacceptabletoglobalmarkets.Thereareinstances
whenthemarketingeffortsofU.S.brandsinforeignmarketswerenotthatmuchfruitful(Surdu,
Mellahi,&Glaister,2019).ManyestablishedU.S.brandslikeYahoo!,Microsoft,Coca-Cola,and
McDonald’sfacedanumberofobstaclesintheforeignmarkets.Theimagesofsuchbrandswere
tarnished.Consumers inglobalmarketswere surprisedby the resilienceofU.S.brands.This is
especiallytrueforemergingmarketswheremanyoftheU.S.brandsarestillpopularevenwhenthe
UnitedStatesasacountryisnotthatmuchpopular(Grewal,Chandrashekaran,&Dwyer,2008).
CustomersinSaudiArabiaconsiderthedifferentproducts–McDonald’srestaurants,Lay’spotato
chips,andKraftpackagedcheeseastopbrandsintheirrespectivecategories(Hein,2007).Customers
inemergingmarketsalsoconsiderproductsandbrands fromdevelopedcountriesasperforming
betterthandomesticorlocalbrands.Surveysconductedindicatedthat70percentofconsumersin
developingcountries,rangingfromArgentinatotheUnitedArabEmirates,feltthatlocalproducts
werenotasgoodasproductsfrominternationalbrands(Hein,2007).IndividualsconsidertheUnited
Statesasacountrywithanumberofissues.However,thecountryisstillconsideredastheconsumer
capitaloftheworld(Varman&Belk,2009).

3. eFFeCTS OF COUNTRy-OF-ORIGIN ON GLOBAL BRANdS

Customersconsiderbrandsasexternalcuestotaste,design,quality,performance,value,andprestige.
Theyassociatethevalueoftheproductwiththebrand.Abrandhasthepowerofcommunicating
eitherapositiveoranegativemessageabouttheproducttotheconsumer(Bhat,2019).Perceptions
arealsocreatedbypastadvertisingandpromotion,productreputation,andproductevaluationand
experience(Wijaya,2020).Anumberoffactorsaffectbrandimage.Onefactorthatisofgreatconcern
to multinational companies which manufacture worldwide is the country-of-origin effect on the
market’sperceptionoftheproduct(Rashid&Barnes,2018).

Country-of-origin (COO) can be defined as any influence that the country of manufacture,
assembly,ordesignhasonaconsumer’spositiveornegativeperceptionofaproduct(Schumann‐Foster,
Semaan,&Sono,2020).Mostofthecompaniescompeteinglobalmarketsandthesecompanies
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manufactureproductsworldwide.Customers are awareof the countryoforigin and there is the
possibilitythattheplaceofmanufacturewillaffectproductorbrandimages(Rashid&Barnes,2018).

Perceptionsaboutcountryoforigindeterminewhetherthecountry,thetypeofproduct,and
theimageofthecompanyitsbrandswillcreateapositiveoranegativereaction(Visbal,Herrera-
Mendoza, Orozco-Acosta, & Herzberg, 2017). A variety of generalizations can be made about
country-of-origineffectsonproductsandbrands(Costa,Carneiro,&Goldszmidt,2016).Customers
developstereotypethinkingandattitudestowardsproductsandcountries.Theseattitudesareformed
byexperience,hearsay,myth, and limited information (Motsi&Park,2020).Customers forma
numberofgeneralizationswhicharediscussedbelow.

3.1. Country of Origin and Stereotyping
Customershavebroadbutsomewhatvaguestereotypesaboutspecificcountriesandspecificproduct
categoriestheyjudgethe“best”(Pegan,Vianelli,&deLuca,2020).Forexample,individualshave
positive perceptions about English tea, French perfume, Chinese silk, Italian leather, Japanese
electronics,andJamaicanrum.Stereotypingofthisnatureistypicallyproduct-specificandmaynot
extendtoothercategoriesofproductsfromthesecountries(Sivaramakrishnan,&Carvalho,2019).

TheimportanceofthesetypesofstereotypesisemphasizedasaresultofachangeinU.S.law
thatrequiresanycloth“substantiallyaltered”(woven,forinstance)inanothercountrytoidentifythat
countryonitslabel(Peganetal.,2020).DesignerlabelssuchasFerragamo,Gucci,andVersaceneed
toincludeonthelabel“MadeinChina”becausethesilkcomesfromChina.Ferragamolosessome
ofitsappealbecauseof“MadeinChina”label.“MadeinItaly”labelwouldhaveallowedFerragamo
toconvincecustomerstopay$195forscarves.Onebuyercommented,“Idon’tcareifthescarves
aremadeinChinaaslongasitdoesn’tsaysoonthelabel”(Carlotto&O’Leary,2018).Designer
labelssuchasFerragamo,Gucci,andVersaceneedtoincludeonthelabel“MadeinChina”because
thesilkcomesfromChina.Ferragamolosessomeofitsappealbecauseof“MadeinChina”label.
“MadeinItaly”labelwouldhaveallowedFerragamotoconvincecustomerstopay$195forscarves.
Chinasuppliesmorethan95percentofallsilk.Chinahasthereputationofproducingthefinest
silk.Atthesametime,Chinahasthereputationofproducingcheapscarves(Bai,2017).Customers
havetheperceptionthatthe“best”scarvesaremadeinFranceorItalybyoneofthehautecouture
designers(Genç&Wang,2017).

3.2. ethnocentrism and Country-of-Origin Perceptions
Country-of-origin perceptions are formed by ethnocentrism. Ethnocentrism includes feelings of
nationalpride–the“buylocal”effect.Suchfeelingscaninfluenceattitudestowardsforeignproducts
(Basfirinci&CilingirUk,2020).HondamanufacturesoneofitsmodelsalmostentirelyintheUnited
States.Hondaissuccessfulbecauseitrecognizesthe“buylocal”effect.Itemphasizeshowmany
componentpartsaremanufacturedinAmericainsomeofitsadvertisements(Sulhaini,Rinuastuti,
&Sakti, 2019). In contrast, individuals also have the perception that Japan produces the “best”
automobiles,atleastupuntil2010.AstudycompletedbeforetheToyotaqualitydisasterhadfound
thatU.S.automobileproducersmaysuffercomparativelytarnishedimages.Thismayhappeneven
whentheyactuallyproducesuperiorproducts(Kalaignanam,Kushwaha,&Swartz,2017).

3.3. Industrialization and Country-of-Origin Perceptions
Thestageofindustrializationwhichacountryisinmaydeterminetheperceptionsofindividuals
aboutthecountry(Roman,Manolică,&Manole,2018).Individualperceptionsaredevelopedbased
onwhetherthecountriesareindustrialized,intheprocessofindustrialization,ordeveloping.Such
stereotypesarelessaboutproductsandmoreaboutaperceptionofthequalityofgoodsandservices
ingeneralproducedwithinthecountry(Romanetal.,2018).Customershavepositiveperceptions
about industrializedcountries.Suchcountrieshavethehighestquality image,andproductsfrom
developingcountriesgenerallyencounterbias(Bentzen&Iacob,2016).
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InRussia,forexample,theworldisdividedintotwokindsofproducts–“ours”and“imported”.
Russiansshowpreferencesforfreshandhomegrownfoodproducts.Atthesametime,theyprefer
clothingandmanufactureditemswhichareimported(Lee,Cheah,Phau,Teah,&Elenein,2016).
Becauseofthesedivergentperceptionsandpreferences,companieshopingtowinloyaltybyproducing
inRussiaareunhappilysurprised.Consumershavepositiveperceptionstowardslocallyproduced
PolaroidcamerasandPhilips irons.At the same time, theyconsidercomputersmanufactured in
theneighboringcountry,Finlandtopossesshigherquality.ForRussians,countryoforiginismore
important than brand name as an indicator of quality (Papadopoulos, 2018). Because of these
perceptions,electronicsproductsfromSouthKoreawhichareasgoodastheJapaneseones,arenot
preferredbyRussians.RussiansaresuspiciousaboutproductsmanufacturedinMalaysia,Thailand,or
HongKong.RussiansconsiderclothingfromEasternEuropetobeadequate.However,theyconsider
thequalityoffoodordurablesfromTurkeyandChinatobeextremelypoor(Wishnick,2017).

3.4. Technological developments and Country-of-Origin Perceptions
Themoretechnicaltheproductis,thelesspositiveistheperceptionofsomethingmanufacturedin
alessdevelopedornewlyindustrializingcountry(Hong&Kim,2017).Customersfromcountries
whicharelessdevelopedtendtofavorforeign-madeproductsoverdomestic-madeproducts.Foreign
productsmaynotfarewellindevelopingcountriesbecausecustomershavestereotypesaboutthe
qualityofforeign-madeproducts.Suchperceptionsholdtrueevenforproductsfromindustrialized
countries(Lee,Kim,&Kim,2018).AsurveywasconductedamongcustomersintheCzechRepublic.
Theresultsshowedthat72percentofJapaneseproductswereconsideredtobeofthehighestquality;
Germangoodsfollowedwith51percent,Swissgoodswith48percent,Czechgoodswith32percent,
andthegoodsfromtheUnitedStateswith29percent(Romanetal.,2018).

3.5. Fads and Country-of-Origin Perceptions
Generalization about country of origin gets formed about fads regarding products from specific
countriesorregionsintheworld(Caldwell-Harris,2019).Thesefadsaremostoftenproduct-specific
andgenerallyinvolvegoodsthatarethemselvesfaddishinnature.Europeanconsumersarequite
fickle-mindedandlessaffectionateaboutAmericanproducts(Steenkamp,2017).TheaffinityforJeep
Cherokees,Budweiserbeer,andBosesoundsystemsofthe1990shasfaded.Europeanconsumers
arehostiletowardsAmericanbrandsasaprotestofAmericanpoliticalpolicies.Customerswere
hostile in the 1970s and 1980s against anything American. However, American brands started
gainingacceptanceagaininthe1990s.ChinesecustomerspreferanythingwhichisWestern.Ifit
isWestern,itisindemand.Thishappensevenwhenthepricesarethreetofourtimeshigherthan
thoseofdomesticproducts(Tzeng&Wong,2016).Fadswaneafterafewyearsascustomersbecome
interestedinnewerfads.

3.6. Initiatives to Overcome Country-of-Origin Perceptions
Thegeneralizationsdiscussedabovedoincludeexceptions.However,itisimportanttoacknowledge
thataproductorbrand’simagegetsaffectedsignificantlybycountryoforigin.Again,allcustomers
maynotbeinfluencedbyaproduct’scountryoforigin(Bhat,2019).Studiessuggestthatperceptions
aboutcountryoforiginvaryacrosscustomergroups.Forexample,Japanesecustomersaremore
sensitiveaboutcountryoforigin thanAmericancustomers(Tsuda,2019).Multinationalsshould
consider these factors in their product development and marketing strategy. Negative country
stereotypescanhamperthesuccessofaproductunlessovercomewitheffectivemarketing.

Negativestereotypesaboutproductsandcountryoforigincanbeovercomeoncetheproducts
getestablishedinthemarkets(Cater,James,Camp,&Kidwell,2018).Nothingwouldseemplausible
thansellingchopsticksmadeinChiletoJapan.However,Chileancompanieswereabletodoso.It
tookyearsforaChileancompanytoovercomedoubtsaboutthequalityofitsproduct.However,the
companypersistedoninvitingJapanesecompaniestovisittheChileanpoplarforeststhatprovided
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thewoodforthechopsticks.Japanesepeoplebecameslowlyconvincedaboutthehighqualityof
theproduct.Afterwards,thecompanywasfloodedwiththedemandforitschopsticks(Callicott,&
McRae,J.(Eds.),2017).

Countrystereotypingon“nationequity”canbeovercomewithgoodmarketing(Diamantopoulos,
Florack,Halkias,&Palcu,2017).ThemarketintheUnitedStateswasskepticalaboutKoreanbrands.
However,oncethemarketgainedpositiveexperience,theimageofKoreanelectronicsandautos
improvedsubstantially(Lauren,2018).Inrecenttimes,Americancustomersareworriedaboutthe
qualityandsafetyofChinese-madeproductsforAmericanbrandedtoys,foods,andpharmaceuticals.
ItisalsochallengingforChinesebrandssuchasLenovocomputersandHaierappliancestoavoid
thecurrentnegative“nationequity”towhichtheyaresufferingassociation(Sun&Paswan,2017).
AlltheseexamplesemphasizetheimportanceofbuildingstrongglobalbrandslikeLevi’s,General
Electric,Walmart,andSony.Efficientadvertisingandpositioningofbrandscanhelpaless-than-
positivecountrystereotype(Wu,Ju,&Dodoo,2016).

4. COUNTRy OF ORIGIN ANd CONSUMeR PeRCePTIONS

Consumers develop distinct and diversified perceptions about brands of products from different
countries(Holtetal.,2004).Perceptionsofconsumersaredevelopedoverasignificantlylongperiod
oftimebecauseofdifferentattitudesandbeliefsaboutthebrands.Suchperceptionsinfluencethe
consumerdecision-makingprocess.Otherattributesintheprocessmayalsobeaffectedbyconsumer
perceptions.Forexample,ifabrandisaFrenchbrand,thentheproductmustbestylish(Varman&
Belk,2009).Themerefactthatabrandisperceivedassuccessfulonaglobalstagemaylendcredibility
andrespect.Ifabrandissuccessfulglobally,thenitsendsaqualitysignal,tapsintoculturalmyths,
orreinforcesasenseofsocialresponsibility(Rendon,2003).

Consumersmaydevelopvaryingperceptionsaboutdifferentbrandsfromaspecificcountry.
Consumersformpositiveperceptionsaboutbrandsfromtheirowncountriesunlessthecountriesare
lessdeveloped(Holtetal.,2004).Companiesshoulddisplaythe“Madein…”labelmoreprominently
iftheimageofthecountryishighlypositiveinthemindsofconsumers(Hornikx,vanMeurs,van
denHeuvel,&Janssen,2020).Impactofthecountryoforiginmayalsobedecidedbythetypeof
product.Forexample,consumersaremoreinterestedinknowingwherefromthemainproductis
andnotitsaccessories.Theplaceofmanufactureofanautomobile,andnotthelubricatingoil,may
beofinteresttoconsumers(Rendon,2003).

Differentcountriesmaybeknownandconsideredtobefamousforcertaintypesofproducts.Such
productswillbedemandedmorebycustomers.TheUnitedStatesisknownforhigh-techinnovations,
softdrinks,toys,cigarettes,andjeans;Japanforautomobilesandconsumerelectronics;andFrance
forperfume,wine,andluxurygoods(Dong&Tian,2009).Sometimes,consumerperceptionsabout
countryoforiginmaybecomestereotypeandaffectperceptionstowardsanyproductfromaspecific
country.Imagesofallproductsandbrandsfromthatcountrymaybeinfluenced.Onestudyrevealed
thatChineseconsumersinHongKongperceivedU.S.productsasprestigious,Japaneseproductsas
innovative,andChineseproductsascheap(O’Leary,2010).Itisdifficulttoaltertheperceptionsof
customersaboutproductsfromdifferentcountries.

4.1. Influence of Country-of-Origin Perceptions on Brand Choices
Country of origin perceptions may influence both the domestic and the foreign perspectives of
consumers in that country (Jackline, 2016). Consumers will decide whether to go for a product
ornotbasedontheirownperceptionsforthatparticularproduct.So,itmakessenseformarketers
toconductaproperanalysisofsuchperceptions.Inthedomesticmarket,consumersmayusethe
productsandbrandsoriginatingfromthatcountrybecauseofloveandrespectfortheirmotherland.
Consumerstakeprideintheculturalheritageandidentityoftheirowncountries.Suchaspectsalso
gaininimportanceasinternationaltradegrows(Rendon,2003).
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Patrioticappealmaybeoneoftheprimereasonsforconsumerstouseandpromoteproducts
andbrandsoriginatingfromtheirowncountry(Rendon,2003).Consumerswhohaveastronglove
fortheirowncountrymaypatronizedomesticbrands.Marketerssometimestakeadvantageofthisin
turbulentsituationsofeconomicandpoliticalcrisis.Domesticbrandsfromsmallbusinessestapinto
communitypridetoemphasizetheirlocalroots.Localanddomesticproducts,services,andbrands
arepromotedbysuchbusinesses(Zhang&Khare,2009).

Consumers,sometimesmaynotbeawareaboutthecountryoforiginofestablishedandwell-
knownbrands.Forexample,consumersrecognizeHeinekenasGermanandNokiaasJapanesebrands
respectively (Steenkampetal.,2003).However, theyareDutchandFinnishbrands respectively.
Similarly,contrarytothepopularbeliefofconsumers,HäagenDazsandEstéeLauderoriginatedin
theUnitedStates(Holtetal.,2004).

4.2. Country of Origin and Acceptance of Brands
Theacceptanceofestablishedbrandsanywhereintheworldandirrespectiveoftheircountriesof
originsuggestthatconsumerswillacceptthoseproductsandbrandsforwhichtheperformanceis
superior.Also,itbecomesdifficulttorecognizethecountryoforiginforproductsandbrandsin
thisageofoutsourcingandforeignmanufacturing(Robinson&Hsieh,2016).Only65percentof
thecontentofaFordMustangcomesfromtheUnitedStatesorCanada,whereastheToyotaSienna
isassembledinIndianawith90percentlocalcomponents.Companiesinvestalotofmoneyand
resourcesinNorthAmericabecauseofthehugepotentialinthemarketsthere.Thecompaniesinvest
inplants,suppliers,dealerships,aswellasdesign,testing,andresearchcenters.Thecountryoforigin
effectsgetblurredinsuchcases(Weisul,2010).

4.3. Initiatives and Strategies by Brands to Improve Country-of-Origin Perceptions
Companies adopt a number of initiatives to improve country-of-origin perceptions. Companies
marketingestablishedbrandsinthehomecountrytargetnichesintheglobalcompetitiontogeta
footholdinforeignmarketswhicharelucrative,growing,andvibrant(Peganetal.,2020).Haieris
aleadingbrandofChinainair-conditioners,refrigerators,andwashingmachines.Haiertriestobe
afavoriteamongthecollegestudentsoftheUnitedStates.Haiertargetscollegestudentsbecause
studentswillformthemajormarketsinfuture.HaieristryingtoshifttheloyaltyofU.S.customers
frombrandslikeDell,HewlettPackard,andWal-Mart.Haierhaslong-termplansofintroducing
innovativeproductsoutsideChina,suchasflat-screentelevisionsetsandwine-coolingcabinetsin
future(Backaler,2010).ThesuccessofHaieringlobalmarketswillimprovethecountryoforigin
effectsofforeignconsumersinChina.ItwillalsoallowHaiertoestablishthebrandinthegrowing
andprofitableU.S.market.Customersevaluatetheimportanceofabrandbasedonitssuccessinthe
U.S.market.SuccessintheU.S.marketwillallowHaiertoestablishitselfinotherforeignmarkets
(Pallas,2016).

Haieriswell-knownandrespectedinitshomemarketforitswell-designedproducts(Zhou&
Jing,2018).Haiertargeteditsruralandurbancustomerswithdifferentofferings.Haiersoldextra-
durablewashingmachinesthatcouldwashvegetablesaswellasclothesforruralcustomers.For
urbancustomers,itmadesmallerwashingmachinestofitinsmallapartments(Cook,2020).In1999,
Haierexpandeditshorizonandsetitsgoaltobecomeatrulyglobalbrand.UnlikemostotherAsian
companiesthatchosetoenterAsianmarketsbeforeconsideringWesternmarkets,Haierdecidedto
firsttargettheUnitedStatesandWesternEurope(Casanova&Miroux,2019).Haierunderstoodthat
thesuccessinthosetwomarketswoulddeterminethesuccessinothermarkets.IntheUnitedStates,
Haierestablishedabeachheadbytappinganeglectedmarket–mini-fridgesforhomes,offices,dorms,
andhotels.ItalsosecureddistributionattopretailerslikeWalmart,Target,andHomeDepot.Haier
achievedinitialsuccessandstartedsellinghigher-endrefrigeratorsandotherappliancessuchasair-
conditioners,washingmachines,anddishwashers(Wang,Cheng,Jia,Zhang,&Yao,2016).Ittriedto
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createaperceptioninthemindsofcustomersthatitisa“localizedU.S.brand”andnotan“imported
Chinesebrand”(Zhao,2019).Haierinvested$40millioninamanufacturingplantinSouthCarolina
andbecameamanagingpartnerwiththeNationalBasketballAssociation(Liu,2017).Theefforts
putinbyHaierpaidoff.By2012,30percentofU.S.householdsownedaHaierproduct,andHaier
isnowtheworld’stop-sellinghomeappliancebrand(Wang&Islam,2017).

5. dISCUSSION

Thestudydiscussedaboutvariousaspectsofcountryoforigin.Customersformdifferentperceptions
andimagesaboutcountriesandtheproductsandbrandsoriginatingfromthosecountries.Consumer
perceptionsaboutcountryoforiginhaveeffectsontheacceptanceofglobalbrands.Therearevarious
aspectsassociatedwithcountryoforiginwhichincludestereotypingandethnocentrism.Theextent
towhichacountryisindustrializedaffectscountry-of-originperceptions.Someotheraspectswhich
affectcountry-of-originperceptionsincludetechnologicaldevelopmentsandfads.Country-of-origin
perceptionsalsoinfluencebrandchoicesandacceptanceofbrands.Companiesadoptanumberof
initiativessothatconsumersareabletoovercomecountry-of-originperceptions.Variousbrandsadopt
initiativestoimprovecountry-of-originperceptions.Latestandrelevantliteraturerelatedtocountry
oforiginwasanalyzedtounderstandcountryoforiginandconsumerperceptionsaboutcountryof
origin.Thediscussionswilladdvaluebothforacademiciansandpracticingmanagers.

5.1. Theoretical Implications
Academicianswillunderstandthevariousaspectsofcountryoforiginandhowcountryoforigin
helpstoformanddevelopperceptionsofconsumersregardingproductsandbrandsfromdifferent
countries.Theymayanalyzehowtheperceptionsofconsumersareformedanddevelopedbasedon
countryoforigin.Theymayunderstandthevariousstrategiesandinitiativeswhichdifferentbrands
and products from different countries adopt to influence perceptions of consumers and suggest
strategiesandinitiativeswhichwillbemoreeffective.

5.2. Managerial Implications
Consumerperceptionsformedduetocountryoforiginareimportantforcompaniesandpracticing
managersbecauseconsumerswilldecidetobuyornottobuyaproductorabrandbasedonthe
perceptionscreatedintheirminds.So, it is important thatpositiveandfavorableperceptionsare
created in themindsofconsumers so that theproductsandbrandsget sold.Managerswill also
beabletoappreciatethevariousaspectsassociatedwithcountryoforiginandtherolesplayedby
stereotyping,ethnocentrism,industrialization,technologicaldevelopments,andfadsindeveloping
consumerperceptions.Consumerperceptionsaboutcountryoforiginalsoinfluencebrandchoices
andacceptanceofbrands.Companiesandpracticingmanagersshouldappreciateandacknowledge
alltheseaspectstoformulateeffectivestrategiesandadoptbetterinitiatives.

6. CONCLUSION

Countryoforiginmaycreatebothpositiveandnegativeimpressionsandimagesaboutaparticular
productorbrandcomingfromaspecificcountry.Country-of-originperceptionscanaffectconsumers
andbusinessesalike.Itisamarketingpriorityformanycompaniestomanagetheseperceptionsto
bestadvantage.Consumershavedifferentperceptionsaboutaspecificcountryandsuchperceptions
influencetheimpressionscreated.Companiesshouldanalyzetheeffectscreatedbycountryoforigin.
Theyshoulddevelopandpromotetheirbrandssothatcustomersaredelightedbytheofferings.This
willhelpcompaniestoestablishtheirproductsandbrandsbetterintheglobalmarket.
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6.1. Limitations
Thestudyconductedaqualitativeandconceptualanalysisofthevariousaspectsofcountryoforigin,
consumerperceptionsrelatedtocountryoforigin,anddifferentinitiativestakenbycompaniesto
overcomecountry-of-originperceptions.Primarydatawasnotcollectedandempiricalanalysiswas
notdoneinthestudy.

6.2. Avenues of Future Research
Researchersmaycollectprimarydataaboutconsumerperceptionsaboutcountryoforigin.Primary
datamightbecollectedregardingconsumerperceptionsaboutdifferentbrandsandproductsoriginating
fromdifferentcountries.Thedatamightbeanalyzedtounderstandhowconsumerperceptionsabout
countryoforigininfluencethesalesofbrandsandproductsfromdifferentcountries.Acomparative
analysisofbrandsandproductsfromdifferentcountriesmayalsobeperformedtounderstandto
whatextentcountryoforiginformsanimpactonconsumerswhentheyselectdifferentbrandsand
products.Suchstudieswillhelptobetterformulatestrategiesandinitiativessothatthesalesofbrands
andproductsfromdifferentcountriesgetmaximized.
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