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Abstract
Country of origin has become a significant phenomenon in consumer behaviour studies. Hence, increasing the
knowledge of customers about products makes research about factors that influence their decisions more
worthwhile than before. The purpose of this paper is to review the country of origin literature and mention
different variables that influence consumer purchase intention, and also highlight the relationship of variables
and customer purchase intention based on the previous literature. This research is valuable for promoting the
consumer behaviour literature and providing support for relationships between the variables and purchase
intention. In addition, it also helps marketers who work on related topics according to the country of origin
perspective. The existing literature shows that all of the variables mentioned in this paper have a relationship
with customer purchase intention from the country of origin point of view. However, there are many factors for
which it has not been determined whether they influence consumer purchase intention related to the country of
origin issue and there is wide scope for future research and development.
Keywords: country of origin, purchase intention, country image, product knowledge, patriotism
1. Introduction
In just over 30 years, international trade and the development of the global market have grown considerably.
Companies and international marketers are also looking for more opportunities in the global market and
multinational firms, which causes international competition between companies. There are many factors that
have an impact on this growth as well as consumer products and services evaluation, such as brand name and
perception of country. Among the many parameters, country of origin is one of the most important affecting this
competitive market. Studies show that country of origin (COO) is one of the factors that most concern marketers
in respect of its impact on consumer purchase intention (L. Y. Lin & Chen, 2006).
There are many journals concerning nationalized stereotypes, and the understanding of different nations goes
back to the 1930s. Country of origin was an interesting issue for marketing examiners in the 1960s, and
researchers have argued that focusing on dissimilarity and the same options for people all over the world is one
of the factors of success for them. Studies show that the country of origin of products is an indicator of its quality.
Country of origin is an exciting subject for marketing managers (Roth & Diamantopoulos, 2009). The impact of
country of origin on the buyer’s intention dates back over three decades and purchase intention is one of the
main issues considered in purchase behaviour and the international business literature (Ghazali, Othman, Yahya,
& Ibrahim, 2008).
Although there are many parameters that consumers consider when they want to buy something, such as brand,
colour and design, researchers cannot ignore extrinsic factors like country of origin. The international marketing
literature shows that consumers use this extrinsic factor for evaluating products. In other words country of origin
is a higher risk for international trade because it reflects consumer intention. In brief, in respect of other studies
and the literature, country of origin is usually abbreviated as “COO”, which refers to the country that
manufactures, designs or assembles a product or brand with which it is associated (J. K. Lee & Lee, 2009).
There are various factors that have an impact on country of origin cues like product knowledge, country image
and patriotism, which will be studied in this research.
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2. Background of Country of Origin
Nowadays, in this modern and competitive era, in which global marketing is growing day by day, country of
origin, as a significant parameter, has been studied in much research, and it is shown that this factor influences
consumer behaviour and also their purchasing. The other point that studies demonstrate is that people care about
which country products come from and where they are made and consider these factors when evaluating the
quality of products, (Parkvithee & Miranda, 2012).
The improvement of country of origin goes back to World War 1. At that time, the defeated countries, such as
Germany, were forced to put the symbol of COO on their product, by those that triumphed. Studies show that the
aim of this act was to punish countries like Germany thereby creating a bad reputation for them (Cai, 2002).
Country of origin’s influence on customer purchase intention has been a topic of study for many decades.
Different cultures and histories cause dissimilar perceptions among consumers, which may lead to different
evaluations about products when they want to choose. There are many parameters that have an effect on this
issue, of which country of origin plays an important role in competitive markets and consumer behaviour.
Stereotypes of country and the preference of customer influence the purchase intention. Political system, culture
and the economy of the country can be a cause of sensitivity to people (Teo, Mohamad, & Ramayah, 2011).
Scholars have shown that country of origin has been an extrinsic indication for evaluating products since the
1960s, and that it is still a topic of study now. Globalization gives the chance to companies to distribute their
products all over the world, and presents the opportunity for people to choose between different types of product;
consequently, country of origin is a significant subject when examining consumer purchase behaviour according
to foreign products. In addition, it is also a label for brands, which guides the consumers to know the firm and
the country of origin (Chen, Wu, & Chen, 2011; Michaelis, Woisetschläger, Backhaus, & Ahlert, 2008).
Additionally, scholars believe that describing country of origin is a complex job in this global market, and they
also consider that “made in” is another label for country of origin. Johansson et al. (1985) and Ozsomare and
Cavusgil (1991) believe that when the headquarters of the company are gathering in one country and marketing
for that brand, that location is the country of origin of that product. It is also named as the “home country” of the
products. There are many researchers that also describe the country of origin (Bilkey and Nes, 1982, Cattin et al.,
1982, Han and Terpstra, 1988, Lee and Schaninger, 1996, Papadopoulos, 1993 and White 1979), as the “country
of manufacture or assembly”. As a clear cut example, although Sony is a Japanese brand, there are some
products that are assembled outside of Japan, like Singapore, so they refer to these as being “assembled in
Singapore”, but when they are (Sony products) assembled in Japan they are “made in “Japan.(Yasin, Noor, &
Mohamad, 2007). Country of origin is also labelled by other names like” country of manufacture”, “country of
assembly” and “country of design”, in all issues it has a power to reviewing date about products and customer’s
purchase behaviour, as a result buyers think about different countries according to their awareness and beliefs, so
they consider their purchase in respect of this impact (Jiménez Torres & San Martín Gutiérrez, 2007).
3. Purchase Intention
Nowadays, the international trade market is very competitive and there are many new ideas on the market to
attract customers. In this case, customers have many alternatives for buying products, however, there are many
elements that have an effect on product success and customer purchase intention. Scholars define purchase
intention as personal action tendencies according to brand. They have also concluded that intention is different
from attitude. While attitude means evaluation of products, intention is the person’s motivation in the sense of
his or her intention to perform behaviour. Another definition declares that purchase intention is the individual’s
awareness to make an attempt to buy a brand (Shabbir, M. S., Kirmani, S., Iqbal, J., & Khan, B. 2009).
Other researchers believe that purchase intention is “what we think we will buy” (Park, J. 2002). It also describes
the feeling or perceived likelihood of purchasing the products that are advertised, moreover, purchase shows the
level of loyalty to products. Other scholars like Daneshvary and Schower (2000) believe that purchase intention
has a relationship with demographic factors like age, gender, profession and education (Lu, M. 2007). There is
another statement that shows that particular features of products, perception of consumers, country of origin and
perception of country of origin, all have an influence on customer purchase intention (C. L. Wang, Li, Barnes, &
Ahn, 2012). Purchase intention can also be defined as the decision to act or physiological action that shows an
individual’s behaviour according to the product (X. Wang & Yang, 2008).
4. Influence of Country of Origin on Purchase Intention and Product Evaluation
The influence of COO on product evaluation and purchase intention has been studied since the 1960s. Many
researchers who have conducted surveys on country of origin effects on consumer behaviour (Cordell in 1992,
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Brouthers and Xu in 2002, Cordell in 1992, Johansson and Ebenzahl in1986, Klein in 2002, Lee, Yun, and Lee in
2005, Nagashima in1970 and Roth and Romeoin 1992) believe that country of origin is a significant factor in
influencing international marketing. The findings show that consumers evaluate goods from developing
countries unfairly because of the previous beliefs of people; therefore, developing countries have a problem with
this issue and face unjust evaluation. Studies have also shown that this effect differs among people similar to
brand, guarantee and price, which contrasts to other tangible characteristics. In addition, buyers use country of
origin as an indicator of a product’s quality (J. K. Lee & Lee, 2009). The history of the literature about country
of origin goes back over 40 years, and explores whether or not the ‘country of origin’ of a product has an effect
on consumer purchase intention (Zeugner-Roth & Diamantopoulos, 2010). The progress of globalization means
that the customer’s assessment according to the country of origin is more complex than before. There is
considerable literature on this issue from the 1980s, which demonstrates the clear proof of country of origin
influence on consumers ‘purchase intention and evaluation’. Lou and Johnson (2005) concluded that COO can
be a predictor for customer thoughts and preference trend. Studies show that as an extrinsic cue, country of
origin helps people in judging. This happens because evaluating extrinsic cues is more convenient than intrinsic
attributes, and the important thing that should be considered is that the country of origin effect is involuntary on
people’s evaluation (Dagger & Raciti, 2011);(Powers, N., & Fetscherin, M. 2008);(Yasin, et al., 2007)
COO can have a positive or negative impact on customer intention, according to every effect that the country of
manufacture has on the perception of the buyers. In this competitive market, companies have an opportunity to
participate in the global market; therefore, the accessibility to foreign products is improved. In this situation, the
role of the country of origin is more significant than before in which only domestic goods were available. In this
day and age, the place of manufacture may influence people’s insight in their evaluation of the quality of
products. Therefore, when the number of international companies increased with globalization, more research
was required about the performance of customers to lead marketers and managers in the global market. One of
the most important subjects that have been studied for many years is consumer behaviour, which is capable of
affecting country of origin from a different perspective. One of these perspectives is that customers basically use
COO as an indicator among many attributes of a product for assessing the product. Another point of view is that
buyers may use the “halo effect” according to country of origin for their purchase behaviour. This also plays a
considerable role in customer thinking when choosing from a wide range of products. Every person has a special
attitude towards his or her purchase behaviour and the parameters that influence it; even people who live in the
same country with the same beliefs have different buying behaviours. As studies have demonstrated before, COO
still affects this issue (Ghazali, et al., 2008).
Another scholar, in 1989, concluded that there are different understandings of country of origin’s effect on
product evaluation. First, COO has an impact on observations concerning specific products that can be extended
to the whole product evaluation. Second, the country of origin also controls customer opinion about the country
and overall goods that have been manufactured in that country; therefore, this perception may have a positive or
negative effect on explanation of other data for specific product. Another point of view is that COO is a
prominent factor that motivates concerns about the country of origin of the product, and, generally, product
evaluation. Lim and Darley, in 1997, added that countries with a weak picture have a higher risk in making
purchase intention (Ahmed, Johnson, Ling, Fang, & Hui, 2002).
Scholars like Fishbein and Ajzen (1975) supposed that purchase intention could be labelled as an assessment of
the act of buying, “or psychological situation which presents a special perception towards particular behaviour”.
Hsieh (2004) believed that the origin of customer attitude has a relation to purchase intention according to
customer attitude. Lin and Chen (2006) also concluded that COO has a direct relationship with purchase
intention (X. Wang & Yang, 2008).
As a marketing tip, North American and Western European firms that compete in the global market should be
aware of the domestic and foreign market according to customer perception about purchase behaviour of these
products. Scholars have also conducted surveys about the judgment of products from developing countries. The
scarcity of resources makes multinational companies vast and many of their operations are conducted in
developing countries in Africa, Asia, Latin America and the Middle East. People get rich and the wealth of the
customer in advanced developing countries has increased together with their power of purchase. This power has
created the chance for Western companies whose domestic products are mature enough to trade internationally
and be competitive in a foreign market (Kaynak & Kara, 2002).
5. Country Image
The history of country image dates back to 1970, when Nagashima wrote about it in an academic paper. In a
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statement about country image he defined it as a “special image, stereotype and standing, which customers have
in their mind about specific country ,this picture can be shaped by historical, economical and traditional
variables” (L. Y. Lin & Chen, 2006). In addition, country image is one of the first variables that researchers test
in according to foreign product and also carry on in international business and consumer behaviour studies
(Kotler, 2011). Studying issues concerning country image has been prominent in international business for many
years. There is considerable literature on this topic, which has caused misunderstandings among researchers
about this subject (Laroche, Papadopoulos, Heslop, & Mourali, 2005). Martin and Eroglu, in 1993, added that
country of image usually refers to the “economical, political, technological and social part of each country”. In
addition, several researchers believe that this issue (country image) is about product characteristics. In some
studies country image is representative of the country and its people, and, also, it can be shaped by experiencing
the products from before. Studies show that there is considerable literature about how country of image affects
the purchase intention of customers (C. L. Wang, et al., 2012). Consequently, country image in respect of
customer purchase intention is one of the most significant subjects among marketers for supporting their
manufactured goods. The attention to this issue is because many researchers have demonstrated that a country’s
image influences the prior purchase decision of customers. These kinds of investigation about country image and
other related subjects dates back over three decades in developed countries (YAMOAH, 2005).
Martin and Eroglu (1993) added that the macro point of view can be defined as the overall data and explanatory
beliefs gathered from a specific country. Some scholars believe that country image is because of the halo effect,
especially when the manufactured goods of a country are not well-known to people, as it affects their opinions
and, ultimately, the product’s attributes and brand. The other point of view, which is contrary to the previous
statement is that country image acts as a review construct, which means that the country of the product is
memorable to customers and they are familiar with it and have experience about it. The level of involvement of
products is very important in product evaluation, as a clear cut example, when people want to buy goods like
wine, cosmetics, cigars or caviar, the country image and country of origin play a significant role in the purchase
decision. However, it may have less effect on products with low involvement like T-shirts. By considering all the
statements of researchers, it can be concluded that, the insight of people about products can be dependent on the
country in which they are made. Therefore, country image has the power to affect customer belief and evaluation.
It also has the power of making a weak or strong product, and, if it matches with the product, it has a positive
effect, and, if not, it has a negative one; for example: BMW and Mercedes as German automobiles have a viable
advantage because of the famous engineering that Germany is renowned for. In contrast, the royalty of Britain,
fish and chips and the land, show that this country is not renowned for engineering in airline services and the
automobile industry. Country image is not an important issue just for consumers and marketers, as it also plays
an important role for global and international companies. Opinions about country image vary among different
categories of products and the marketing of products is important according to the country image. When the
customer assesses goods, the country of origin and positive and negative marketing also act as an important
variable too (Chao, 1998). Roth and Romeo (1993) commented that Japan is a high ranked country in country
image in respect of automobiles, as is Germany, which also has a high status (Srikatanyoo & Gnoth, 2002).
Researchers add that Japan is a high rating country and has a good image because of the design and high value of
workmanship. They believe that the next countries with a strong ranking in image are the USA and Canada,
whereas, in contrast, Korea and China are the lowest rated for country image. The matching between product
category and country is another significant variable in the literature. A powerful match between country and
product means that a specific country specializes in that area. Moreover, strategies to strengthen and encourage
the positive aspects of each product category and country image can be an effective way. Advertising
programmes can also help consumers have a good and positive image about the product’s country (Dagger &
Raciti, 2011);(Pappu, Quester, & Cooksey, 2007). There is also another point of view that considers the country
image as emotional acts, which is because of certain ideas in their mind, which might also be the image from the
residents of a particular country (Maher & Carter, 2011).
Some scholars believe that country image can ease the process of purchase decision, which is related to country
of origin and helps marketers in developing the strategies for global companies to improve their exports. Kim
and Chung (1997) added that studies about the country image effect can be a good guide for international firms
to compete in this global market. Kara (2001) included that most of the research concerns advanced countries
like the USA, Japan and Western Europe, which produce high quality products and are well-known brand
countries which do not provide strong marketing strategies for their product , would receive little attention
(Souiden, Pons, & Mayrand, 2011). One literature suggested that country image is an indefinable asset and that it
makes a helpful contribution to marketing strategies and sales (Zeugner Roth, Diamantopoulos, & Montesinos,
2008).
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Country image can also describe the findings and judgment for extrinsic and intrinsic cues to the rank of objects.
The country image effect also concerns different types of decisions that people make like investors, buyers,
customers, and which remain with the particular country. Overall, researchers concluded that country image
influences the decision making process and product evaluation (Bilkey & Nes, 1982);(Nagashima, 1970).
Country image is a vital attribute in the modern and global era. Studies show that geographic areas like countries,
provinces and cities can be labelled as a brand to inform people about the locations, tourists, customers and
businesses (Keller, 2008).
5.1 Country Image and Purchase Intention
Studies about country of origin effect, have shown how country image can influence customer opinion about
product quality (Bilkey & Nes, 1982; Papadopoulos & Heslop, 1993). Scholars have concluded that it has a
direct effect on the perception about product quality (Laroche, et al., 2005). Additionally, researchers have
demonstrated that product characteristics and customer information about sources of the country about
manufactured goods have an effect on purchase intention. The effect of country image on purchase intention is a
basic control, as a result, there is a connection between cognitive country image and purchase intention. The
cognitive country image can be the technological and economic level of the country, which can influence the
product image related with the workmanship and design of the country. Other researchers believe that country
image has an indirect influence on purchase intention. When people are familiar with the product, they tend to
use country of origin as data for intention to purchase (Chen, et al., 2011).
6. Concept of Product Knowledge
The literature demonstrates that product knowledge has a significant position in consumer behaviour studies
(Alba, 1983; Bettman & Park, 1980; Brucks, 1985; Cowley & Mitchell, 2003), and, hence, is a crucial issue for
other related research. A scholar defines product knowledge as the memories and knowledge’s that are in
people’s minds(Brucks, 1985). Other researchers added that product knowledge has a relationship with consumer
knowledge and recognising products and also the confidence that consumers have about it (L. Lin & Zhen, 2005).
Although there are different definitions of product knowledge it can be broken up into three main categories:
1-subjective knowledge or perceived knowledge, 2-objective knowledge, and 3-experience based knowledge.
Although other scholars divide product knowledge in two portions: 1-expertise and 2-familiarity with products.
Familiarity is defined as the amount of experience that a consumer has of the related products and expertise is
defined as the skill in carrying out of product in a successful way, finally, the definition of experience goes to
amount of products’ purchase and their use. To sum up, these three definitions are used for product knowledge in
the literature (Alba & Hutchinson, 1987). Among the three definitions described above, product familiarity is the
most significant one, and has dimensions of both objective and subjective knowledge. Particular characteristics
of the data of the product are defined as objective knowledge and subjective knowledge is how much the
customer thinks they know about products.
In 1979, a scholar found that an enormous use of new information created a high level of objective knowledge;
therefore, customers with a high level of objective knowledge have a tendency to search for product information.
Studies show that subjective knowledge has a greater effect on product evaluation because experience is more
important than information concerning this issue, in addition, subjective knowledge is also about self judgment,
and customers who are confident have less tendency to search for information relating to the product and are
likely to apply stereotypical data to help them make purchase decisions. The literature revealed that customers
with a high level of objective knowledge are less likely to rely on country of origin cues for their purchase
intention and product evaluation and are likely to search for another trait of the product rather than country of
origin. However, people with a high level of subjective knowledge have a greater tendency to rely on country of
origin for evaluating the quality of a product (J. K. Lee & Lee, 2009). One scholar believed that customer
product knowledge is one of the most prominent attitudes and affects all parts of the process of making decisions,
and that people with different degrees of product knowledge vary in their understanding about products.
Researchers also added that customers with considerable knowledge have a better ability to compare other
attributes of products and evaluate them; moreover, they are more up to date and informed. The level of
knowledge has an indirect relationship with evaluation bias; if the level is high, the bias is reduced. In addition,
other product knowledge, such as self-perceived knowledge, has a direct positive relationship with purchase
intention (Bian & Moutinho, 2011). Other scholars divided product knowledge into three categories: brand
knowledge, attribute knowledge and experience knowledge (Hanzaee & Khosrozadeh, 2011).
Studies show that you can measure the product knowledge in different ways, for example:


The customer information about how much they (he or she) know the products.
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The quantity and type of the companies that they save in their minds and memories.
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Product knowledge also plays a prominent role in information search behaviour and it is an important indicator
of consumer behaviour. Usually people undertake certain actions before actually purchasing, including:

Information search: this is a method that happens when people face several questions about
consuming and they need some data about it to help them make decisions about their purchase process. This
type of search is named information search.

Information processing: this is the customer’s options about agreement, accepting, selecting or
retaining and it is not dependent on consumer’s information; it influences the methods of information search
and processing.
Researchers believe that when customers want to evaluate products, frequently, they rely on their product
knowledge after choosing the product, which also influences the information search process. Moreover, the level
of product knowledge is also significant, and, ultimately, has an effect on purchase intention and buying
behaviour (L. Lin & Zhen, 2005).
Josiassen and other scholars (2008) concluded that the country of origin of products has a relationship with the
knowledge that the customer has about the products. They also added that consumers with little knowledge use
the country of origin as an indicator for the evaluation of products more than others. The reason being that they
have less information about manufactured goods (Josiassen, Lukas, & Whitwell, 2008). Other scholars have
shown that the level of technical fairness depends on the degree of familiarity of people with products. Studies
show that customers with low levels of familiarity like to rely on technical fairness for purchase intention more
than others (Laroche, Nepomuceno, & Richard, 2010). Some consumers added that they have cognitive abilities
and decision strategies that are different from the people who do not have knowledge or less knowledge.
Customers with a high level of knowledge have a greater tendency to have more information in their memory
than people with a low level of knowledge. Furthermore, they are also more conscious about particular product
knowledge and product characteristics. In comparison they are less involved in product information and
analysing the quality of product is very hard and complicated for them. Frey and Foppa (1986) suggested the
idea about knowledge which name is personal knowledge and means “what a special things that person do and
take a contemplation for her or himself”. Moreover realizing the role of subjective and objective knowledge is
very important for consumer scholars, especially the relationship between variables and constructs and the
process of decision making (Frey & Foppa, 1986).
Several researchers have shown that various quantify of knowledge create different prediction about customers’
reactions. The content and structure of product knowledge is a significant issue in the literature. The definition of
structure refers to how data are settled in the memory; in addition, the knowledge structure in the network model
of memory is shown with nodes like brand and attributes. Content is about particular information concerning the
class of product and special brands in the memory and also can be mentioned as a willing to choose between
different products and judging about them. Overall, people with a high degree of product knowledge have vast
information and an organized knowledge structure, and, also, they are aware of the product subcategories (B. K.
Lee, 2005).
6.1 Influence of Product Familiarity on the Country of Origin Image and Product Evaluation
Previous studies show that country of origin is a complicated issue and that there are many moderators and
variables that affect it. In addition, product knowledge is one of the variables that has a prominent role in respect
of extrinsic cues (Chiou, 2003). The product familiarity definition explains how familiar the customer is with the
product type. The relation of product familiarity and country of origin depends on the theories that scholars
create according to how customers rely on the country of origin as a product evaluator for purchase decision.
When researchers studied the influence of country of origin on purchase behaviour, the country of origin was
defined as a halo that people were not familiar with, and used it as an indicator for product evaluation. This
shows that when people have little knowledge and information about products, they use country of origin as an
indirect proof, for example: people do not know a special lawn mower from Germany but they know that
Germany is a country with high quality products, so although they are not familiar with the brand, they evaluate
it positively. Other researchers concluded that customers use country of origin image as a cue for assessing
products when they are familiar with them. In this issue, customers use country of origin as an alternative for the
performance of the product while they have a perilous experience of their products in a same country of origin.
For instance, a customer might have a positive experience for using a lawn mower from Germany and know the
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high standard of the products, therefore, when a new lawn mower from Germany but with a different brand is
suggested to the customer, he or she will accept it because he or she believes that the quality is standard and
similar to previous experience (Josiassen, et al., 2008).
Product knowledge also has an effect on advertisements; customers with different levels of knowledge for
various type of products, show dissimilar reaction to advertisements. Customers who have a low level of product
knowledge have more passion for advertisements that have data about the product, whereas people with a high
level of knowledge and information have less passion for advertisements and responding to them (Chuang, Tsai,
Cheng, & Sun, 2009).
Studies about product knowledge and consumer behaviour have a significant position in marketing strategy. The
quantity of knowledge that customers have is not only useful for information search and has an effect on it, but
also has an influence on the decision making procedures, and, moreover, on customer purchase intention. Some
researchers demonstrated that realizing product knowledge has a positive relationship with the amount of
information search (Hanzaee & Khosrozadeh, 2011).
The literature shows that customer product knowledge is the main topic in consumer behaviour studies.
Customer product knowledge has an influence for the duration of making purchase decisions and in searching
for information. One scholar added that customers make decisions after collecting and learning information, and,
also, memory plays an important role in choosing products, because customers refer to their memories for
purchasing behaviour and they should remember various data according to the different decision making
processes. Other studies demonstrated that subjective and objective product knowledge is not unrelated, while
other literature shows that consumers with high subjective knowledge do not necessarily have high objective
knowledge (Yeh & Chung, 2011). From all the data concerning product knowledge, scholars have concluded that
product knowledge plays an important role in making decisions in accordance with previous memories. They
also argued about the influence of product knowledge on the willingness to buy and the value of the product and
the price of particular brands (Chung, S, 2008).
7. Patriotism
Another variable that must be considered according to country of origin is patriotism. The concept of patriotism
had been demonstrated in political science literature and international business. Most of the literature presented
about the topic of bias that comes with admiration of in-group and out-group. One scholar, Adorno (1950),
argued about ethnocentric patriotism and healthy patriotism. Ethnocentric patriotism has been defined as when
someone likes one’s country with prejudice, although the healthy customer is the one with no prejudice (Adorno,
Frenkel-Brunswik, Levinson, & Sanford, 1950). Other researchers have added that patriotism includes a positive
feeling besides the love of people for one’s own country, and, in this case, national power and governance are not
essential. The other definition for patriotism is being ready to sacrifice for the country, moreover, patriotism is
not associated with a negative feeling, (Akhter, 2007). Other scholars concluded that patriotism is an emotional
feeling that people have about their own country, and that it does not mean that they ignore other countries.
Another scholar commented in respect of the above that patriotism is a good and positive feeling about one’s
nation and that it is the ability to view across the borders and fell self seemed about supra nation. In addition, it is
an emotional sense about traditional customs, symbols and values about national attributes and it has a
relationship with the coherent reflection of personal benefits as well as all the emotional feelings concerning
one’s own nation (Meier-Pesti & Kirchler, 2003).
Some literature highlighted consumer ethnocentrism, which is another definition related to patriotism about the
customers who have a tendency to buy domestic products and brands. For instance, the proportion for purchasing
domestic cars by the Americans and the French is 50% to 60%, respectively, even though there are imported
products in these countries. How can this behaviour be realized in these countries? Even though the people know
that the products that are manufactured in their own country may be of a low level of quality, they think about
the advantages for their own society and they close their eyes through nationalistic loyalty and believe that the
products of their own country have a higher level of quality than others. This influences the global market and
international production (Morse & Shive, 2011).
7.1 Ethnocentricity and Country of Origin
There is considerable research about the influence of country of origin on buying decisions (Bilkey & Nes, 1982;
Peterson & Jolibert, 1995; Samiee, Shimp, & Sharma, 2005). Scholars believe that the influence of country of
origin depends on the kind of manufactured goods, consumer perceptions, country of origin, level of patriotism
depending on home country and also demographic factors. Some researchers, like Thakor and Lavack (2003),
concluded that the effect of country of origin of brand is more important than country of origin of the place in
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which the product is manufactured, for example, the product may be made in Vietnam but the brand is originally
from Italy, and, therefore, the country of origin plays a significant role on purchase behaviour (Thakor & Lavack,
2003). The subjects of ethnocentrism and patriotism are discussed in any country of origin effect issue.
Patriotism is also a kind of obstacle for international companies for entering the global market. This attribute
arises from the preference of customers and their purchase intention towards some particular brand. Patriotism
and ethnocentricity are a kind of physiological variable that influences buying foreign products. Therefore, some
questions come to mind concerning what happens to domestic products versus foreign products and brands.
There are many international brands on the market from various countries. For instance, the reaction of
customers from developing countries is different from those from industrialized countries, when they want to
choose a product, Moreover, if some brands, which are hybrid, and have some relationship with the home
country, it can ease the tendency in respect of ethnocentric attitude (Shergill, Rosmala, & Parsons, 2010). The
literature shows that regardless of the developing homogeneity of the world market, patriotism and
ethnocentricity are the strongest factors in the competitive global market (Vida, Dmitrovic, & Obadia, 2008).
Ethnocentric attitude usually happens when customers want to buy foreign products and they are loyal to the
brands that are manufactured in their home country, which is often the result of the country of origin effect.
People with a high degree of ethnocentrism like to focus on positive parts of the domestic products and ignore
the characteristics of foreign brands and have a tendency to buy local and domestic manufactured goods. The
literature shows that ethnocentrism influences customer perception about the quality of foreign products and also
the purchase intention. One scholar suggested that ethnocentrism can result from overestimation of the domestic
products characteristics and quality or the underestimation of the attributes of foreign product. Pecotich and
Rosenthal (2001) added that patriotism and ethnocentrism have a direct relationship with consumer perception
about purchase intention, price and country of origin, despite the quality of products. Some findings show that
for the companies whose targets are Chinese customers, the country of origin effect and other variables related to
it, have limited influence on their purchase intention and evaluation (Wong, Polonsky, & Garma, 2008).
Improving international deals and shaping the global economic and political trade attracts attention to the effect
of various national origins. This subject shows the interest in the role of country of origin according to domestic
and foreign products and its result on the international market and customer behaviour. Furthermore, as per the
earlier discussion, it would be a barrier in the trade market to goods and services among countries. The tendency
of customers for local or foreign products can depend on trust in the foreign manufacturers and brands,
customer‘s negative feelings and ethnocentrism. Scholars found that consumer ethnocentrism is a factor that
describes the preference of people about a product according to the country of origin. These kinds of studies are
the result of social events and relations of groups and also human nature and conservation. Sumner (1960)
defined ethnocentrism as:
“Observation in which one's group is the heart of everything, and all others are scaled and rated with reference to
it. Each group nourishes its own control and looks with contempt on outsiders”. This statement is good for
describing customer behaviour. It is also believed that consumer ethnocentrism is a set of beliefs that people
have in their mind concerning the purchase of foreign products (Ouellet, 2007). These kinds of people suppose
that buying domestic manufactured goods has more advantage for their own country than buying imported ones;
in addition, they mentioned that this action is immoral and unpatriotic and harms the economy of the country as
well as increasing unemployment (Granzin & Painter, 2001). Consequently, patriotism has a negative effect on
consumer purchase intention and evaluation. These ethnocentrism consumers also protect the domestic market
and economy and also the focus on the positive attributes of domestic products. This factor (ethnocentrism) is
social and interracial (Kinra, 2006).
Waston and Wright (2000) concluded that in the case that domestic products are unreachable, customers with a
high level of patriotism and ethnocentrism prefer to buy imported goods from the countries that have the same
culture as their own country rather than from a country with an unrelated culture. There is also another point of
view that customer patriotism results in a negative reaction to foreign advertisements and products (Yeong,
Mohamad, Ramayah, & Omar, 2007).
8. Conclusion
By reviewing the different literature, it can be concluded that there are many factors that have an impact on
consumer purchase intention. Research and methodologies have shown that even when consumers can evaluate
all the intrinsic product characteristics by experiencing the product, the effect of extrinsic cues has more
influence on consumer product evaluation. Country of origin is one of the extrinsic cues; in addition, there is no
doubt that country of origin has considerable influence on the purchase intention process. Subjects, such as
212
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product familiarity, have been the concern of foreign firms and companies that enter into global trade, since it
can build consumer trust in order to achieve consumer tendency to purchase. This matter increases the return for
the firm in the global market to overcome the strong competition in the global marketplace.
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