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Sammanfattning  

Titel: The Country-of-Origin Effect in the Personal Care Market  

Nivå: Examensarbete på Grundnivå (kandidatexamen) i ämnet företagsekonomi  

Författare: Simon Andersson och Gustaf Persson 

Handledare: Jonas Kågström  

Datum: 2019 – Januari 

Syfte: Studien syftar att analysera svenska konsumenters uppfattning om effekterna av 

ursprungsland för kinesiska produkter. 

Metod: Studien baseras på en kvantitativ metod. Datainsamlingen skedde med en 

enkätundersökning som utgår från ett deduktivt synsätt. Empiriska data har samlats in 

via en webbenkät som publicerades på sociala medier som exempelvis Facebook och 

LinkedIn. Data behandlades i statistikprogrammet IBM SPSS Statistics (SPSS) för att få 

ut resultat; modeller, figurer och värden. Sedan utformades en deskriptiv analys, 

korrelationsanalys, faktoranalys och en klusteranalys.  

Resultat & slutsats: Resultatet uppvisade hur olika variabler korrelerar, olika faktorer 

som grupperar variabler samt fem olika kluster med respondenter. Vi kan dra slutsatsen 

att det finns en så kallad ”country-of-origin” (COO) -effekt som svenska konsumenter 

inte är medvetna om. Svenska konsumenter är medvetna om produktens ursprung, men 

rankar variablerna kvalitet och pris högre. 

Examensarbetets bidrag: Denna studie syftar till, att med hjälp av tidigare forskning 

och en genomförd undersökning, analysera svenska konsumenters uppfattning av 

kinesiska hälsoprodukter när det gäller COO-effekten. Dessutom ger den information 

om hur svenska konsumenter rankar olika variabler vid köp. Studien är unik eftersom 

den ger insikt om en marknad som ännu inte analyserats med avseende på COO-

effekten och med en viss produktgrupp som det inte finns någon forskning om samband 

av COO-effekter. Studien kommer dessutom att bidra till generell COO-forskning, med 

vissa avvikelser som härrör från tidigare forskning. Det finns både teoretiska och 

praktiska bidrag av betydelse, som ger en inblick i svenska konsumenters uppfattning av 

kinesiska produkter. 

Förslag till fortsatt forskning: Den här uppsatsen avgränsar sig till den svenska 

marknaden och riktade in sig på en särskild produktgrupp. Det finns flera andra 

produktgrupper som ännu inte undersöks med avseende på COO-effekter och dess 

inverkan på konsumenters uppfattning. Framtida forskning kan jämföra två olika 

produktgrupper för att analysera de skillnader som finns/inte finns. En jämförelse 

mellan två (eller flera) olika länder skulle ge en vertikal bild av COO-effekter och en 

sådan analys skulle öka förståelse för att förstå vilka kulturella skillnader som är 

avgörande i konsumentbeteende. 

Nyckelord: Country-of-origin (COO), Country-of-origin effects, Product evaluation, 

Cultural differences, Made in China, Consumer behaviour, Purchase decision, Trust 

  



 

 

Abstract 

Title:  The Country-of-Origin Effect in the Personal Care Market 

Level: Final assignment for Bachelor’s Degree in Business Administration  

Author: Simon Andersson and Gustaf Persson 

Supervisor: Jonas Kågström  

Date: 2019 – January 

Aim: The study aims to analyse Swedish consumers’ perceptions on the Country-of-

Origin effects regarding Chinese products. 

Method: The study is based on a quantitative method. The data collection was done 

with a questionnaire with a deductive approach. The empirical data was collected 

through a web survey which was published on social media e.g. Facebook and 

LinkedIn. The data was then processed in the statistical program IBM SPSS Statistics 

(SPSS) to form models, figures and values. A descriptive-, correlation-, factor- and 

cluster-analysis was then formed.  

Result & Conclusion: The results showed how different variables correlate, different 

factors which the variables were grouped in and five different clusters of respondents.  

The conclusion is that there is a so-called COO-effect for Swedish consumers 

subconsciously. 

Furthermore, Swedish consumers are aware of the origin, but rank other quality and 

price as higher cues. 

Contribution of the thesis: This study aims, with help of previous research and a 

conducted survey, examine how Swedish consumer perceptions of Chinese personal 

care products regarding the COO-effect. Furthermore, it provides information on how 

Swedish consumers ranks certain cues. The study is unique since it provides insight on a 

market that has not yet been analysed with regard to the COO effect (Sweden) and with 

a certain product group where there is no current research available in relation to COO-

effects. Furthermore, the study contributes to general COO-research, with certain 

implications deriving from previous research. There are both theoretical and practical 

contributions of importance, illustrating Swedish consumer perceptions of Chinese 

products.  

Suggestions for future research: This essay is limited to the Swedish market and 

focused on a particular product group. There are several other products groups that are 

yet to be researched in regard to COO-effects/consumer perception. Further research 

could compare two different product groups with high involvement to analyse the 

difference between certain product types. A comparison between two (or more) 

different countries would provide a vertical view of COO-effects, analysing the 

differences between different consumer perceptions and what cultural variables that 

may be vital for purchasing decisions. 

Keywords: Country-of-origin (COO), Country-of-origin effects, Product evaluation, 

Cultural differences, Made in China, Consumer behaviour, Purchase decision, Trust 
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1. Introduction 

1.1 Background 

Since the turn of the millennium two of the most discussed phenomena are globalization and 

digitalization. Globalization, however, is not as implemented in business as one may think 

when it comes to marketing. Cultural differences and the effects linked to nation origin is 

something marketers still fight with and are vital to understand (Barkema & Verulen, 1997, 

p.845). Large global companies around the world struggle with adaptation to countries and 

their values in terms of marketing. Even if a company is well-known and favourable in one 

country, it does not have to imply instant success internationally (in general). It can be argued 

that when companies want to expand, go global and launch in new countries the culture is of 

vast importance, and need therefore be considered in order to succeed.  

The origin of the product can be a major factor in consumers decision making and product 

evaluation. One might think that other factors like price, quality, design would be more 

important than where the product is produced, but how much does the country-of-origin 

(COO) matter? Nielsen (2016) reports that nearly 75% of their global respondents mean that 

“a brand’s country-of-origin is as important, or more important than nine other purchasing 

drivers, including selection/choice, price, function and quality”, which was shown in the 

Nielsen Global Brand-Origin Survey from 2016.  

Cultural differences are still very noticeable around the world and there are studies that have 

tried to explain the phenomenon. The three biggest and most accepted frameworks that are 

theoretical standpoints in this type of research from a marketing aspect came from Hofstede, 

Schwartz and Inglehart frameworks (Yeganeh, 2014, p. 4). These are the frameworks which 

the COO-studies are based on, in terms of defining the culture and its differences. They have 

received remarkable acceptance from researchers and practitioners (Yeganeh, 2014, p. 4).  

Cultural differences are often discussed when comparing European and Asian business to 

each other. China and their economical rampage - the second highest gross domestic product 

(GDP) in the world (Statista, 2018) makes the country very interesting to consider indeed, 

both from the cultural- and business perspective. China is forecasted to become the biggest 

marketplace in the world and beat the US according to the financial information company 

Bloomberg (O’Brien, 2017, 26 December). China is also the leading export country 

worldwide, with an export value over 2.2 trillion USD where the United States is in the 

second place with 1.5 trillion USD (Statista, 2018). Although China is the leading export 

country, research studies demonstrate that “Made in China” has gotten a bad reputation 

according to some research. For example, Kabadayi & Lerman (2011, p. 102) means that 

“Made in China” is a nightmare to handle for many marketers.  

Studying the effects of product country origin for different countries and product types show 

different results, for example, it can be negative, positive or no apparent effect. The country 

brand can be a factor that affects the COO-effects. When looking at the country brand the 

Country Brand Index (CBI) by FutureBrand gives a measure of different countries brand 

value (FutureBrand, 2014). CBI measures six different factors to determine brand value;  

1. Value system 

2. Quality of life 

3. Business potential 

4. Heritage and culture 
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5. Tourism  

6. “Made in” 

Although the CBI measures valid and important factors, it does not show everything. 

However, in the report for 2014-2015, there is a list of the top 20 most influential cities in the 

world where China has three cities on the list. On the list “ones to watch”, which covers 

countries most likely to be moving forward, China is on the top, although on the overall 

ranking China only made it to rank 13 out of 75 country brands (FutureBrand, 2014).  

China is infamous by means of often being recognized for copying products and ideas and 

sell them cheaper. But this is starting to transform and switch to other countries copying 

products from China instead. In the past few years, Chinese companies such as AliExpress 

and Lenovo has made an impact both in Europe and North America. Lenovo has shown 

enormous global success in the computer industry. Everyone may not have a positive image 

of these companies, but no one can deny their success. Lenovo is a giant in the PC-industry 

(Statista 2017). This is an example of a Chinese brand that made it to the top of the industry 

globally, even considering the “bad” country image of China. As brought up by Zen Soo in 

an article for South China Morning Post (2018, 25 September) where it explored the “new” 

Snapchat feature where one can take a photo of a real-life object and be able to buy it from 

Amazon. However, this idea and technology have already been invented and established in 

China in 2014 with apps like Taobao and Tmal (Soo, 2018, 25 September). This shows the 

impact and innovations from China and how it has changed from “Copy to China” to “Copy 

from China”, which furthers our interest in China and the COO-effects.  

The idea that that the rest of the world “Copies from China”, is also supported by other 

theories that “Made in China” is getting a new, better image.Wade Shepard states in Forbes 

(2016, 22 May) how Chinese brands are stronger than they were some years ago. It is 

mentioned that China entered the global markets with a boom thanks to their cheap 

alternatives and low-cost products, but today they are also producing high quality, cutting 

edge products and the image is, therefore, adjusting accordingly (Shepard, 2016, 22 May). On 

the other hand, the Chinese brand is still heavily damaged due to many years of negative 

reputation. For example, Consumer Reports News wrote about the trust of Chinese-made 

products (Mays, 2007, 28 June) and brought up that Chinese-made products accounted for 

60% of all product recalls in the U.S.  

Previous research has shown tendencies that companies often have difficulties to make an 

impact on the European market with the “Made in China”-image (Wang & Gao, 2010, p. 80). 

Although some marketers suggest that the “Made in China” image is getting a new side to it. 

For instance, Benjamin A Shobert (2010, 15 January) highlights even if a product is produced 

in China it can have technology from the U.S or design from France. Hence the name of the 

campaign “Made in China, Made with the World”, which insinuates that it can have 

influences and qualities from around the world even if it is “Made in China”.  

“Conceptually interesting are also cases where a country, such as Austria, manages 

to develop strong brands, for example Red Bull or Swarowski, but is not at all well 

known for its expertise in the respective product categories (weak product 

image/strong brand image). It would be of immediate benefit for companies operating 

in such countries to analyze whether image advantages accrued by strong brands can 

also be used to support other less well‐known brands in these product categories.”  

- Diamantopoulos, Schlegelmilch and Palihawadana (2011, p. 520). 
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Why is it important to study COO? For example, would consumers have a different image 

and impression of Red Bull if the Thai origin were clear, or visible on the product? Would the 

brand then be as big as it is today? Based on this, we believe that there is a ubiquitous 

substantial COO-effect to consider for product evaluation. Furthermore, effects of COO will 

vary depending on what product group it belongs to. For example, it is not hard to understand 

that the COO-effects are increased when consumers buy advanced and expensive products 

like cars compared to a simple product like socks.  

This study will focus on a product type where research regarding COO effects is lacking. It 

belongs to a segment with high growth rate and positive trends (Statista, 2018), and with a 

high consumer engagement (Vogenberg & Santilli, 2018) - personal care products. Selecting 

a product with high consumer engagement and involvement is important since previous 

research illustrates how consumers may then use COO as a differentiation-point (Reardon, 

Vianelli, & Miller, 2017, p. 323). 

1.2 Problem Formulation 

International marketing and consumer behaviour are two widely studied areas within the 

subject of marketing. Combined, they are a challenge for marketers whose company is 

expected to go global. Culture has a strong connection with consumer behaviour and is 

therefore highly relevant in terms of marketing. Some authors mean that cultural norms and 

beliefs can change people's perceptions and behaviours, implying that different countries with 

different cultures will have varying reactions to similar marketing strategies. International 

marketing makes the companies and the marketers to take the cultural differences into 

consideration in order to succeed and maximize their impact (Markus & Kitayama, 1991, p. 

224).  

Country-of-origin is an expression that combines international marketing and consumer 

behaviour. The expression and its effects have been studied for a long time and is 

continuously a relevant subject to study since the COO effects are a complex phenomenon 

indeed (Verlegh & Steenkamp, 1999, p.521). The meta-analysis by Verlegh and Steenkamp 

(1999, p.521) distinguish three aspects of COO; cognitive, affect, and normative aspects, 

proposing that the boundaries between these aspects are indistinct, and COO effects are often 

caused by the interplay between these three aspects. Cognitively, COO may be regarded as an 

extrinsic cue for product quality. Consumers have been found to assume judgments of 

product quality from the country of production, which contains both the belief about a 

country’s products, but also more broad characteristics, such as the country's economy and 

culture. Symbolic and emotional associations with COO constitute the affective aspect 

(Verlegh & Steenkamp, 1999, p. 521).  

The majority of the previous research on COO illustrates how COO has a substantial effect 

on the consumer behaviour (Basfirinci, 2013; Kabadayi & Lerman, 2011; Magnusson, 

Westjohn, & Zdravkovic, 2011; Wang & Gao, 2010, p. 84). The previous research varies in 

their results, making this subject somewhat inconsistent in its findings and how COO affects 

product evaluation and consumer behaviour. The majority of the research about product 

origin does however agree that there are substantial effects. Verlegh and Steenkamp (1999, p. 

528) explain how studies that investigate country-of-origin effects apply a variety of research 

designs and study different products from different countries. They are all aimed at assessing 

the same phenomenon - The influence of country-of-origin on product evaluations. 

Studies illustrate how brands with products manufactured in China have negative changes in 

quality, perceptions, image and purchase intentions, which was statistically significant 
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(Akdeniz Ar & Kara, 2014, p. 498). Hence, consumer perceptions of Chinese products are 

interesting indeed. Furthermore, Wang and Gao (2010) illustrate the effect of Chinese COO 

among Irish consumers, telling us that COO matters. At the same time, there are studies 

(Liefeld, 2004, p. 93) from North America who tells a completely different story regarding 

how much impact COO has.  

There is also research that more specifically have studied singular countries and how COO 

affects their consumers. Examples are Wang and Gao (2010, p. 80), which examined the Irish 

consumers’ perception of Chinese brands and how to improve the “Made in China” image. 

Similarly, Basfirinci (2013) made an empirical analysis from Turkey, studying the effect of 

brand origin on brand personality. Both illustrate how product-origin influences consumer 

behaviour. However, Liefeld’s (2004, p. 93) study largely differ from these two, 

demonstrating that North American consumers did not have COO as an equally important cue 

in their product evaluations and consumer behaviour.  

Previous research has focused on specific countries regarding the COO effects. However, 

there is a lack of research about Scandinavian countries, such as Sweden and on certain 

specific product groups. After careful review, we found little sparse to none research about 

the COO effects in the healthcare market/personal care market, a growing market with high 

consumer engagement (Vogenberg & Santilli, 2018). The emphasis on the origin of the 

product represents an extrinsic, emotional cue that can strengthen both brand value and brand 

loyalty, influencing not only purchase intentions but acting as a guarantee for a long-term 

manufacturer-retail buyer supply relationship (Reardon et al., 2017, p. 323). Furthermore, 

Reardon et al. (2017) claim that this is particularly true with high involvement products 

where retailers are aware that the COO can act as a differentiation-point. Wang and Gao 

(2010, p. 85) who did a similar study, suggested that further research could specifically 

consider specific products or product categories. The inclusion would provide a holistic view 

of the influence of consumers’ perception of Chinese brands. Thus, this bachelor thesis is 

focused on a specified product category - personal care market.  

Humanization is more focused on the “ideal body and appearance” than ever before, and the 

personal care market is growing rapidly, especially the skin care segment (Statista, 2018). 

Concentrating on a market that will see enormous exports from different countries will 

eligible the COO effects, making it a viable product group in relation to the marketing aspect. 

As stated before, personal care products have high consumer engagement, which further 

strengthens our choice of market. 

Except for focusing on a specific product group, we follow Wang and Gao’s (2010) 

arguments about also choosing a specific country. After careful research, we can imply that 

Sweden is one of the countries where there is little to no research about COO effects and 

consumer perceptions. Furthermore, the Swedish population is a relevant consumer group 

within the personal care market since the compound annual growth rate (CAGR) is higher 

than other European countries (Statista 2018). This further strengthens our reasoning of 

choosing this specific consumer market and product group in Sweden. Thus, Swedish 

consumer perceptions about Chinese personal care are identified as our research gap and are 

illustrated by the arguments above. 

1.3 Purpose/Aim 

The study aims to analyse Swedish consumers’ perceptions on the Country-of-Origin effects 

for Chinese products.  
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1.4 Delimitation 

This bachelor’s thesis will be focused on Swedish consumers perceptions on the COO-effects 

from China in the personal care market. The focus will solely be on the personal care 

segment, especially skin care products and see whether the COO and other factors impact the 

consumer behaviour and purchase decision for this specific product group.  

To be able to study this area we will make a delimitation to only study the Swedish market 

and its consumers. The Swedish market is also chosen out of a comfort selection since we are 

students at a Swedish university with a clear understanding of the market and easy access to 

Swedish respondents, interviews and statistics.  

1.5 Industry Background - Cosmetics & Personal Care 

The cosmetics and personal care market are chosen not only because previous research 

acknowledges that studies with a specific product category will provide a holistic view of the 

influence of consumer perceptions of Chinese brands (Wang & Gao, 2010, p. 85). It is also 

chosen because there is no research done on the interaction of COO effects and these types of 

products. It can be argued that consumers are generally more careful and selective regarding 

country origin when purchasing products within the cosmetics and personal care market.  

The broader description of the market is Consumer Goods & FMCG (Fast Moving 

Consumer Goods). This can be narrowed down to the segment Cosmetics & Personal Care. 

This market, also often referred to as the global beauty market, and is then divided into five 

business segments:  

- Skincare 

- Haircare 

- Colour (makeup),  

- Fragrances 

- Toiletries 

These segments are complementary and through their diversity, they cover most consumers’ 

needs and expectations regarding cosmetics. Beauty Products can also be subdivided into 

premium and mass production segments, according to the brand prestige, price and 

distribution channels used (Statista, 2018) 

1.5.1 Skin Care Products 

The business segment researched in this bachelor thesis is skin care products. In 2012, the 

global skincare market was 99.6 billion US dollar. By 2024, the global skincare market is 

estimated to be 180 billion U.S dollars (Statista, 2018).  

The skin care industry has witnessed a shift from demand from older consumers to a growing 

younger consumer base. People are beginning to use skin care at an increasingly young age in 

a bid to delay the signs of ageing, while the number of older consumers is beginning to fall. 

Skin care companies may adapt their marketing strategies to correct this balance and hold on 

to their older consumer base (Statista 2018). 

An interesting fact about the skin care market is that the market in general is benefiting from 

rising demand for natural and organic products (this is important to remember since our 

survey will ask about natural skin care products). The growth rate of the skin care segment is 

higher than the overall cosmetics and personal care market. In 2016, 57% of U.S women said 
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it was important to buy all-natural skin-care products. Therefore, companies are continuously 

offering consumers innovative products, focusing on developing environmentally friendly 

and natural products (Statista, 2018).  

1.5.2. Skin Care Industry in Sweden 

According to Statista (2018), the revenue in the Skin Care segment in Sweden amounts to 

543 million US dollars in 2018. The Swedish market is expected to grow annually by 2.6% 

(CAGR 2018-2021). Per person revenues of 53.08 US dollars are generated in 2018. In 

comparison, the United States is the biggest market, with a revenue of 16 993 million US 

dollars in 2018.  

Euromonitor International (2018) provides insight into the market: Liquid/cream/gel/bar 

cleansers was one of the best performing areas in 2017 thanks to the double cleansing trend. 

This involves the use of a variation of cleansers such as one for makeup removal and another 

for more in-depth cleansing.  

1.6 Disposition/Thesis Outline 

Our study will be structured as followed;  

 
Model 1: Disposition of the study (Self-made) 

The thesis begins with an introduction. Which includes the background of our subject, a 

problem formulation and our purpose of the study. We also state our delimitation of the study 

and a short background of the more specific industry. This chapter shows the reader why we 

have chosen the specific subject and why we find it interesting to investigate, which we state 

in our purpose as well.  

In our theoretical reference we will clarify the different chapters that we have found relevant 

for our study, such as; the different frameworks of culture, COO effects, Product evaluation 

and buying decision, Country brand image, Coo as a cue, Product involvement and Trust. 

This is our focus area which is derived from previous research surrounding the topic. 

This is followed by our methodology where we state our research approach and design, and 

how we gathered the data for our research. We will go through our mindset when acquiring 

our data. We will specify our research methods, such as our survey data collection. Here we 

will also discuss and present our analysis method.  
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After the methodology comes the results chapter, where we showcase our empirical data from 

our data collection. In the results chapter we showcase the findings from our survey in 

different forms of analyses. A descriptive, correlation, factor and cluster analysis is shown, as 

well as a t-test.  

We will then discuss these findings and analyse them by comparing theory and the empirical 

data in the discussion chapter. The final chapter is where we show our drawn conclusions 

surrounding our purpose and state our implications for the research field and a proposition for 

further research.  

1.7 Keywords 

Country-of-origin, Country-of-origin effects, Product evaluation, Cultural differences, Made 

in China, Consumer behaviour, Purchase decision, Trust 
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2. Theoretical Reference  

2.1 The Frameworks of Culture 

According to Yeganeh (2014), the conceptualization of culture is based on Hofstede’s, 

Schwartz's, and Inglehart’s frameworks. This study will conceptualize culture as the 

aggregation of shared meanings, rituals, norms, and traditions that differentiate one group of 

people from another (Hofstede, 1980). It is common to identify several business dimensions 

and analyse them across borders in business research (Yeganeh, 2014). Among the different 

conceptual models of cultural analysis, the framework of Hofstede, Schwartz, and Inglehart 

have seen a wide acceptance from both researchers and practitioners (Drogendijk & Slangen, 

2006; Kirkman, Lowe, & Gibson, 2006; Smith, Peterson, & Schwartz, 2002; Parboteeah, 

Bronson, & Cullen, 2005). These three frameworks represent large-scale, trustworthy, and 

innovative studies that improve upon earlier research in many aspects and provide relatively 

simple operational models of cultural analysis (Yeganeh, 2014). 

2.1.1 Hofstede’s Framework 

Hofstede (1980, 2001) summarizes national cultures with five different dimensions:  

- Power Distance 

- Individualism/Collectivism 

- Masculinity/Femininity 

- Uncertainty Avoidance  

- Long/Short-term orientation.  

The first dimension, Power Distance, focuses on the lack of equality that exists between 

groups in the society (Yeganeh, 2014) The second dimension, Individualism contra 

Collectivism, refers to the relationship between the individual person and a group of people 

(Yeganeh, 2014). Hofstede (1980) describes an individualistic society as one in which beliefs 

mainly are determined by the individual, whereas the collective society, tends to be 

determined by the loyalty to towards one’s family, job, and country. Uncertainty Avoidance 

stands for the extent to which individuals within a specific culture feel exposed by uncertain 

or unknown events and the corresponding degree to which society creates rules, embrace the 

truth, and refuses to go against nature in order to avoid risks (Yeganeh, 2014). The more a 

culture is affected by masculinity, the higher are the concerns for achievement, promotion 

and challenges in work while in a feminine culture, good relationships, security in work and a 

desirable living environment are of prime importance (Hofstede, 1980, 2001). The last 

dimension was a later addition to the Hofstede (1980) model, added in his work from 2001. 

Long-term orientation avoids conspicuous consumption in favour of moderation and heavy 

savings, meaning that high long-term orientation scores are therefore associated with low 

levels of materialism (Ogden & Cheng, 2011). 

Hofstede (2001, 1980) used 116,000 questionnaires from over 60,000 respondents in 70 

countries in an empirical study (Drogendijk & Slangen, 2006). By executing survey research 

between 1967 and 1978 within foreign subsidiaries of IBM, Hofstede (1980) defined national 

culture with these five dimensions. This framework is used as our definition of culture. 

2.1.2 Schwartz’s Framework  

Schwartz framework (2006, 1994, 1992) describes national culture in three pairs of different 

value types: Conservatism/Affective-Intellectual Autonomy, Hierarchy/Egalitarianism and 

Master/Harmony. The Conservatism value type is characterized by social order, respect for 

https://www.emeraldinsight.com/doi/full/10.1108/IJDI-04-2013-0038
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tradition, family security and wisdom (Yeganeh, 2014). Furthermore, Yeganeh (2014) 

explains that the Conservative cultures emphasize the status quo. The Autonomy value type 

emphasizes the pursuit of individual desires. Cultural emphasis is on the legitimacy of an 

unequal distribution of power, roles and resources, authority and wealth, in hierarchical 

societies. Egalitarianism, however, corresponds to features such as equality, social justice, 

freedom, responsibility, and honesty (Yeganeh, 2014). Master/Harmony is the third pair of 

Schwartz’s cultural values. Mastery is known by active self-assertion, ambition, success, 

daring, and competence. Harmony emphasizes the unity with nature and accepts the world as 

it is (Schwartz, 1992, 1994). 

2.1.3 Inglehart’s Framework 

Inglehart (1997), Inglehart and Baker (2000) and Inglehart and Welzel (2003, 2005) relied on 

two dimensions to explain cultural and social differences across the globe: 

Traditional/Secular-rational and Survival/Self-Expression. Yeganeh (2017) explains that the 

first dimension reflects the contrast between societies in which tradition and religion are of 

importance and those in which they are not. The Survival/Self-Expression dimension is 

linked with the transition from industrial to a post-industrial society, which brings a 

polarization between survival and self-expression values. Inglehart showed the differences in 

cultural values of people in rich and poor societies and how they follow a consistent pattern 

(Yeganeh, 2017).  

2.1.4 Defining Culture - Summarizing the Frameworks 

Yeganeh (2014, p. 4) describes the definition of culture and mentions that Hofstede defines 

culture as the accumulation of shared meanings, rituals, norms, and traditions that separate 

members of one society from another. Furthermore, Yeganeh (2014, p.4) claims that it is 

common to identify several cultural dimensions and analyse them across borders, in business 

research. National cultural distance is being defined as the extent to which the shared norms 

and values in one country differs from another (Drogendijk & Slangen, 2006, p. 362). This is 

the definition that the study will use when talking about culture. In relation to COO, 

Hofstede’s (1984) four principal categorical cultural dimensions found in societies, only 

individualism/collectivism has been systematically empirically related to COO evaluations 

(Gürhan-Canli & Maheswaran, 2000, p. 310). 

2.2 Defining COO  

COO is an abbreviation for Country-of-Origin and a very vital expression for our study. The 

concept of brand origin is defined by Thakor and Kohli (1996) as “the place, region or 

country to which the brand is perceived to belong by its customers”, which is basically the 

COO. The effects of COO are widely studied from a marketing point of view. Lampert and 

Jaffe (1998) means that the brand image can be both a negative and positive influence on the 

brand depending on the situation and country. According to a meta-analysis of COO by 

Verlegh and Steenkamp (1999, p. 522), the main body of the research about COO has mainly 

approached COO as an informational cue in evaluating products. But despite being a well-

researched subject, COO is still poorly understood (Verlegh & Steenkamp, 1999, p. 521). The 

focus on COO research has mainly been on the use of country-of-origin as a cognitive cue. 

However, various studies have shown that COO is not merely another cognitive cue (Verlegh 

& Steenkamp, 1999, p. 523).  

For a long time, the effects of a product’s COO on buyer perception, evaluations and 

intentions have been one of the most widely studied phenomena in international marketing 
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(Kabadayi & Lerman, 2011, p. 103). The vast majority of research regarding COO concludes 

that a product’s COO affects the product evaluations and purchasing behaviour (Magnusson, 

Westjohn, & Zdravkovic, 2011, p. 454). 

There are several ways of defining COO. For example, Nagashima (1970, p. 69) explains 

COO as the picture, the reputation, and the stereotype that businessmen and consumers attach 

to products of a specific country. Samiee (1994, p. 580) defines the COO effect as any 

influence or bias that consumers may hold resulting from the COO of a specific product. In 

this study, we follow Gürhan-Canli and Maheswaran (2000, p. 96) definition of COO; effects 

of COO simply as the extent to which the place of manufacturer influences consumer 

evaluations and related decisions. This definition is used over the others because our own 

view on COO effects is equal to Gürhan-Canli and Maheswaran’s (2000). Furthermore, this 

definition is also used in Kabadayi and Lerman’s (2011, p. 104) study, proving further that 

this definition is accepted among previous research in this subject.  

2.3 COO and its Effects 

Country-of-origin effects are a complex phenomenon. The effects of country-of-origin have 

been an academic field for a long time. Different research illustrates different findings. The 

majority of the research done in this area illustrates how the country-of-origin have some 

kind of effect on consumer behaviour. The influence of the effect can, however, be positive, 

negative, or both. Regardless of the direction of the influence of COO, empirical evidence 

suggests that COO is an important factor in international marketing. More importantly, there 

is evidence indicating that other variables could moderate the effect of COO (Zhang, 1997, p. 

268). Thøgersen et al. (2017) illustrate in a literature review that there is a considerable 

number of studies that have tested potential moderators that may vitiate the effect of COO on 

product evaluation and purchase intention. Some studies found the relative impact of the 

COO cue on overall product evaluation or purchase intention to be reduced when aligned 

with other variables such as price and brand name. According to Thøgersen et al. (2017, p. 

546), most scholars agree upon that COO effects vary considerably depending on the product 

type. Furthermore, the effect of COO on brand equity is moderated by the complexity of the 

product, as well as some individual-consumer variables, like product familiarity and product 

importance.  

As mentioned earlier; COO and its effects are a complex phenomenon and hard to grasp the 

exact outcomes and related consequences. A meta-analysis of the subject concluded that the 

COO-effects can be classified as a substantial factor in product evaluation. Furthermore, the 

COO-effects have a stronger impact on the perceived quality rather than the purchase 

likelihood. (Verlegh & Steenkamp, 1999, p. 538).  

In a study by Katsumata and Song (2016, p. 92) it is described how consumers evaluate 

products based on various aspects. The internal information that manufacturers have to 

accurately evaluate products is something that consumers do not possess. Instead, consumers’ 

evaluations tend to be based on external design or other simple interpretable attributes such as 

price. Results from this study show how the COO effect is substantially equivalent to the 

effect of other functional attributes. The study shows how COO remains a relevant 

information cue (Katsumata & Song, 2016, p. 103). This is further proven by Kim and Park 

(2017) in five experiments, where it is illustrated how COO as an important categorical 

attribute can moderate the magnitude of choice context effects.  

Reardon et al (2017, p. 323) highlight another aspect of the COO effects. The results of their 

study implicate that not only consumers choose and pay for products based on geography, but 
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also retailers make stocking decisions based on COO. The emphasis on the origin of the 

product represents an extrinsic, emotional cue that can strengthen both brand value and brand 

loyalty, influencing not only purchase intentions but acting as a guarantee for a long-term 

manufacturer-retail buyer supply relationship (Reardon et al., 2017, p. 323). The authors of 

this study claim that this is partly true with high involvement products where retailers are 

aware that the COO can act as a differentiation-point. Paswan and Sharma (2004, p. 151) 

demonstrate their findings that a more accurate COO-brand knowledge leads to higher 

leverage and better positioning in the market.  

COO is a subject which demands companies being very transparent and clear to customers. 

This is further strengthened by Josiassen and Assaf (2010, p. 294-295) by highlighting the 

importance of being transparent since there is an increasing number of products where 

different parts are made in different countries. With cheaper labour in some countries and 

more technology and knowledge in others, it pushes for international sourcing. Companies 

struggle to balance their costs and their image (Josiassen & Assaf 2010, p. 295). Josiassen 

and Assaf (2010, p. 305) also states that the COO is more important with less involved 

consumers compared to high involved consumers, where the COO-effect is more neutral.  

Drozdenko and Jensen (2009, p. 375) researched how much extra consumers are willing to 

pay for products with a positive COO image. The study found statistically significant price 

premiums consumers are willing to pay for made-in-USA goods over Chinese goods across 

all 11 categories of products. The categories were toys, pet food, shampoo, tires, MP3’s, 

shoes, mobile phones, shirts, HDTV, toothpaste, and drinks. The results demonstrated that the 

premiums ranged from 37% (athletic shoes) up to 105% (toothpaste). Consumers also 

showed a positive bias towards products from developed countries relative to products from 

less developed countries. Drozdenko and Jensen’s (2009, p. 375) research confirm the 

previous research about how COO effects varies significantly depending on the product type.  

Gürhan-Canli and Maheswaran’s (2000, p. 315) research illustrates that COO effects vary 

across cultures based on the diverse cultural patterns present in different countries. The 

evaluations and the cognitive responses of the research assembled to show that individualists 

prefer the home country product only when it was superior to the competition. However, the 

authors claim that collectivists preferred the local country product independently of its 

superiority, illustrating that the COO variable may not be so important for some consumers. 

Thøgersen et al. (2017, p. 547) summarize the COO effects as complex, which depends on 

the underlying process of cue utilization and “halo effects”. If a consumer is not familiar with 

a product, the country image associated with a COO can act as a “halo” from which 

consumers infer product attributes. That is, the country image triggers either positive or 

negative feelings based on the “halo effect” and thus indirectly affects overall product 

evaluation through beliefs.  

COO effects are widely studied in previous research indeed. However, there is a lack of 

studies illustrating how consumers from a specific country consider the COO effect. Akdeniz 

Ar and Kara (2014, p. 498) have however studied the Turkish consumer market and discussed 

how Turkish consumers have an overall negative perception of China. The consumers had a 

negative view of products manufactured in China which could have been related to the 

country’s overall values and not specifically with the products. However, Akdeniz Ar and 

Kara (2014, p. 498) continues to explain that the brands Adidas and Philips were appreciated 

until the consumers were told that they were manufactured in China as well, which resulted in 

a negative brand trust influence.  
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Moreover, the study also illustrates how brands with products manufactured in China have 

negative changes in quality, perceptions, image and purchase intentions, which was 

statistically significant (Akdeniz Ar and Kara, 2014, p. 498). Global marketers still have to be 

careful if their brands are associated to China, even if they are well-known, as shown with 

Adidas and Philips in Akdeniz Ar and Kara’s study (2014, p. 499). The judgements and 

perceptions of brands can be negatively influenced if the products are produced in a country 

were an unfavourable perception exist. Akdeniz Ar and Kara (2014, p. 499) states that 

products manufactured in more favourable countries (more advanced, better quality and 

values) will be perceived more positively.  

Some of the COO effects are more complex than others. For example, a manager for a big 

international firm may have their headquarters in one country but factories located in another 

one. Therefore, managers will need to consider complex COO effects (Katsumata & Song, 

2016, p. 94). The author refers to Insch and McBride (2004) study who compare country-of-

assembly (COA), country-of-design (COD), and country-of-parts. These can all be defined as 

COO-subsidiaries.  

This summarizes how the COO-effects can affect the marketing and buying decision of 

consumers. The concept of COO and the effects is a complex outcome (Katsumata & Song, 

2016, p. 104) and long story that is very complicated and could not really fit into a short 

chapter, but these are the main points that we mean will have the most influence in our study. 

The importance of this chapter is to highlight what we mean with COO-effects and to give 

examples of what we examine. For example, that the COO-effects can both add negative and 

positive value for customers or do nothing at all.  

2.4 Product Evaluation and Buying Decision   

Besides the previous chapter regarding the basic effects of COO, the main research about 

COO have taken a deeper dive into how COO affect the product evaluation and the 

consumers buying decision. The product evaluation and the buying decision of consumers 

could be highly influenced by the COO of the product, and we mean that this is a very 

relevant subject considering our purpose. There are several ways COO can affect the product 

evaluation and buying decision, both positive and negative. Li and Wyer (1994, p. 187) 

illustrate that there are at least four different ways in which the COO of a product could affect 

the customers' evaluations, as cited below:  

“(a) as a product attribute whose implications combine with other attributes to 

influence evaluations,  

(b) as a signal to infer more specific product characteristics,  

(c) as a heuristic (to simplify the evaluation task), and  

(d) as a standard relative to which the product is compared.”  

- Li and Wyer (1994, p. 187). 

There are many subcategories and underlying factors in the product evaluation and buying 

decision. The evaluation of a product does not change just because of what country it is, the 

effects could vary because of the history of the country, the stereotypes and what the country 

is well known for. This will be thoroughly examined in the following chapters, but to give 

examples the COO-effects can affect the product evaluation depending on how well the 

product matches the country. The effect can also vary depending on how high or low the 

involvement of the product usually is (Reardon et al., 2017).  
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An important note to make is that the product evaluation and buying decision considering 

COO is a very large subject and could not be fully covered in this chapter, but a broad 

overview is gained to understand where we base our arguments. Product evaluation and 

buying decision can be narrowed down to very specific subjects, which will later be brought 

up and addressed.  

Product evaluations should increase for the better as the country’s reputation for 

manufacturing high-quality merchandise increases (Li & Wyer, 1994, p. 189). However, the 

authors illustrate that this general information could occur for at least three different reasons: 

1) The COO itself could be viewed as a favourable or unfavourable attribute of the 

product, which is independent of other attributes.  

 

2) It might be used as a signal to infer more specific product attributes about which 

information is unavailable. 

 

3) It could be used as a heuristic basis for the judgement that is substituted for other 

available judgment-relevant information.  

A product’s COO can either function as a favourable or unfavourable attribute of the product. 

Li and Wyer (1994, p. 189) describe the example of how consumers might consider a country 

to have prestige value and believe that owning a product for that specific country reflects 

their own social status. However, a product’s COO may have a reverse effect. The authors 

also show that a product’s COO might have an inherent prejudice for or against a country that 

generalizes to its products as well. Whatever the reason, using a product’s COO as an 

independent product attribute should lead its effect to combine additively with the effects of 

other product attributes to influence the overall product evaluation (Zhang, 1997, p. 267; Li 

& Wyer, 1994, p. 190). 

Singular countries consumer perception has also been researched with regards to COO and its 

effects. Wang and Gao (2010, p. 80) examined the Irish consumers’ perception of Chinese 

brands and how to improve the “Made in China” image. The results show that the COO effect 

is an important factor in the purchasing behaviour of the Irish consumer, making the study 

consistent with previous research, which suggest that COO image is considered as a part of 

the stereotyping process that helps to clarify the buying process (Pecotich and Ward, 2007, p. 

274).  

Similarly, Basfirinci (2013) made an empirical analysis in Turkey, studying the effect of 

brand origin on brand personality. The results show that subjects not provided brand origin 

information perceived the competence dimension of brand personality significantly lower 

than subjects who were provided brand information. Furthermore, product involvement 

positively moderates brand origin effect while product familiarity negatively moderates it. 

However, two-way interactions of brand origin and product involvement are more 

meaningful than all other interactions and main effects. 

However, there are studies that demonstrate the opposite of Basfirinci (2013) and Wang and 

Gao (2010). Liefeld’s (2004, p. 93) study found out that the North American consumers did 

not find the COO effect as an important variable in the buying process, having other variables 

such as price exceptionally higher “rated” than COO. This illustrates that COO as a variable 

may differ depending on which continent the consumer is from. 
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Roth and Diamantopoulos (2009, p. 726) mention that in today’s globalized societies the 

COO image is more important than ever. They mean that the COO image has a big impact on 

consumer evaluation of different products and therefore affects their buying decision (Roth & 

Diamantopoulos, 2009, p. 726). Other studies also show that COO is used by consumers as 

an attribute with product evaluation (Johansson et al., 1985; Hong and Wyer, 1990). 

It is mentioned in many studies that the COO image plays an important role in consumer 

purchase decision, and in this case, a study demonstrates how it affects electrical goods such 

as television, refrigerator and air-conditioner. (Mohd Yasin, Nasser Noor, & Mohamad, 2007, 

p. 44). When a consumer is evaluating a product and considering buying it, the consumer 

looks at several factors in order to analyse the product and its image. Therefore, the COO is 

an important factor in decision making and product evaluation, since the country’s image and 

reputation can be favourable or the opposite. Hence, there is a positive and significant 

relationship between country image and brand distinctiveness (Mohd Yasin, Nasser Noor, & 

Mohamad, 2007, p. 44). It is summarized that companies can capitalize on the COO as well 

and utilize the COO as an advantage in terms of marketing, since it is mentioned that the 

COO plays a big part in brand equity and therefore the evaluations and purchase decision 

(Mohd Yasin, Nasser Noor, & Mohamad, 2007, p. 45). 

The previous statement is supported by van Ittersum, Candel, and Meulenberg (2003, p. 223) 

who made a study on how the product origin influences the product evaluation. When a 

product and the region match (the product being suited with the region) a positive image of 

the product is perceived. Thus, the COO-effect could be very positive if the product is well 

suited with the region and should be considered for the brand. The COO has a high influence 

on the final product which could be used to promote the product as well, for example one can 

mention how the region suits the product which could have a huge positive impact on the 

evaluation (van Ittersum, Candel, & Meulenberg, 2003, p.223). 

In addition, the individual heterogeneity should not be underestimated, as former research 

illustrates. Tse, Lee, Vertinsky, and Wehrungs’ (1988, p. 91) research in China, Hong Kong, 

and Canada found that executives’ ethnic culture matter in marketing decisions. However, 

according to Fatehi, Priestley, and Taasoobshirazi (2018, p. 671) Tse et al. (1988) did not 

consider that not all executives’ in each of those countries acted similarly. In this regard, 

Steenkamp, Hofstede, and Wedel (1999, p. 65) found that consumer innovations were related 

to individual differences among 3,283 citizens of 11 EU countries.  

Wang and Gao (2010, p. 84) show in a study that more than half of their respondents consider 

the COO-effect play a major role in the product choice. However, Liefeld (2004, p. 91) 

survey demonstrated that only a few consider the COO as a major factor in product choice. 

The buying process and decision of (Irish) consumers are affected by the COO. The results 

also show the importance of both a good brand image and COO-effect, although the latter has 

a greater effect. Authors mean that consumers are adopting the multi-cue model more (Chao 

et al., 2005, p. 174; Wang & Gao, 2010, p. 84). Another aspect to review is how the COO 

affect different segments, such as elderly women or young boys, and should be adapted to 

their target group. However, Wang and Gao (2010, p. 84) highlight the results that Chinese 

brand should concentrate on the trust factor when entering the Irish market, which they 

studied. According to their study, their results imply that Chinese brands have the strongest 

impact and least negative image on younger and female consumers (in Ireland).  

The predominant research among product evaluation and buying decision with regards to 

COO have been conceptualising how consumers’ product evaluations and behavioural 
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intentions have been as a singular construct. Josiassen and Assaf (2010) explore how the 

moderating role of perceived product COO congruency on the relationship between 

consumers COO image and their product evaluations and intentions. The empirical results of 

the study illustrate that consumers place greater importance on COO image during the 

formation of evaluations and intentions regarding products for purchase and consumption 

when product-origin congruence is higher. They place less importance on COO image when 

product-origin congruence is lower. (Josiassen & Assaf (2010, p. 305). Furthermore, the 

empirical findings implicate that the less involved the consumer, the more will COO image 

be relied on and the perceived product-origin congruency because COO image acts as a 

singularly important factor on which consumers can base their product evaluations and 

intentions. The empirical results of Josiassen and Assaf’s (2010, p. 305) study, showcases 

how there is an interaction between COO image, product-origin congruency, and product 

involvement.  

Findings from Gürhan-Canli and Maheswaran (2000, p. 315) illustrates how the purchase 

evaluations and the cognitive responses converged to show that individualists evaluated the 

home country product more favourably only when it was superior to the competition. In 

contrast, collectivists evaluated the home country product more favourably regardless of the 

superiority. Numerous studies have found that consumers living in developed countries 

favour domestic over foreign products (Thøgersen et al., 2017, p. 545). At the same time, 

Pharr (2005, p. 41) concludes that COO evaluations only have a small or non-existent 

influence on purchase intentions. Rather, a more holistic brand evaluation, captured by 

constructs such as brand image mediates the COO effects on product evaluation and 

ultimately on purchasing intentions.  

Thøgersen et al. (2017, p. 545) explain that several studies investigated how consumers’ 

involvement moderate the effects of COO on product evaluation. Generally, the use of COO 

cues for product evaluation is expected to be more pronounced for high involvement products 

(Li & Wyer, 1994, p. 209).  

2.5 Country Brand Image, National Stereotypes and Consumer Ethnocentrism 

Rojas-Méndez (2013, p. 462) demonstrates examples that countries may be seen and handled 

like a product or a brand, which seems to show the importance of the COO and how countries 

may get a specific “brand images” based on the region and not what they produce. Rojas-

Méndez (2013, p. 463) also describes that “nation brand” was a term coined by Anholt in 

1996, which implies that nations can be brands just like companies and products. Paswan and 

Sharma (2004, p. 151) mean that the brand is as important abroad as it is internationally and 

should be focused. Herstein (2013) means that countries can build and maintain so-called 

nation brands, which is the norm for most countries today, as opposed to a few decades ago 

where it was mostly more developed countries. What is important to still have in mind is that 

a nation or country is not handled with such ease as it is with regular brands. It is a much 

more complex situation with many different factors, but when succeeding the results could be 

magnified. For example, it would be very hard to rebrand a whole country and to portray this 

new image globally, in opposition to a product brand where it is easier to launch a new 

rebranded product and market it. Therefore, the country and nation brand weighs heavily and 

affects the consumers' perceptions like the COO of a product.  

Bilkey and Nes (1982, p. 92) identifies different stereotypes associated with different 

countries and mean that the COO can influence the consumers' evaluation of the product. The 

study highlights France as an example which is often viewed as a good country for perfume 
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and fashion, but these stereotypes can be both positive and negative. Ahmed and d’Astous 

(2004, p. 189) summarize in a literature review on COO-effects that stereotyping is one 

common explanation for consumers reaction on COO information in products. These 

stereotypes can be both positive or negative, and therefore the nation image is of great 

importance in international firms (Ahmed & d’Astous, 2004, p. 189).  

Another term in this area is the “Country Image” (CI) which is brought up by Jung Jung, Lee, 

Kim, and Yang (2014), which examines the CI within the luxury brand market. The authors 

define the CI as the image which is derived from a geographical place and applied on brands 

or products. Each country has a different background and history which will affect the 

product or brand in some way, and the different luxury fashion brands with different COO 

(Jung Jung, Lee, Kim, & Yang, 2014, p. 188). The findings of the study support the 

relationships of CI, brand awareness, perceived quality, and brand loyalty.  

Similarly, other studies examine the “Consumer Ethnocentrism” (CE), which is a significant 

factor for consumer attitudes toward foreign products (Cilingir & Basfirinci, 2014, p. 285). 

Likewise, Altintas and Tokol (2007) summarize that CE tendencies in evaluation are one of 

the most important factors influencing the purchase decision. Cilingir and Basfirinci (2014, p. 

288) highlight that the CE is shown to have a negative and significant effect on purchase 

intentions, evaluation and attitude of foreign products. CE does not have a negative effect on 

product evaluation along, but it affects the relationship between COO and product evaluation 

negatively (Cilingir & Basfirinci, 2014, p. 301).  

An important aspect of the COO regarding products is the theory of how the product matches 

the region/country. Categorization and Cue Utilization theories mean that consumers will 

choose products with matching favourable COO (Reardon et al., 2017, p. 316). It is also 

showed that when a product’s origin is typical of a specific country, there is a strong match 

between product and country which strengthens the image of the product (Roth & 

Diamantopoulos, 2009). This is also supported by other researchers who means that the 

region must match the product to enhance the image and have a desirable, positive COO-

effect (van Ittersum, Candel, & Meulenberg, 2003, p.223). Reardon et al. (2017, p. 322) 

exemplify how a buyer may be affected by the COO - as suggested by the authors: when 

consumers buy wine, pasta or leather fashion the COO-effect from Italy may be very positive. 

Further country brand image research illustrates that there are countries that are in the 

unfortunate position to possess neither a particularly strong product image or strong brands 

(Diamantopoulos, Schlegelmilch, and Palihawadana, 2011, p. 521). Instead, they possess 

both weak product-image and weak brand-image. In terms of COO-research, this is arguably 

the biggest challenge marketers need to overcome, as the focus has to shift from 

strengthening existing product or brand images to creating a strong product and/or brand 

image. When the situation is ideal (strong product-image/strong brand-image), COO has a 

positive impact on both a focal country’s products and brand (Diamantopoulos, 

Schlegelmilch, & Palihawadana, 2011, p. 520). Model 2 below illustrates the different types 

of COO influences.  



 

17 

 

 
Model 2: Types of COO influences (Diamantopoulos, Schlegelmilch, & Palihawadana, 2011, p. 520) 

Magnusson, Westjohn and Zdravkovic (2011, p. 467) illustrate that respondents with a 

negative attitude toward a brand’s actual home country affected the brand attitude which 

became less favourable. However, when consumers had a more favourable attitude toward a 

brand’s home country, the attitude shifts in favour of the brand. According to the authors, this 

serves as evidence that brand country associations can be managed and that they may have 

significant positive effects on associated brand evaluations.  

 
Model 3: Brand image scores across countries (Koubaa, 2008, p. 146) 

Koubaa (2008, p. 146) illustrates how the country of products may influence the brand image 

score of Sony and Sanyo in Model 3. Kouba (2008) further explains that the COO did, in fact, 

influence the consumers' perceptions of brands, which is illustrated in Model 3, above. 

Furthermore, advice marketers to take different brand and countries into account when 

marketing. For example, customizing it for the specific brand and country since keeping the 

same brand but moving COO had a big effect on the brand image score (Koubaa, 2008, p. 

151).  

2.5.1 More Developed Countries and Less Developed Countries  

Research has illustrated how brand-centric and product-centric can either be strong or weak. 

This is crucial and is stressed by Bilkey and Nes (1982, p. 90-91) which present research 

considering the country-of-origin effect on product evaluation and compares more developed 

countries (MDC) and less developed countries (LDC). The study highlight research where the 
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MDC and LDC products are compared. For example, Gaedeke (1973) stated that U.S 

products were considered as “high quality” compared to products made in LDC. The research 

also shows that females rated foreign products higher than males and so did people with 

higher education compared. When researching culture - the preconceptions and values have 

to be taken into account since countries are valued and perceived differently. For example, 

Bilkey and Nes (1982, p. 90) showed a hierarchy of biases which for example include a 

positive correlation between the product evaluation and the country's economic development 

(Schooler 1971). 

Verlegh and Steenkamp (1999) show in their meta-analysis that the level of development of 

the country of origin is closely related to the evaluation of products. The authors found that 

the COO effects were higher with products from MDC than products from LDC. This is also 

supported by Cordell (1991) stating that consumers believe that products from LDC are 

generally inferior to products from MDC.  

Ahmed and d’Astous (2004, p. 192) made a model based on the results from their research on 

how consumers perceive different countries in terms of design and assembly. The authors 

divided 13 countries into highly industrialised countries (HIC) and newly industrialised 

countries (NIC). China was in the NIC category and scores best in the group, with a score 

higher than the mean of the NIC-group, but not as high score as in the HIC-group.  

2.6 COO as a Cue in Consumer Decision Making 

Most research has argued how consumers consider COO as an informative cue for inferring 

product quality. That is, the cognitive process through which consumers use the COO-cue to 

make inferences about other attributes (e.g. quality) of a product or brand (Thøgersen et al., 

2017, p. 544; Koschate-Fischer, Diamantopoulos, & Oldenkotte, 2012, p. 19; Godey et al, 

2012, p. 1462; Gürhan-Canli & Maheswaran, 2000, p. 310). Li and Wyer (1994, p. 200) 

explain that there are three possible ways in which a country’s origin reputation could be 

used as information about the product’s quality: as an independent product attribute, as a 

signal and as a heuristic. When consumers engage in product evaluation, they base their 

evaluations on various descriptive, inferential and information cues associated with a specific 

product. Such cues may be intrinsic (e.g. colour, design, and specifications of a product) or 

extrinsic, such as price (Zhang, 1997, p. 267).  

Verlegh and Steenkamp (1999, p. 523) also illustrates how COO research has mainly studied 

the use of country-of-origin as a cognitive cue, an informational stimulus about or relating to 

a product that is used by consumers to adjourn beliefs regarding product attributes such as 

quality. Since COO can be manipulated without changing the actual product, it is regarded as 

an extrinsic cue. This illustrates that COO is not different from other extrinsic cues such as 

price, brand and store reputation (Thøgersen et al., 2017, p. 544). Verlegh and Steenkamp 

(1999, p. 523) does however take up various studies who illustrates that COO is not merely 

another cognitive cue. In addition to its role as a quality cue, it also holds symbolic and 

emotional meaning. 

Verlegh and Steenkamp (1999, p. 524) illustrates examples of cognitive, affective, and 

normative mechanism for COO effects. The cognitive mechanism is described as: “Country 

of origin is a cue for product quality” and the major findings in this area prove that COO is 

used as a signal for overall product quality and quality attributes, such as reliability and 

durability.  



 

19 

 

The affective mechanism is described as: “Country of origin has symbolic and emotional 

value to consumers”, whereas the major findings illustrate that COO is an image attribute 

that links the product to symbolic and emotional benefits, including social status and national 

pride (Verlegh and Steenkamp, 1999, p. 524). 

The Normative mechanism is described as: “Consumers hold social and personal norms 

related to country of origin”, whereas the major finding discusses how purchasing domestic 

products may be regarded as “the right way of conduct”, because it supports the domestic 

economy. Furthermore, consumers may resist form purchasing goods from countries with 

objectionable activities or regimes. (Verlegh and Steenkamp, 1999, p. 524). 

When evaluating a product or brand the consumer can take a single-cue model or a multi-cue 

model. The single-cue model is based around only looking at the COO when evaluating and 

comparing, as opposed to the multi-cue model where the consumers look at more factors such 

as price, material and product category. Bluemelhuber, Carter and Lambe (2007, p. 430) 

suggest that the COO can act as an overall quality control which was strongly supported by 

research. This means that you can get an overview of the quality in different categories of 

COO such as; French wine, U.S movies and German cars. Chao et al., (2005, p. 174) argues 

that the multi-cue model is more realistic since it takes many other factors into account, 

which will affect the evaluation.  

Another study regarding COO as a cue is presented by Zhang (1997). Finding in that study, 

indicate that individual differences in need for cognition (NFC) influences the extent to 

which people utilize product cues in their reaction towards a product. Therefore, the effects of 

COO are not uniform across people with different cognitive predispositions (Zhang, 1997, p. 

279). Although the subjects generally evaluated a product from countries with positive 

images as better, COO effect was strong with subjects who were not cognitively predisposed 

to evaluate the attributes of the product. Zhang (1997, p. 279) discuss findings that reinforce 

the notion that COO is often used as a surrogate information cue, particularly by people who 

are not motivated to process product information and, consequently, are engaging in heuristic 

decision making and stereotyping. On the other hand, Liefeld (2004, p. 91) illustrates in a 

survey on the use of COO as an informational cue, how only a few meant that the COO had a 

role in the choice of product. The majority of the respondents answered that the COO is not a 

relevant attribute when choosing between alternatives. Zhang’s (1997, p. 280) study also find 

that people with higher level of NFC receive attribute information, they are likely to devote 

more cognitive resources to such information in addition to COO.  

The third finding from the study by Zhang’s (1997, p. 280), is the increased attention to 

consumers’ characteristics in COO research and the importance of the COO cues to 

consumers. Attention to consumer characteristics and the impact on seduction processes may 

also help analyse the relationships between such consumer characteristics and other variables 

of interest to marketers. As a motivational personality drive, consumer NFC may act as an 

antecedent variable which drives consumer product involvement.  

Comparing single-cue versus multi-cue evaluations illustrates how there are noticeable 

differences. The results of Ahmed and d’Astous (2004, p. 195) study can be used to illustrate 

this. The results indicated that multi-cue differences between countries of both perceived 

quality and purchase value measures are lower than single-cue differences. Furthermore, 

other factors such as store, price and product satisfaction assurance attenuate the impact of 

COD and COA. Because COD and COA evaluations are stereotypical, they are less firmly 
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held and are therefore more likely to undergo changes in the presence of new information 

(Ahmed and d’Astous, 2004, p. 195) 

The results from Ahmed and d’Astous (2004, p. 196) illustrates how consumer perceptions 

varies among countries. In this case, Chinese consumers’ perceptions of COD and COA 

where much more positive for products made in highly industrial countries and perceived 

newly emerged countries like their own and Russia different from other newly industrial 

countries.  

2.7 Product Involvement - High and Low 

In decision making and product evaluation - the involvement of the product is often is 

brought up for discussion. When talking about COO as a cue in decision making, the effects 

can differ depending on the level of involvement for the products.  

In order to examine this, we will state what we define as high and low involvement products. 

What we mean as high involvement products is when a product could have a high price, 

many or complex features, major differences in the alternatives or a product where the 

consumer evaluates all the risks and consequences. This often causes the consumer to take 

time in the decision to really evaluate what they are buying and what the alternatives could 

be. For example, an expensive car with many features. The consumer would in that case 

really review the market to find the most suiting product, and therefore it is a high 

involvement product. 

However, low involvement products can be defined as the opposite. These are products 

where the consumer value the alternatives as comparable and it does not affect as hard to 

switch between brands and different options. The products could be simple in terms of price 

and features which makes the consumer indifferent when deciding between alternatives.  

High involvement products are affected harder by the COO cues in decision making. Studies 

have shown that consumers are more risk averse when evaluating high involvement products 

since the COO could be a negative aspect (Reardon et al., 2017, p. 317). In addition, Li and 

Wyer (1994, p. 209) has drawn similar conclusions that the use of COO cues for product 

evaluation are generally more pronounced for high involvement products as opposed to low 

involvement products.  

Similarly, it is shown in other studies that consumers that are not involved in product 

categories, are more affected by COO cues than those with high involvement (Cilingir & 

Basfirinci, 2014, p. 298). Those with high involvement in a product category often look at 

other cues and aspects to evaluate the product rather than just the COO. 
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Model 4: Product involvement COO (Cilingir & Basfirinci, 2014, p. 298) 

As seen in Model 4, above; the consumers with high involvement are less affected by the 

COO cues as compared to those with low involvement. This can be explained as those with 

high involvement look at all factors surrounding the product and not just single cues. It can 

be understood from the model that consumers with low involvement are easier to be 

influenced by a single factor such as the COO.  

2.8 Trust - Trusting Beliefs and Trusting Behaviour for Different COO 

Trust and trusting beliefs can be defined in different ways in both previous and current 

research, making it exceptionally important to not mix these two together. For example, trust 

can be defined as willingness to rely confidently on a partner (Moorman, Zaltman, & 

Deshpande, 1992). Trust is a broad subject and can be applied in many fields, but the focus 

lies on trusting beliefs considering COO of products and how consumers trust changes for 

different COO. Gupta and Kabadayi (2010, p. 169) mean that most researchers on the subject 

now agree that trust is a multidimensional construct with two interrelated components; 

trusting beliefs and trusting behaviour. Jiménez and San Martín (2014, p. 160) means that 

trust can be a determinant of purchase intention and as a mediator between COO-factors and 

purchase intention across nations. The authors also found that the COO’s brand reputation 

has a larger influence on trust and purchase intentions in emerging markets as opposed to 

mature markets (Jiménez & San Martín, 2014, p. 162). Furthermore, Wang and Gao’s (2010, 

p. 21) results demonstrate that trust is the most important factor for consumers when 

choosing a new brand. Even though Irish consumers associated China with the “Made in 

China” label, there is evidence that the trusted brand phenomenon has a major role in 

decision-making. This suggests that companies who want to target Irish consumers need to 

put greater attention on the trust factor.  

Research have shown that trust is a key component in a stable business relationship and 

should be taken into consideration. It is also shown that the trust in employees is determinant 

for the overall trust of the agency (Casielles, Álvarez, & Martín, 2005, p. 97). According to 

Casielles et al. (2005, p. 95), trust can be gained from reputation, communication and trust in 

employees.  
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In the global marketplace the competitive position of countries is determined by many 

factors. One increasing factor seems to be the level of trust the consumer has to the country in 

question. In some situations, consumers reject a product outright solely based on the country-

of-origin (Davis, Lee, & Ruhe, 2008, p. 151). Davis et al. (2008, p. 152) illustrates how 

previous research have claimed that consumers preferences will change if they get knowledge 

about the product origin. This occurred for both branded and unbranded products.  

Kabadayi and Lerman (2011, p. 117) illustrates how their findings prove that trusting beliefs 

weaken the negative effects of COO on product evaluations and purchases intentions. More 

specifically, when consumers’ compassion and integrity, but not ability beliefs about a store 

increase, the negative impact of COO on their product evaluations weakens. These finding 

also support earlier research, suggesting that retailer risk perception can influence the degree 

to which COO affects product evaluations and purchase intentions. 

On the other hand, the results of a study made by Michaelis, Woisetschläger, Backhaus and 

Ahlert (2008, p. 415) reveal a direct effect of COO on initial trust. The COO was found to 

have an influence on trust only in case of risky service. This is very interesting indeed, 

however, the authors do not elaborate the definition a “risky service”. The results of this 

study provide insight on how companies can gain trust when entering a new market. To start 

off with, managers should not only evaluate COO image in the foreign market but should also 

evaluate the company’s current corporate reputation and the risk perceived by potential 

consumers. The study also indicates that cues of a company’s reputation affect initial trust 

positively in all examined cases, a positive COO only increases initial trust when perceived 

trust is high.  

It appears that the corporate (brand) reputation influences trust in relation to COO in certain 

situations. The previous subsection strengthens this (risky service), and this assertion is 

further proven by Jiménez & San Martín (2014, p. 160). The results from the study illustrates 

that when consumers from an emerging and developed market evaluate a foreign product, the 

building of good brand reputation is vital for international marketing success since a positive 

reputation of brands from a COO contributes to increasing trust in both countries (buyer and 

seller). However, the reputation of the COO has a greater effect in causing trust in emerging 

market than in developed market (Jiménez & San Martín, 2014) and overall positive COO 

leads to higher trust (Michaelis, Woisetschläger, Backhaus, & Ahlert, 2008). The study also 

provides evidence about how trust in a COO’s brand is an encouraging factor in consumers’ 

intention to purchase that COO’s brand. Trust mediates the influence of reputation of brands 

from the COO and acrimony on purchase intention.   
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2.9 Summarized Model of the Theories  

 
Model 5: Summarized model of the theories of our study (Self-made) 

In Model 5 the theories used are summarized and laid out in a logical way to further explain 

the connections. Country-of-Origin is the base for the entire study which the rest is based on. 

The model is illustrating that the investigated country is Sweden and that we are investigating 

the COO effects for personal care products. Most of the theory around COO investigates 

China, hence the “Made in China” effect is often brought up throughout the theory chapter. 

This will be further investigated and analysed in our results. 

The COO-effects can be defined as how the origin of the product impact the consumers 

perceptions and decision making, as portrayed in Model 5. This study will examine 

consumers and their buying intentions and how it changes with a specific origin of a country. 

As our study went deeper and after reviewing many academic articles and theories on the 

subject - a conclusion was drawn for which factors to study. The main subjects and factors 

which are examined are Country Image, Involvement, COO as a Cue and Trust. These factors 

are examined thoroughly, compared with different references and concluded to some extent. 

These four factors are all part of the consumers’ product evaluation and the consumers 

decision making. 

Whilst these subjects and concepts can be applied throughout the field of COO studies - this 

study will, however, focus on personal care products from China on Swedish consumers. 

Therefore, all of our theories and concepts will be applied on our specific purpose and 

analysed in conjunction with our empirical studies. The theory will be used to compare to the 

results the survey suggests. This will give us insight if the theories regarding COO-effect can 

be applied on Swedish consumers as well, and if not, what does derive from previous 

research? This will give knowledge about where further research may be needed.  
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3. Methodology 

3.1 Literature Gathering and Search 

A great part of this study is based on previous research and data on the subject. This is mainly 

seen in our theoretical reference chapter where relevant theories and data is presented. 

Bryman and Bell (2013, p. 111) claim the relevance of establishing the previous research to 

get a glimpse of what has been done and to clearly know where to go further. It is also 

important to have a critical mindset whilst searching and comparing different studies and 

incorporating your own thoughts, this will also improve the trustworthiness of the study 

(Bryman & Bell 2013).  

With the help from different databases, we have gathered articles from academic journals and 

also searched from the reference list in relevant studies. The databases which were used most 

are: “Emerald Insight”, “Google Scholar”, and “Academic Search Elite”. When searching 

through these databases keywords were used such as “COO”, “Culture 

differences/dimensions”, “Brand image”, “Product evaluation”, “Consumer behaviour”, 

“Buying decision” to find relevant articles.  

When finding a relevant article, we also analysed their references to find further articles 

connected to the specific article to then extend our article base.  

3.2 Research Approach  

A quantitative research methodology is chosen for this study to answer our purpose and aim.  

Since our purpose is “The study aims to analyse Swedish consumers perceptions on the 

Country-of-Origin effects from Chinese products” it is understandable that our reasoning and 

methodology lies in the quantitative part of research methods - especially when looking 

deeper into our study. Eliasson (2013) explains that quantitative research focuses on logic 

based on numbers and statistics whilst the qualitative approach is more for words and 

understandings.  

The choice to have a quantitative approach is most appropriate for our study. We mean that 

this type of research needs a logical and tangible base to reach higher reliability and validity. 

Bryman and Bell (2013, p. 162) mention that quantitative research is based around the 

gathering of numerical data. The theory plays a big part in this type of research and the 

relation between theory and research is deductive (Bryman & Bell 2013, p. 162). For 

example, this study would be hard to base on qualitative interviews to get validity and 

reliability since it would be too time-consuming to interview a decent sample size. Hence, an 

online survey is used to reach out to a bigger part of the population, thus gaining trust for our 

results.  

The study is based on deductive reasoning, which synergizes with the systematic and logical 

approach (Sohlberg & Sohlberg, 2013). Deductive research is explained as hypotheses 

deriving from theory and then examined empirically (Sohlberg & Sohlberg, 2013). We chose 

not to utilize hypotheses or research questions but rather chose to point out the major 

theoretical standpoint and discuss them freely.  

Our approach to the survey is partly based on a convenience sample since it was mainly 

distributed and published through our own network. Holme and Solvang (1997) mean that 

when you use a convenience sample, you utilize the platforms which are easiest to reach out 

to. Bryman and Bell (2013, p. 204) continues to explain that the convenience sample is 

people who currently happens to be available to the researcher. The convenience sample is 
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most apparent in our pilot study before sending out the survey, where we chose available 

people in our close network and not basing it on a random selection. We understand that the 

convenience sample is not the most scientific sample like Bryman and Bell (2013, p.205) for 

example have mentioned, but it still helps us to ensure our quality before sending out the 

survey.  

3.3 Research Design  

The main part of our research design is based on a cross-sectional design in form of a survey. 

Bryman and Bell (2013, p. 78) mention that these types of studies should contain quantitative 

data which then will be analysed.  

The research design for this study was divided into two stages. A pilot study was first 

conducted with an open survey and small interviews to get a deeper understanding of our 

respondents’ answers and test our preliminary questions that will later be in our survey. The 

pilot study helped us construct our survey to optimize our message and to make sure that the 

respondents understood our questions. After the pilot study, our quantitative survey was 

published and spread in Sweden. 

The primary pilot study helped us to increase our reliability, trustworthiness and ensured that 

our survey is perceived as we intended. This is a quick measure to test the survey before it is 

sent out to thousands of possible respondents (Kumar, 2011; Ejlertsson, 2005). Bryman and 

Bell (2013, p. 106) mention that before starting the actual study, conducting a pilot study is 

an easy and effective measure to test out the survey. It can ensure the quality and find small 

mistakes which are easily adjusted before publishing the survey.  

The main research design for this study is based on a quantitative survey to gather our 

empirical evidence of the field and subject. By using the survey as a method, we were able to 

gather as much data as possible in a relatively short amount of time since we can share it on 

social media. With the survey, we were able to get a broad spread of various individuals with 

different reasoning and values.  

The survey is confidential and not anonymous since it is shown to be difficult to keep it 

anonymous by its definitions. Since we will be able to read the answers the survey is not 

completely anonymous. It is shown that keeping it confidential instead of public can increase 

trustworthiness in the answers and make the respondents feel more open and honest (Bryman 

& Bell 2013). Furthermore, it is also of great importance for the survey questions to be 

relevant to and linked with the theories in order to increase the reliability (Trosts, 2012), 

which we had in mind when formulating the questions.  

The decision to make a web-based survey was mainly because it is the most time effective 

method to gather a big sample size (Eliasson 2013). Spreading it on social media and such 

will create a snowball effect where people can share and comment on the post, so it gets 

attention and spreads even further. We wanted to reach out to as many as possible to increase 

reliability, and we found this method to be most effective in terms of many factors (e.g. time 

and money).  

A problem with the survey as a gathering method is the low response rate, and this is 

especially an issue with online and e-mail surveys (Eriksson 2018). We tried to avoid this 

problem with different approaches and methods. First of all, we announced when posting the 

survey that there will be an incentive to participate (being able to win two movie tickets) in 

our survey. Secondly, we will try to remind people to participate and help us with our study, 
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for example, to post it on social media and remind friends. Apart from the initial post of the 

survey, we shared it again after a few days to remind our network which involved more 

respondents.  

Bryman and Bell (2013) point out specific actions to prevent the low response rate. For 

example, to form an introduction letter, keep the surveys brief, send reminders, have open 

questions and offer compensation for participation. We took this into account; when posting 

the survey online we wrote a short text on what it was and how it will help us. We also 

mentioned that there was a prize for a randomly selected respondent (who chose to write their 

email).  

3.4 Data Collection  

This section will show how the data was collected. It was collected in two separate ways, 

primary and secondary data collection. Primary data from our survey and secondary data 

from previous research and theories.  

3.4.1 Secondary data collection 

The secondary data collection was first conducted in order to build a base for our study. In 

order to find the most appropriate theories we searched databases such as “Emerald Insight”, 

“Google Scholar” and “Academic Search Elite”. We searched the databases with keywords 

and terms such as Country-of-origin, Country-of-origin effects, Product evaluation, Cultural 

differences, Made in China, Consumer behaviour, Purchase decision and Trust. We also 

checked the references and citations from articles which we found interesting and relevant to 

find even more articles.  

The secondary data is mainly based on peer-reviewed academic articles from well-known 

journals but also from other sources such as literature and publications.  

3.4.2 Primary data collection  

Further on, as mentioned, we conducted our collection for primary data, which was based on 

our web survey. The data from this collection is thus the answers from the respondents on the 

web survey. The data consisted of 159 respondents participating in our survey, of which 146 

answers were viable after removing “missing data”.  

3.4.3 Population 

Bryman and Bell (2013, p. 190) describes the population as all the units of which the sample 

is based from. In this case, our sample is made out of the Swedish population. We are 

studying Swedish consumers and since we are Swedish, we spread our survey through our 

networks, which are based on a Swedish majority. The respondents are then chosen out of a 

comfort selection since we published the survey on our social media and other close 

networks. Participation was voluntarily, and the survey probably reached out to a large size of 

respondents, and therefore the sample more or less a random selection.  

We probably did not reach out and gave the entire population a chance to be a part of our 

study but at the same time, we do not know how many saw our survey on social media. Since 

it was posted from our own personal social media profiles there is a high probability that our 

close contacts are the ones that wanted to participate.  
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Our population was then delimited to consumers over 18, mainly because there needed to be 

some sort of minimum age since children cannot order typically from China. Since those who 

are under 18 are not authoritative in Sweden - It was easier to leave them out. We then made 

the decision to study those who are older than 18.  

Kumar (2011) mean that in quantitative studies the population should be as narrow as 

possible. We mean that our population is quite large, but it is still necessary since we wanted 

to research the nation and compare with previous theories in other nations.  

It is also important to have in mind that an online survey often cannot represent an entire 

population (Grewenig, Lergetporer, Simon, Werner, & Woessmann, 2018). When doing an 

online survey there are many aspects that are lost, for example the entire sample that does not 

use the internet on a regular basis. Grewenig et al (2018, p. 15) conclude that the offline and 

online population differ in their response.  

3.5 Survey  

3.5.1 Construction of the Survey 

The survey was formed in Google Forms, which is an internet-based survey administration 

application. The survey is constructed with statements and a scale to input with how much 

you agree or disagree. Model 6, below, illustrates the Likert scale which we utilized. The 

survey was constructed on Swedish since our respondents were Swedish. 

 

Model 6: Google Forms Likert scale from one to seven (Made in Google Forms).  

In the survey, we utilized a Likert scale ranging from one to seven (see Model 6). Where the 

1 is “I do not agree” and the 7 is “I agree completely” and the midpoint 4 is 

“Neither/Indifferent”. We chose the scale of seven because we wanted the respondents to be 

able to take sides or stay in the middle. We strongly believe that in some statements people 

may be indifferent or cannot take sides on the matter. But there is some critique to this 

method as well. Garland (1991) mean that by removing the midpoint the result can be more 

positive when the respondents are forced to take sides. Matelchoosesl and Jacoby (1972) 

show that there is a tendency that respondents chooses the midpoint when the number of 

answered questions increase.  

This critique is relevant, and we have taken it into account when constructing the survey. But 

we also mean that not having a centre point has as many or more disadvantages. We do not 

want to “push” the respondents into categories by making them pick sides, we want them to 

be able to be indifferent in some cases. Therefore, an odd scale of seven was selected. 

We also have a strong focus on the demographic part of the survey. This is done because we 

want to be able to link certain thoughts and answers with specific types of consumers. This 

will also create more clear clusters of consumers in our analysis.  
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As mentioned, our survey was created in the form of a questionnaire via Google Forms. The 

link was sent to a random selection on our social media platforms. It was published on our 

profiles at Facebook and LinkedIn as well as reminding friends on other social media such as 

Instagram, Twitter and Snapchat. Our selected focus area is the personal care market which 

could involve any Swedish consumer, thus there are no special criteria to participate - except 

for being Swedish. Since our survey is in Swedish, we thus made the conclusion that if the 

participant can fill out and understand the survey – they are considered being Swedish.  

We believe that the web survey has many advantages and is especially useful in our specific 

case. For example, it is easy to split up the survey in different parts with different themes so 

that the respondent does not quit the survey, due to seeing too many questions at once. 

Bryman and Bell (2013) supports this and means that it should be split up in different pages 

with different categories.  

By using a web survey, we also get the data structured by the application, instead of 

summarizing it by ourselves. We also believe that the web survey helped us reach out to 

many potential respondents at once, with less effort than other types of surveys.  

3.5.2 Formulating the survey questions  

The questions in our survey were based on the theories which we have presented in our study. 

We chose to divide our survey into small parts of different themes. These themes are derived 

from our theoretical reference. Thus, the survey is based on the most prominent themes in our 

study and the theories/hypotheses that come from the existing research.  

Formulating the questions for the survey is an important step in the survey. Krosnick and 

Alwin (1987) explains that even a small change in the question can change the entire 

meaning. Since our study and the most part of the articles are written in English, it would be 

natural to keep the survey in English in order to preserve the meaning of expressions. But 

since we are researching Swedish consumers, we chose to translate the survey to Swedish in 

order to not risk losing participants due to the language.  

The survey is in total 44 questions including everything from demographic questions to a 

question to optionally fill out your email. The demographic part consists of 7 questions to get 

an understanding of the consumer.  

Apart from the demographic questions, we had a small chapter with 3 general statements 

surrounding our research, a test was also included here that reappeared later in the end of the 

survey. We had five main chapters in our survey which were; Buying decision and product 

evaluation, Country image, Decision-making cues, Involvement and Trust, respectively. The 

last question was the same test as we had in the beginning, a question where the consumer 

had to choose between two similar products. The reason we had the same test in the 

beginning and in the end was to see how the consumers' thoughts had changed throughout the 

survey. This experiment is further discussed in our final chapter. 

3.5.3 Pilot study 

Before conducting the pilot study with our selected respondents, we tried to objectively 

answer our own survey to find major flaws and to see if the time is reasonable. This was also 

done to be able to tell our respondents approximately how long time it takes to do the survey. 

The survey took approximately 6 minutes for us to complete. But of course, we were biased 

since we formed the questions ourselves and did not have to read the questions and 

information as thoroughly.  
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To maximize the quality and perception of our survey we executed a pilot study where we 

analysed how participants perceive our study and survey. This was done with four selected 

participants which we let do our survey to understand how long it takes to complete and if 

problems or questions arise from it. After the participant has completed the study, we 

discussed the questions in order to understand how the respondents perceive our questions. 

This helped us to correct our survey and mould it to the right fit so that it is perceived as we 

desire. Eliasson (2013) explains that with a pilot study the researchers can ensure that the 

questions are formulated as desired. If questions are formulated wrong or other problems 

appear in the study it can affect the outcome and results (Eliasson, 2013).  

After our own analysis on the survey and modifying it we sent it to our supervisor to get 

feedback and discuss the survey together. Our supervisor approved our survey. We then 

chose four participants for our pilot survey and sat down with them one at a time. After every 

pilot study, we took notes and modified the questions to increase the quality and make sure 

that the survey is perceived as intended. We also believe it is important the respondents fully 

understand each question and therefore we always had a small discussion with the pilot study 

participants to make sure that they understand everything. The participants for the pilot study 

gave us feedback and pointed out some questions which were hard to understand or 

unnecessary.  

We have also promised confidentiality with the pilot studies as well as the survey. After 

every pilot study, we adjusted and optimized the questions to reach high quality. The four 

respondents completed the survey alone and we took time. When the respondent was done, 

we asked a few questions to see how the participant perceived it. The participants gave some 

feedback and input which helped us form a more structured and clear survey. The four 

participants completed the survey on a time ranging from approximately 6:30 to 7:30 

minutes. When we spread the survey online, we wrote that it took approximately seven 

minutes.  

3.5.4 Posting the survey  

In order to get a high response rate and many participants, we chose to mainly post it on 

social media to spread it. Our thought process is that spread it to friends, family, colleagues 

and students on Facebook and LinkedIn so that it can be spread further from there. 

Information about our survey was also posted on many other forums and platforms where we 

have contacts and connections, for example Snapchat and Instagram.  

The survey was initially posted 2018-11-24 and then posted again as a reminder 2018-11-26 

from both of our personal social media accounts. After that we chose not to publish it 

anymore, we only reached out to some friends to remind them to answer. This was done 

because we did not want to be too intrusive. We let the survey be online and open for a total 

of seven days and then closed it 2018-11-30.  

We initially posted the survey on Facebook and LinkedIn where we both have a relatively 

normal-sized network. The survey spread from there with the help of the platform. Friends 

“liked” the post and “shared” it which resulted in an even bigger network and sample size. 

We also posted on social media such as Instagram, Twitter and Snapchat to tell our network 

to answer or survey. After a few days we “shared” our own status to post a reminder to the 

network.  
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Since we posted the survey on our own social media platforms it is a sort of comfort 

selection. But it also turned into a snowball selection since it spread with our contacts on the 

platforms.  

3.5.5 Survey reminder 

After two days we posted a reminder on our social media. We did this because we noticed 

that the answer rate was slowing down. When posting the reminder, we saw a small burst of 

answers again, but it slowed down again after a day.  

Reminders are something that Ejlertsson (2005, p. 27) recommends for increasing the 

frequency of the answers. We chose not to be as formal in the reminder as in the initial 

publication. This was to make sure people were comfortable with answering our survey. We 

selected a very “ordinary” language in our reminders to create a sense of simplicity and make 

sure people did not see us as “rigid”. The reminder was shorter than previously, containing 

only the most important information about the survey (Ejlertsson, 2005, p. 119). Furthermore, 

the reminders were shared in Swedish just like the survey. 

Even though Ejlertsson (2005, p. 27) suggest a second reminder. We believe that a second 

reminder would not provide any significant result, since people who have likely seen the 

survey twice already, probably does not answer it when they see it a third time. Thus, a 

second reminder can be questioned from an ethics point of view and we do not want to stand 

out as repetitive. 

3.6 Data Loss 

No matter the quality or the number of respondents of the survey - there will most likely be 

some sort of missing data (Bryman & Bell, p. 202). This could mean that the response rate is 

lowered by a percentage just because some respondents chose to skip questions or does not 

understand how to fill out the survey, and many more reasons.  

Bryman and Bell (2013, p. 202-203) explains that researchers need to take this into account; 

in most cases, there are some respondents that do not want to participate, some does not want 

to answer all questions, and some may give unreliable answers. We stated that one of the 

respondents would win two movie tickets in order to try to increase the response rate and 

motivation.  

We took some measures to ensure that our results will be qualitative. For example, we have 

three choices for gender; “Male”, “Female” and “Other”. We realised that the “Other” 

category will only be a few and not enough to analyse. Therefore, we understood early that 

this option will be coded as “missing data”. This is done because we wanted to have a third 

option for those who do not want to mention their gender or those who do not identify as 

male or female. Therefore, there are too many factors and variables that could fit in the third 

option and would be difficult to analyse and apply to consumers.  

We also chose to include a control question in the survey. This choice was made because we 

wanted to make sure that no one is filling out the survey randomly or do not understand the 

questions. Therefore, removed the respondents which did not complete the control question.  
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Model 7: Missing data from SPSS 

As we can see in Model 7, we had 13 missing cases out of 159 respondents, thus we have 146 

valid cases to analyse. 8.2% of the answers are not valid and will not be included in our 

analyses. It can be argued that 8.2% is relatively low and mean that 146 valid answers are 

enough. 8 out of these 13 cases were from the test question. We believe that this was a good 

choice in order to remove those who do not understand the survey or fill it out in an unserious 

manner. The test question clearly asked the respondent to fill out a specific answer, thus the 

missing cases on this question could be respondents who do not understand Swedish or just 

fill it out on random.  

The data loss can be divided into two categories; internal and external data loss. Internal data 

loss is where respondents skip questions or fill it out “wrong”. We chose to have mandatory 

questions to avoid this data loss, but we still had internal data loss due to the third gender and 

one respondent filling out the age question wrong. The external data loss is all the possible 

respondents who chose not to participate in the study, this is basically Swedish consumers 

over the age of 18.  

3.7 Recode 

When filling in the data in IBM SPSS Statistics (SPSS) from our survey we first downloaded 

the Google Forms answers into a Google Spreadsheet to be able to have it as a backup and 

see the answers more clearly. When entering the data in SPSS we needed to recode many 

variables since we cannot analyse text as good as numbers.  

We chose to recode the genders as 1, 2 and 3.  

Male: 1 

Female: 2 

Other: 3 

Later, we made sure that the number 3 is “missing data” since we do not want to include it in 

our analysis, for reasons already mentioned.  

Our other demographic answers were structured as a scale, which was easier to recode. For 

example, the education was coded to 1-5, with the lowest education as 1 and the highest as a 

5. Our main questions were built around a Likert scale from 1 to 7, which was easy to keep as 

a code. The control question which only one “correct” answer was also re-coded. The 

question clearly stated to choose the number 2, so the 2 was coded as a 0 and the other 

numbers (1, 3, 4, 5, 6, 7) was coded as “missing data”.  

3.8 Analysis Method 

As mentioned, our study is based on previous research as well as our survey research. The 

results from our survey are analysed with the program IBM SPSS Statistics (originally titled; 
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Statistical Package for the Social Sciences). SPSS is a statistical and analytical program used 

to determine and show the relationship between our variables and questions.  

Bryman and Bell (2013, p. 365) continues to explain that SPSS is one of the most common 

and used software for quantitative analysis in social science. In SPSS we formed basic 

descriptive analyses, correlation analysis, factor analysis and cluster analysis which will be 

presented later.  

3.8.1 Descriptive analysis 

Pallant (2013, p. 55) means that the descriptive analysis treats the more demographical part of 

the results. The descriptive analysis could highlight the mean, standard deviation and 

response rate (Pallant, 2013, p. 53). For example, we show case average age and the gender-

ratio in this part, which is important for the discussion and analysis. We also show how many 

of the cases were viable to use and the missing data. In this part, we also conclude exactly 

how long the survey was open, for which days and when we posted reminders.  

The descriptive analysis helped us to analyse our demographic and clearly show what the 

respondents had answered where the data was missing. We could find how many respondents 

had answered “other” on gender and we also saw how many of the respondents which were 

underage. One of the respondents' ages was reported as missing, which we also could see in 

the descriptive analysis.  

3.8.2 Correlation analysis 

Pallant (2013, p. 132) explains that correlation analysis is used to measure the strength and 

direction of the relationship between two variables. Pearson r is used for this analysis since it 

is continuous data. The correlation shows a value between -1 and +1, the minimum and 

maximum value indicates a perfect strong relationship whereas a value of 0 would indicate no 

specific correlation at all. The correlation can thus be strong or weak and negative or positive. 

Bryman and Bell (2013, p. 355) show that the Pearson r is a method for the relationship of 

variables. The coefficient will be ranging from 0 to either +1 or -1, which shows the direction 

and strength of the relationship.  

An important aspect of the correlation analysis is the statistical significance. The significance 

level is defined by “p<0.05” or “p<0.01” for different levels, which tells us that it is a 5% or 

1% chance that it is just a random coincidence. The 5% level is marked with “*” and the 1% 

level is marked with “**”. We will mainly focus on the correlations which are statistically 

significant, and foremost those with “p<0.01”.  

3.8.3 Factor analysis 

Pallant (2013, p. 188) explains that the factor analysis shows how different variables fit 

together in different factors. This is done to group the variables into smaller factors to reduce 

the number of variables to analyse. Thus, the factor analysis measures if there is any 

relationship between different variables and group them together in factors (Trost, 2012, p. 

169). Bryman and Bell (2013, p. 184) further explains that the factor analysis aids the 

researchers in the study since it reduces the size and quantity of the data to analyse.  
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3.8.4 Cluster analysis 

The cluster analysis helps the researchers to find and create groups from the data. Our 

clusters were defined and created with the help from the statistical program IBM SPSS. 

Ketchen and Shook (1996, p. 441-442) highlights that the cluster analysis could help 

companies to group their employees with similar behaviour and interests, this helped the 

company to evolve the employees and better their performance. The cluster analysis is a 

quick measure to group variables that can be treated and viewed in a similar way.  

In our case, we will group our respondents in clusters which are similar, both 

demographically and how they respond to the survey. This helps us to group the consumers in 

different clusters to see how they typically perceive our statements. When doing a large 

study, it can become difficult to single out respondents and view review their answers, 

therefore the clusters will help to analyse the entire sample and apply it to the population.  

3.9 Quality Standards 

3.9.1 Validity 

Sohlberg and Sohlberg (2014, p. 133) means that validity is an important aspect that the 

research measures and shows results on what the researcher intended to study. Furthermore, 

Bryman and Bell (2013, p. 67) strengthens this statement.  

An example of this is if the answers and results brought up are strong and show similar 

statistics but answers the wrong type of questions or does not answer the aim or purpose of 

the study. So, it is important the empirical part really treats the subject and does not drift 

away from the purpose/aim of the study.  

3.9.2 Reliability 

Reliability is, as the name suggests, how reliable the results are. Bryman and Bell (2013, p. 

174) explains that reliability is how reliable the measures are and that the results are stable.  

An example of this is that all of the answers from different respondents and conditions show 

basically the same results. There is a strong correlation between all answers instead of being 

spread out and varying answers. If the results have strong reliability, we can understand that 

if we gathered more respondents, they would probably show similar results. This brings us to 

the next chapter, generalization.  

3.9.3 Generalization 

The generalization aspect is to which extent the results can be applied to a broader area, in 

other words; the external validity (Bryman & Bell 2013, p. 87). It is important to note that no 

matter how the quality is of the study, it will always be hard to generalize it to the whole 

population. But on the other hand, it can be very useful and interesting, but it does not have to 

be completely true and applicable to the entire population.  

3.10 Source Criticism 

When collecting data in our theoretical reference we have tried to only analyse peer-reviewed 

academic articles from well-known academic journals. We have also had in mind to focus on 

newly published articles, but we realised early that the field of research is based on research 

from the 60s. Thus, we have articles spanning from the 60s to the present, which could be 
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argued as negative. However, most of the older articles are pillars in previous research. 

Hence, we base our study in the roots of research field.  

Apart from our secondary data, which derived from literature and articles, we have conducted 

a survey which is our primary data. We mean that our survey is conducted in such a manner 

that is useful for our analysis.  

Our theoretical reference is based on 59 academic articles deriving from many different 

journals. We also utilized 24 different books in our study. 14 references were used from 

online sources such as publications and online news articles. Most of our references were 

used to build our theoretical chapter, but some of them were used for our methodological 

segment for increased quality and validation to our method. 

3.11 Method Criticism  

Bryman and Bell (2013, p. 247) mentions some disadvantages with the survey as a method. A 

major issue is that the survey is self-administered, which means that the respondent can 

misinterpret or not understand the questions. Another problem is the lack of supplementary 

questions.  

Surveys are also easy to skip or just ignore, which is supported by Bryman and Bell (2013, p. 

202) who means that people often chose to not participate in surveys and that the non-

response is growing in studies. To counter this we have tried to form a relatively easy survey 

which can be completed in a few minutes.  

The study did initially aim to compare the Swedish consumer market with another country’s 

consumer market. We selected Germany, primarily for providing COO research for a country 

that does not have any (like Sweden), and secondarily because of its cultural differences with 

Sweden. Unfortunately, this was not possible due to various reasons. Primarily because of the 

lack of time with a comparison with such complex data. Since we aimed to provide high-

quality research: analysing only the Swedish consumer market became the most relevant 

since we do not want to risk being unsuccessful in providing reliable and high-quality 

research. A comparison between two countries could eventually lead us to lose quality by 

researching such complex data. We draw the conclusion that we did not have the time to 

conclude such complex analysis. It is also important to note that we got 146 viable answers in 

our survey for the Swedish consumers and by doing the same for German consumers the 

response rate would most likely be lower. Therefore, the decision to only focus on Sweden 

felt more secure. In other words, we value strong results and data from one country rather 

than a comparison with fewer respondents.  

In hindsight, we are satisfied with the outcome, but a comparison between different countries 

would provide great further research. The previous research about COO lacks comparison 

between countries. A comparison between the Swedish and German (or any other two 

countries) consumer would have given even more substantial data and would provide great 

insight both for researchers and companies uncertain which of the markets to entry.  

Something else to criticize is our number of respondents and the age and gender span. Our 

survey would be more reliable if the response rate was higher. We would also like to have a 

broader age span and a more even distribution of the genders (even though it was close). To 

be able to generalize our results on a larger population we would need more people over the 

age of 30 since our main cluster is around 23 years old and we have a very few over 40+ for 

example. This can also be related to our choice only to study one country. If we would have 
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chosen two countries it would be hard to keep the number of respondents similar in the two 

countries.  

A limitation of this study is the fact that we utilized a web survey which was spread through 

private social media networks, this means that the sample can be focused around a specific 

type of consumer. A big part of our network is similar to ourselves, for example the age of 

the respondents will most likely be dominated by younger consumers from 18-25. To be 

representative of the population we would have wanted a more even age span.  

Another variable that also affected our results and reliability is the “missing data”. We had to 

disregard 13 respondents’ answers since they did not qualify for our requirements. For 

example, answering wrong on our test question or being under 18. This lowered our viable 

answers, but it was not a large amount and at least under 10%.  

It may appear clutter for some that the survey was conducted in Swedish but is still provided 

in English in our appendix. We selected to have the survey in Swedish to secure the highest 

quality possible, with minimum misconceptions from a language perspective. The critique 

that should be considered is that there may be translation errors. However, we would rather 

risk having small translation errors after the questionnaire was finalized than conducting the 

survey on English in the first place (to Swedish respondents) and risk misconceptions from 

the Swedish consumers. That would provide lower quality in the answers and our analysis 

would not be as viable.   

Furthermore, we would like to argue that the order of the question in the survey could affect 

the outcome. By having the questions in a fixed order could affect the respondent in some 

way. To criticize our survey, we could have used some sort of randomized order of questions 

to see if the outcome would be the same. Krosnick and Alwin (1987, p. 215-216) means that 

the order of questions affects the results of a survey. One measure to prevent this is to 

randomize every survey for every respondent but this has its downsides as well and we could 

not find a web-based survey program with this feature for free.  

3.12 Ethics 

Ethics is something that we have had in mind throughout our empirical data collection since 

it involves respondents. Both our survey and our pilot studies were voluntary and 

confidential, we emphasised this when sending out and talking to respondents. Eliasson 

(2013) supports this and means that it is important to take the respondents integrity into 

account and make the answers confidential, this is especially important for web-based 

surveys. We have had this in mind when creating the survey and collecting the data. We have 

been clear to our respondents what the data is used for and who will be able to have access to 

it.  

Another aspect to emphasize is the gender aspect. We chose to have three option for the 

gender; male, female and other. We could have just had two genders or even a longer list. We 

do not want to interfere in the gender-discussion or offend any respondent that is why we 

chose to have a third option. This option could be if you do not believe yourself to be either 

male or female or if you just do not want to answer. We put no value in which gender you 

define yourself as.  

Other questions such as age and salary can also be sensitive for some people to answer. But 

since we want to analyse these aspects, the respondents must give up the information or not 
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participate. They could also round up or down their age or salary if they believe it to be more 

comfortable.  

But to summarize, all the respondent’s answers are treated confidentially so no matter what 

they answered we cannot track it back to the respondent and we will not give out the answers 

to a third party.  

3.13 Summary  

The study is based on previous research to see what has been done in order to find a gap and 

form our aim. To be able to answer our specific purpose we formed a questionnaire based on 

previous research to gather data on the subject. The survey was published and spread through 

our social media networks, which gathered 159 respondents where 146 of them were viable. 

The responses from the survey were then analysed in different steps in order to retrieve 

interesting and useful data for our further chapters.   
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4. Results and Analysis 

4.1 Descriptive Analysis 

 
Model 8: Descriptive Statistics for the demographic questions 

By looking at Model 8 above, we can see the minimum, maximum, mean, and standard 

deviation of our demographic questions. The mean is the most important aspect to see how 

the average respondent answers. For example, there are more males than females since males 

were coded 1 and females 2 and the mean was 1,4. The mean age for our respondents is 

28.15. The average size of the city is 3.87 which is between the options 3 and 4, where 3 is 50 

000 - 99 999 and 4 is 100 000 - 349 999 inhabitants. The respondent’s household consists of 

around 2 people. The average education is 2.92 which is close to 3 which was coded for a 

bachelor’s degree. The average monthly salary mean for our respondents is 2.48, where 2 is 

10 000 - 19 999 SEK and 3 is 20 000 - 29 999 SEK. Whether the respondent has visited 

China or not was 1.83 on average, where 1 was coded as Yes and 2 as No. Therefore, most of 

our respondents have not visited China.  

The survey was open for answers from 24-11-2018 and closed 30-11-2018. In total, 159 

answers were received, of which 146 were valid. The missing data was defined by answering 

wrong on our test question in section “Country Image” (consumers were asked to select 

number 2), selecting “other” in our first question on what gender the consumer defines itself 

as or filling out something wrong.  

 

Model 9: Missing data from SPSS 

As seen in Model 9 above, we initially received 159 answers on our web survey. After coding 

the variables in SPSS, we started to see which answers were “missing data”. After the 

missing data were coded, we were left with 146 viable answers. 13 answers were filled out 

wrong in some way or coded as “missing data” for other reasons. This was 8,2% of the total 

answers.  
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Eight surveys were disqualified by answering wrong on our test question. Not using these 

answers will increase the quality of our study since they may have just clicked randomly or 

filled it out in an unreliable manner. Only 1 respondent identified itself as “other” when 

selecting gender. Since only 1 or 0.06% of the respondents were identified as “other”, the 

gender as a whole is actively dismissed from our data gathering. 2 respondents were under 

18, making their answers not viable for our research and ethically incorrect. One respondent 

answered “50+” on the age question, which is not suitable for our analysis since we wanted a 

specific age. Collectively, there were 13 respondents that are deemed non-usable for our 

research. 7/13 unusable answers were conducted by men, 5/13 by women and 1 identified 

itself as neither man or woman. Subtracting the errors of the survey leaves us with 146 viable 

respondents. 

 

Model 10: Gender ratio from SPSS 

 

Model 11: Percentage and frequency of respondents’ gender from SPSS 

In our study, 58.9% percent (86 respondents) of the respondents were men and 41.1% (60 

respondents) were women (see Model 10 and 11). There is a majority of men, but we are 

relatively satisfied with the allocation between the genders since we aimed for 50-50. Since 

we wanted to strive for generalization we wanted as close to equal parts of the gender as 

possible, i.e. 50% male and 50% female.  
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Model 12: Age of respondents - histogram from SPSS 

Here we can clearly see the age span in Model 11. The respondents had a viable age span 

from 18 to 76, with the majority being 23 years old. The mean age is 27.99 and median 23 

years old. As mentioned earlier, our own network and social media affected the outcome of 

the age span for example. This illustrates how our network is similar to our own age (23). 

This is not ideal for our study, but the results are still interesting indeed. With a flatter and 

more spread-out age allocation, the result may have been different.  

Since we are studying Swedish consumers, we made the decision to have the survey in 

Swedish. This will naturally remove any respondent that does not understand Swedish. We 

assumed that anyone able to fill out and understand our survey was considered Swedish. This 

argumentation could very well be criticized, but we chose not to have a question asking about 

their nation since we actively wanted to minimize the questions to improve our survey. 

The survey was open from 24th of November to 30th of November, with a reminder on the 

26th. During this period, we received 159 answers. To summarize our answers, we got 4 from 

the pilot study, 81 the first day, 29 the second day, 30 the third day with the reminder, 5 the 

fourth day, 5 the fifth day, 4 the sixth day and 1 answer the final day when we closed it.   

4.2 Correlation Analysis 

To further our research in the field of COO we have conducted a correlation analysis. As seen 

in Appendix 4, there are some variables that correlate strongly with each other. In the 

correlation analysis, we are looking for the variables which have a significant correlation at 

the 0.01 level. When the data in the correlations have two asterisks (**) the correlation is 

statistically secure to 99%. 

By looking at the gender variable we can see which variables correlate on a 0.01 level. We 

can see that gender has a positive correlation with how often you use healthcare products, 

with a score of 0.655** (see Appendix 4). Gender also has a positive correlation with that it is 

important to know the origin of a product, with a score of 0.206**. The correlation analysis 
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also shows that the age variable strongly positively correlates with variables such as 

“Average monthly salary” which is logical. The variable “Generally when buying products, I 

am aware of the origin” also correlates positively with age, thus the older our respondents are 

the more aware they are of the origin.  

Interestingly, the city size correlates positively with evaluating all cues before buying an 

expensive and/or advance product. This shows that the bigger the city where our respondents 

live, the more they evaluate all the variables before buying an expensive and/or advanced 

product.  

The “Visited China” variable correlated negatively with age, education and salary. This 

means that the older, higher educated and high salary consumers are more likely to have 

visited China.  

The variable “I often buy products from China” correlates positively with “Generally I have 

good experiences with Chinese products” (0.441**). This shows that consumers who often 

buy products from China are generally satisfied with the products. These consumers also 

have high trust when buying products from China.  

The variable “Generally when buying products, I am aware of the origin” correlates 

negatively with “When I buy healthcare products, the origin does not matter that much” (-

0.230**) and “As long as the company ensures the quality, the country-of-origin does not 

matter” (0.226**). This implies that consumers who are aware of the origin of the products 

they buy mean that the origin is more important than for example quality.  

Interestingly, the statement if the consumer “would buy natural healthcare products from 

Europe” correlates positively with US and China as well. This means that consumers are 

willing to buy from all three regions.  

4.3 Factor Analysis  

Model 13: KMO and Bartlett’s Test from SPSS 

The Kaiser-Meyer-Olkin measure (see Model 13) shows how suitable the data is for factor 

analysis. The measure is a value between 0 and 1, where 1 is the highest value. Thus, the 

score of 0.721 is relatively high and we deem the data to be well suitable for our factor 

analysis. A score of 0.6 is usually suggested as a minimum. Pallant (2013 p. 190) mean on 

the other hand that it should be above 0.5 to be acceptable. The Bartlett’s test should be under 

0.05 and our score is 0.000.  
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Model 14: Total Variance Explained (From SPSS) 

In Model 14 above, we can see the variance explained in the study. We can see that there are 

12 factors that have an eigenvalue of 1.0 and more. The collected data can explain 68.4% of 

the eigenvalue.  

Looking at Appendix 2 we can see the Rotated Factor Matrix, consisting of our questions and 

12 factors. Factor analysis involves grouping similar variables into dimensions. The factors 

value ranges from -1 to 1. Any score under 0.2 was removed to not clutter the table and to 

remove the ones with the least correlation and therefore least meaningful.  

The factor analysis is used to find factors within the variables, for example to group questions 

into a factor. There are 12 factors in the analysis. These 12 factors together explain 55% of 

the total variance. Looking at model 11 above, we can see that factor 1 explains 8.6%, factors 

2 explains 7.7%, factors 3 explains 6.9% and factor 4 explains 4.8%. We can understand that 

each factor explains less the higher the factor, so we will mainly focus on the first few factors 

since they explain the most. 

Looking at the Rotated Factor Matrix (Appendix 2) we will focus on the first factors and see 

which variables are connected. We will mainly look at the variables with high values. We 
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chose not to report the variables with values under 0.3 at this point and variables with 

negative values. If factors have many cross-loadings, we chose to only keep it on the factor 

which we believed it to fit in with.  

Factor 1;  

- I mean that China’s Country Image for healthcare is positive: 0.765 

- I mean that China has a good product-region match for healthcare: 0.743 

- My trust is high when I’m buying products from… China: 0.706  

- I mean that China’s Country Image generally is positive: 0.585 

- As long as the company ensures the quality, the country-of-origin does not matter: 

0.452 

- I would buy personal care products from… China: 0.488 

Factor 2; 

- My trust for personal care products is affected positively by the product origin: 0.878 

- The products country-of-origin helps me to get an overview and evaluate the product 

category: 0.605 

- My trust for the product is affected by the product origin: 0.558 

- When I buy personal care products, I value… the origin: 0.515 

- My buying decision is affected by a country’s general image: 0,506 

- I mean that personal care is a product category which is evaluated thoroughly: 0.375 

- When I buy personal care products, I value… the quality: 0.372 

Factor 3;  

- I am always aware of the origin of the products I buy: 0.866 

- Generally, when buying products, I am aware of the origin: 0.785 

- It is always important for me to know the origin of the product: 0.701 

Factor 4;  

- I would buy personal care products from… USA: 0.750 

- I would buy personal care products from… Europe: 0.667 

- I would buy personal care products from… China: 0.551 

- I would rather know HOW the product was made than WHERE it was made: 0.381 

Factor 5;  

- Gender: 0.901 

- How often do you use healthcare products (e.g. skincare): 0.715? 

Factor 6;  

- My trust for personal care products is affected by the brand; 0.786 

- My trust for the product is affected positively if it is a well-known brand: 0.569 

Factor 7;  

- My trust is high when I’m buying products from… USA: 0.951 

- My trust is high when I’m buying products from… Europe: 0.440 

Factor 8;  
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- I often buy products from China: 0.730 

- Generally, I have good experience with Chinese products: 0.644 

Factor 9;  

- Test 2: How likely is it that you would buy the product to the right: 0.891 

- Test 1: How likely is it that you would buy the product to the right: 0.545 

Factor 10:  

- When I buy personal care products, I value… the price: 0.489 

- When I buy personal care products, I value… the design/aesthetic: 0.395 

Factor 11;  

- I would rather buy local personal care products than imported: 0.566 

Factor 12;  

- I prefer to buy from countries with a positive product-region match: 0.708 

We will now try to explain each factor and categorize them: 

Factor 1 is the largest factor with the biggest impact on the study. For the most part, it regards 

the general aspects from China, for example the trust, the country image and product-region 

match for China. This is a quite large factor, we chose to call this factor “Image of China”. 

Factor 2 is also a large factor which is hard to categorize. For the most part, it treats the 

subject on how the consumer is affected or how other variables are affected. Therefore, this 

factor will be called the factor “Affected”  

Factor 3 treats the topic of how the consumer is aware of the origin of the products. The 

statements are if the consumer is aware of the origin generally, for personal care and if it is 

important. We will call this factor “Awareness”.  

Factor 4 answers where the consumer would buy healthcare from and that the consumer 

wants to know how/where the product was made. This factor will be called “Buy from”. 

Factor 5 is a demographic factor since the two topics are “gender” and how often the 

consumer uses healthcare products. This factor is hard to name, but we chose to call it “Use 

products how often”  

Factor 6 treats the subject of how well-known brands affect the trust of general products and 

personal care product. We chose to call this “Trust Brand”. 

Factor 7 shows how trust is affected by the country of origin. We can call this factor “Trust 

buying from where”. 

Factor 8 is whether the consumer has visited China and how the consumers' experiences have 

been with products from China. We will call this “Experience Chinese products”. 

Factor 9 is the test-questions where we showed a picture of two similar products and 

measured how the rating changed through the survey. We can call this factor “Test - 

Willingness to buy” 
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Factor 10 treats the subject on how the consumer values aspects when buying personal care 

products. We can call this factor “Value healthcare aspects”. 

Factor 11 consists of one statement which is if the consumer would rather buy locally than 

imported personal care. We can call this “Local vs Imported” 

Factor 12 is the final factor and has one statement which is if the consumer prefers to buy 

from countries with a favourable product-region match. Therefore, we will call this “Product-

region match”.  

4.3.1 Summary of the Factors 

To summarize the factors from our results we will mainly focus on the first few factors since 

they explain most of the results. As we can see in Model 14, Factor 1-3 explains a total of 

23.2% which is quite much for only 3 factors. The total of the factors explains 55.3%, which 

means that the first 3 almost explain half of the total.  

Factor 1 is focused on the consumers' perception of China. Questions such as if the 

respondent would buy personal care products from China, if the trust is high and how the 

image of China is perceived. This also treats the product-region match question concerning 

China and personal care.  

Factor 2 is focused on how the consumer is affected by China. For example, how the 

consumers trust and buying decision is affected by the COO. Factor 2 also treats the concept 

of product categories.  

Factor 3 is focused on awareness with three similar questions. Is the consumer aware of the 

origin when buying general products or personal care products? Is it always important for the 

consumer to know the COO when buying products?  

The rest of the factors will not have as much focus as the first ones since they are the 

“biggest”. These first three factors make up for and explain a large part of the total 

questionnaire. Therefore, these three factors will be focused throughout the rest of the study. 

How the consumer perceives China and its COO-image, how the consumer is affected by 

Chinese COO and how aware the consumers are.  

4.4 Cluster Analysis 

In the cluster analysis, we have analysed five different clusters from our sample of Swedish 

consumers. Appendix 3 shows the entire cluster analysis with the different answers. The 

spread of the respondents in the different clusters as shown below (Model 15); 5 respondents 

in cluster 1, 20 respondents in cluster 2, 10 respondents in cluster 3, 3 respondents in cluster 4 

and 117 respondents in cluster 5.  
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Model 15: Cluster distribution  

This also shows that our data is mainly dominated by one specific group of consumers as 

mentioned earlier. The fifth cluster is a big majority of the respondents. Since we have coded 

1 as Male and 2 as Female the clusters will show an average of the gender in the cluster. For 

example, if the cluster has 1.5 or less it is more towards male-behaviour and if it is above 1.5 

it is more towards the female-behaviour. 1 is Male, 2 is Female and 1.5 is exactly in between.  

4.4.1 Cluster 1 - Middle Aged Family Person Male/Female 

Cluster 1 is defined by having an average gender variable of 1.6 and an age of 53. The gender 

of this cluster is 1.6 which means the average gender of the group is 1.6 which basically 

means 60% female. This means that this cluster is male or female but leaning towards female.  

Cluster 1 lives in a city with a population of 100 000 - 349 000 people and they have a total 

of three persons in their household. This cluster has a bachelor’s degree and has a monthly 

salary of 40 000 - 49 000 SEK. The cluster has not visited China.  

Cluster 1 reported that they would buy personal care products from China and rated this 

higher than for Europe and USA. Cluster 1 also reported that the trust for China his higher 

than Europe and USA. This cluster seems to prefer China over the other regions stated. 

Cluster 1 does not prefer local over imported.  

On the test question whether the consumer preferred the Chinese or the US product, this 

cluster answered 6 and then 6 when asked again.  

When asked on what aspects the respondent values when buying personal care, cluster 1 

answered price as a 4, quality as a 6, origin as a 3 and the design as a 4.  

4.4.2 Cluster 2 - Younger Man  

Cluster 2 has an average gender variable of 1.1, which is very male-dominated. This cluster is 

33 years old lives in a city with 100 000 - 349 000 people. Cluster 2 has two persons in the 

household, has a bachelor’s degree and makes 30 000 - 39 000 SEK on average. The cluster 

has not visited China.  

Cluster 2 seems to prefer buying from Europe and USA but at the same time does not rate 

China low. Cluster 2 would more likely want to buy local than imported products. Cluster 2 

rates China’s country image low. Cluster 2 is not aware of the origin when buying products 

and does not believe that it is that important.  
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On the test question whether the consumer preferred the Chinese or the US product, this 

cluster answered 4 and then 4 when asked again.  

When asked on what aspects the respondent values when buying personal care, cluster 2 

answered price as a 5, quality as a 6, origin as a 4 and the design as a 4. 

4.4.3 Cluster 3 -Middle Aged Female 

Cluster 3 has a gender of 1.7, which is more leaning toward female. 3 is 53 years old. This 

cluster lives in a city with 100 000 - 349 000 people two persons in the household, has a 

master’s degree and makes 40 000 - 49 000 SEK on average. The cluster has not visited 

China.   

Cluster 3 means that it is important to know the origin of products and that they are aware of 

the origin when they buy products. This cluster means that the origin is very important when 

it comes to personal care. Cluster 3 would buy personal care from Europe, a bit from the 

USA but not so much from China. This cluster just like cluster 2 would rather buy locally 

than imported. Cluster 3 means that their buying decision is highly affected by the country’s 

general image and they mean that China’s general image is bad. Cluster 3 prefers to buy from 

countries with a positive product-region match and they mean that China does not have a 

positive product-region match for personal care. This cluster means that they evaluate 

products thoroughly even if it is a low or high involvement product.  

On the test question whether the consumer preferred the Chinese or the US product, this 

cluster answered 2 and then 3 when asked again.  

When asked on what aspects the respondent values when buying personal care, cluster 3 

answered price as a 5, quality as a 7, origin as a 5 and the design as a 4. 

4.4.4 Cluster 4 - Older Woman  

Cluster 4 has a gender value of 2.0, is 69 years old and lives in a smaller city with 10 000 - 49 

999 people. This cluster has 2 persons in the household, has an upper secondary/high school 

education and makes 20 000 - 29 000 SEK. The cluster has not visited China.  

Cluster 4, just like cluster 3 means that it is important to know the origin of products and that 

they are aware of the origin when they buy products. Cluster 4 rates Europe, USA and China 

the same when stated if they would buy personal care from different regions. This cluster 

answered a 6 on the statement that they would rather know how the product was made than 

where it was made, the other cluster answered a 5.  

On the test question whether the consumer preferred the Chinese or the US product, this 

cluster answered 5 and then 6 when asked again.  

When asked on what aspects the respondent values when buying personal care, cluster 4 

answered price as a 6, quality as a 6, origin as a 4 and the design as a 3. 

4.4.5 Cluster 5 - Younger Male/Female 

Cluster 5 has a gender value of 1.4, is 23 years old and lives in a city with 100 000 - 349 000 

people. This cluster has two persons in the house, a bachelor’s degree and makes 10 000 - 19 

000 SEK. The cluster has not visited China.  
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Most of the answers are quite focused around the centre point (4). The highest response is a 6 

and lowest a 2. This cluster generally does not have very strong opinions on the matter. This 

cluster is not aware of the origin of the products they buy, and they do not believe it to be that 

important (3 on both questions). On the questions, if the respondent would buy natural health 

care from different regions, this cluster answered a 6 on Europe and USA, and a 5 on China. 

Cluster 5 answered on “My trust is high when I’m buying from…”; Europe 6, USA 5 and 

China 4.  

On the test question whether the consumer preferred the Chinese or the US product, this 

cluster answered 4 and then 5 when asked again.  

When asked on what aspects the respondent values when buying personal care, cluster 5 

answered price as a 5, quality as a 6, origin as a 4 and the design as a 4. 

4.4.6 Summary of the Clusters  

We have five different clusters from our sample (see Appendix 3). The far biggest cluster is 

cluster 5, with most of the respondents. Therefore, we argue that this cluster is the one with 

the most accurate data since the sample size is larger.  

Cluster 1 is a middle-aged family person (more female than male). Cluster 2 is a male around 

33 years old. Cluster 3 is a middle-aged woman. Cluster 4 is an older woman around 69 years 

old and Cluster 5 is a younger male/female around 23 years old.  

Cluster 3 is negatively inclined toward China and its image. This is not a cluster to focus on 

for practical use.  

Cluster 5 is generally quite indifferent when it comes to the origin and is positive inclined 

towards the Chinese image. All the clusters rated quality and price over the origin, which 

shows that a negative origin image can be saved by having a good price and great quality.  

None of the clusters lowered their answer on the two test questions. There were two exact 

copies of a question where the consumer had to choose between a product from the USA and 

one from China which had the same attributes. The test was to see if the consumers' opinion 

changed from the start of the survey to the end. This test showed that all clusters increased 

their answers if not remaining the same. All clusters except for cluster 3 answered a 4 or 

higher on the tests.  

4.5 T-test 

 

Model 16: One-Sample Test of the test-question 

Within the survey, an experiment was conducted. The respondents were in the beginning 

asked how likely they would buy the product to the right in the picture (see Appendix 1) with 

a Chinese origin. In the test there were two products with the same attributes, but one is from 
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China and one from the USA. They were asked the exact same question once again in the 

final part of the survey. The experiment was conducted to study if there would be any 

differences between the answers (from the start of the survey to the end).  

The respondent’s likelihood of buying the Chinese product over the American increased 

significantly. The first time the question was asked, the mean answer was 4,2. The second 

time the exact same question was asked, the mean answers were 4,5. This increase is 

significant and indeed important to discuss in our next chapter.  
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5. Discussion  

With the results now demonstrated, a discussion can be legitimized. The study aims to 

analyse Swedish consumers’ perceptions on the Country-of-Origin effects for Chinese 

products. The survey illustrated interesting results that can be connected cumulatively to the 

aim of the thesis. A general conclusion can be drawn with immediate effect: Country-of-

origin has an impact on Swedish consumer perception and purchase behaviour, both in 

general and for Chinese products. Furthermore, country-of-origin does play a role in 

consumer perceptions when purchasing personal care products.  

When analysing the results, we find both theoretical and practical implications. In addition, 

there is space for future research, as there are some issues that we cannot fully cover. 

However, these issues do not align with our purpose and are thereby left out for future 

research. It can be argued that the questionnaire can be a pillar of future COO-research. 

Furthermore, it is not certain that a study can answer all questions about a certain subject (in 

this case COO). The results are partly expected but at the same time demonstrate how our 

survey is to some extent distinguished from previous theory by contradicting certain parts of 

it. To fully understand our discussion, remember that respondents had a choice of answering 

with a number from 1 to 7, with 1 most of the time indicating a negative or low value and 7 

indicating a positive or high value.  

 

5.1 COO as a Cognitive Cue 

A particularly interesting finding that will be highlighted is how Swedish consumers does not 

recognize COO as either the strongest or weakest cue when purchasing personal care 

products. This has both theoretical and practical implications that will be further discussed in 

the next chapter. The ranking amongst the different cues for Swedish consumers are as 

followed:  

1. Quality (the mean answer was 6,3) 

2. Price (the mean answer was 5,1) 

3. Country of Origin (the mean answer was 4,1) 

4. Design (the mean answer was 3,9) 

Thus, the results confirm that COO have a substantial effect on consumer behaviour and 

purchase decisions. This has been proven before with the majority research on COO 

illustrating how COO has a substantial effect on consumer perception and purchasing 

behaviour (Basfirinci, 2013; Kabadayi & Lerman, 2011; Magnusson, Westjohn, & 

Zdravkovic, 2011; Wang & Gao, 2010, p. 84). However, thanks to this study we can confirm 

that the same can be said for Swedish consumers. The cues may appear in an unexpected 

order for some, with the design being the weakest cue and quality the strongest without much 

competition. Verlegh and Steenkamp (1999, p.538) mean that COO-effects have a stronger 

impact on the perceived quality rather than the purchase likelihood which may explain the 

results further. 

The results disprove Zhang’s (1997, p. 280) research about how COO is not a relevant 

attribute. According to the results, it appears to be a more important cue than design for 

Swedish consumers, making it a relevant attribute indeed. On the other hand, the COO had a 

mean answer around 4, which is the centre point of the Likert scale. This could prove that the 

consumers are indifferent about the COO of products.  
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Another reason why the rankings appear in this specific order is to consider the product 

involvement. Those products with high involvement (such as personal care products) often 

get overlooked by other cues and aspects to evaluate the product rather than just the COO 

(Cilingir and Basfirinci, 2014, p. 298). Previous research also states how the COO-effects can 

affect the product evaluation depending on how well the product matches the country. The 

effect can also vary depending on how high or low the involvement of the product usually is 

(Reardon et al., 2017). This may explain why both quality and price are ranked as more 

important than COO. However, the design is still lower than COO as a cue.  

Li and Wyer (1994, p. 200) explain that there are three possible ways in which a country’s 

origin reputation could be used as information about the product’s quality: as an independent 

product attribute, as a signal and as a heuristic. The results of the survey indicate that COO 

can be seen as an independent product attribute, and according to the respondents, a cue that 

is more important than design. This will be further discussed in our factor analysis. 

5.2 Factor Analysis 

Factor 1, 2, and 3 will explain the majority of the results and will, therefore, be analysed 

thoroughly. The analysis of the factors will provide both theoretical and practical contribution 

that will be further discussed in the respective chapters. The key concept of factor analysis is 

that multiple observed variables have similar patterns of responses because they are all 

associated with a latent. By analysing the different observed variables, we can provide a 

conclusion that will give insight about Swedish consumers perceptions.  

Factor 1 indicates the importance of country image and trust in purchase decisions. This may 

be explained by a so-called “halo effect”. The country image triggers a negative or positive 

feeling and the “halo effect” indirectly affects overall product evaluation (Thøgersen et al., 

2017, p. 547). Furthermore, factor 1 illustrates the importance of country image. Ahmed and 

d’Astous (2004, p. 189) summarize in a literature review on COO-effects that stereotyping is 

one common explanation for consumers reaction on COO information in products. These 

stereotypes can be both positive or negative and therefore the nation image is of great 

importance for international firms.  

Factor 1 indicated a favourable Chinese country image together with a favourable product 

region match for healthcare. Thus, a positive country image is one of the most important 

aspects to consider from a practical point of view, specifically for companies about to enter 

the Swedish personal care market. Furthermore, factor 1 provides results deriving from 

previous research. Previous studies have examined consumer ethnocentrism (CE) and 

illustrated that CE is shown to have a negative and significant effect on purchase intentions, 

evaluation and attitude of foreign products (Cilingir and Basfirinci, 2014, p. 288). Factor 1 

illustrates how CE has a positive effect on purchase intentions for Swedish consumers 

regarding Chinese personal care products. This deriving result is of significant practical 

importance providing great information for Chinese companies about to enter this particular 

market. The deriving results also provide suggestions for further research, particularly to 

analyse CE more closely.  

Factor 2 indicates the importance of how trust for personal care products is affected 

positively by the product origin. Remember that previous research illustrates how trust can be 

a determinant of purchase intention and as a mediator between COO-factors and purchase 

intention across nations (Jiménez and San Martín, 2014, p. 160). Factor 2 illustrates how 

Swedish consumers are affected by trust in their purchase combined with the country-of-

origin effect. Swedish respondents indicated a very positive value for trust and a very 
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mediocre value of how country-of-origin affect their buying decision. Wang and Gao’s 

(2010, p. 21) results demonstrate that trust is one of the most important factors for consumers 

when choosing a new brand which can arguably be said about these results as well 

considering the high value from respondents regarding how trust is affected positively by the 

product origin. Factor 2 also indicates a positive value regarding how COO can help 

customers evaluate the product category. This is in line with previous research from Roth and 

Diamantopoulos (2009, p. 726) illustrating that the COO image has a big impact on consumer 

evaluation on different products and therefore affects their buying decision. 

Factor 3 illustrates the importance COO has for product evaluation. The results indicate that 

respondents are aware of the origin and illustrate that origin is of importance indeed. Li and 

Wyer (1994, p. 189) showcase how COO could be viewed as a favourable or unfavourable 

attribute of the product, which is independent of other attributes. The high value regarding 

how important it is to know the origin of the product might suggest that our results also 

illustrates how COO could be viewed as an independent attribute of the product. Factor 3 also 

illustrates that Swedish customers are aware of the origin when purchasing products. This 

further suggests that COO could be viewed as an independent attribute of the product.  

5.3 T-test 

Swedish consumers preferred the Chinese skincare product over the American in the 

conducted experiment within the survey. The outcome of the experiment is key in this final 

stage of the thesis since the results are somewhat double-pronged and very interesting indeed. 

As illustrated in our results, respondents increased their likelihood of buying the Chinese 

product over the American when asked the exact same question again at the end of the survey 

(see factor 9 in the factor analysis and our t-test). The results were in favour of the Chinese 

product on both occasions the question was asked. This will be further discussed throughout 

this chapter since the results are somewhat double-pronged in context to the previous 

research about the COO-effect.  

The most important thing to notice within the experiment is that the positive value increased 

the second time respondents were asked the exact same question (from 4,2 to 4,5). According 

to Davis et al. (2008, p. 152), consumers preferences will change if they get knowledge about 

product origin. In this case, respondents had knowledge about the product origin on both 

occasions when they were asked. However, in between the occasions they were asked several 

questions about China and were reminded about the origin. The results suggest that the 

questionnaire somewhat changed their perceptions of the origin towards more positively. 

The results may come forward as somewhat confusing, however, previous empirical evidence 

indicates that other variables could moderate the effect of COO (Zhang, 1997, p.268; 

Thøgersen et al., 2017). This may indicate that Swedish customers may prefer the design and 

perceived quality of the Chinese skincare product over the American, which thereby 

moderates the effect of COO in the conducted experiment. Previous research has found that 

the relative impact of the COO cue on overall product evaluation or purchase intention can be 

reduced when aligned with other variables (Thøgersen et al., 2017, p. 546). This further 

explains the results of the experiment.  

At the same time (!) respondents indicated that they are not very familiar with buying 

products from China (the mean answer was 4,0) and preferred both Europe and American 

personal care products over Chinese when asked directly how likely they are to purchase 

from these three regions. This is interesting since the experiment indicates that Swedish 

consumers would rather buy the Chinese skincare product over the American (which had a 
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much higher mean value than China). Bilkey and Nes (1982, p. 92) claim that COO can 

influence the consumers' evaluation of the product. The results arguably oppose this 

statement since respondents have a lower negative perception of buying personal care from 

China (compared to Europe and US), but the Chinese product is still favourable compared to 

the American in the conducted experiment (t-test). Since respondents only get to see a picture 

of the product, they can't determine either the quality or price of the product. However, they 

can still consider both COO and design. As previously stated, previous research (Thøgersen 

et al., 2017, p. 546) illustrates how the relative impact of the COO cue can be reduced when 

aligned with other variables (in this case design).  

An important aspect of the COO regarding products is the theory of how the product matches 

the region/country. Categorization and Cue Utilization theories mean that consumers will 

choose products with matching favourable COO (Reardon et al., 2017, p. 316). Respondents 

indicated that they have a lower country-image of Chinese personal care products which 

strengthens the thesis of Reardon et al., (2017) but give no answer on why there still is a high 

likelihood that they would buy the Chinese product over the American in the conducted 

experiment. To give this explanation we now return to the argumentation that the impact of 

COO is reduced when aligned with other variables. This provides an answer on why there is 

still a high likelihood of buying the Chinese product over the American. 

Ahmed and d’Astous (2004, p. 189) research on COO-effects showcases that stereotyping is 

one common explanation for consumers reaction on COO information in products. These 

stereotypes can be both positive or negative. Therefore, the nation image will be of great 

importance for international firms. Respondents indicated a relatively high value when asked 

if they could imagine buying Chinese personal care products. However, respondents still 

answered that Chinese personal care products were the least likely to be purchased. David et 

al., (2008) suggest that consumers can reject a product solely on the basis of the origin. In this 

case, the product was not rejected, but Chinese personal care products were less likely to be 

purchased compared to European and US personal care products when asked directly. The 

experiment illustrates the opposite, which illustrates the subconscious effect of COO. 

5.4 General Implications from the Survey 

As stated in our theory chapter, COO can act as an overall quality control, i.e. get an 

overview in different categories of COO (Bluemelhuber, Carter & Lambe, 2007, p.430). 

Previous research also suggests that COO image is considered as a part of the stereotyping 

process that helps to clarify the buying process (Pecotich and Ward, 2007, p. 274) and how 

consumers will choose products with matching favourable COO (Reardon et al., 2017, p. 

316). The study illustrates double-pronged answers to these statements. The respondents 

confirm the previous research about how consumers rather buy products with strong product 

connections (mean answer was 5,1). However, the respondents of the survey did categorize 

China with a rather weak connection to personal care (mean answer was 3,26) but at the same 

time (!) they still indicated a positive value when asked about buying Chinese personal care 

products (even though Europe and US were higher). This may be explained by a so-called 

“halo effect”. The country image triggers a negative or positive feeling (in this case negative 

for China) and the “halo effect” indirectly affects overall product evaluation (Thøgersen et 

al., 2017, p. 547). 

When respondents were asked if they could think of buying personal care from China, the 

mean answer was 5,1. Lower than both Europe and US, but still a positive indication indeed. 

This somewhat confirms Gürhan-Canli and Maheswaran (2000, p. 315) suggestion that 
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collectivists prefer the home country (Europe → Sweden) independently of its superiority 

since the consumers can’t tell which product is superior in the survey.  

Furthermore, respondents indicated that they rather buy local personal care products instead 

of imported which further strengthen the previous research by Gürhan-Canli and Maheswaran 

(2000). The results indicate that China + personal care products should be defined as weak 

product-image/weak brand-image in the model conducted by Diamantopoulos, Schlegelmilch 

and Palihawadana, (2011, p. 520). This is somewhat cluttered since the customers still 

indicated a positive value for Chinese personal care products in the experiment conducted 

and had a somewhat positive value when asked if they could imagine buying personal care 

products from China. The bottom line is that Europe had much stronger purchase indications 

than China. 

Swedish consumers were also asked if origin was unimportant. The results indicated a low 

value, suggesting that origin actually does matter (i.e. is important) and thereby can be 

confirmed as a cognitive cue with emotional connection. Ahmed and d’Astous (2004, p. 196) 

illustrate how consumer perceptions vary among countries which is confirmed by the study. 

Swedish consumers are aware of the origin of the products they buy. Further research could 

use the exact same survey to illustrate the differences among countries for both practical and 

theoretical implications.  

Respondents also indicated that it is not that important at all to know where the product in 

question is made. At the same time, the results directly confirm that COO has an impact on 

consumer behaviour and purchasing decisions. The easiest way to illustrate this is to look at 

the differences in the survey when respondents were asked how likely they would purchase a 

personal care product from either Europe, USA or China. Even though respondents are 

positive to all three different geographic areas the differences between them are still 

significant. If there was no importance in COO, the differences between Europe, the USA or 

China would be close to zero. The differences between them are too big to exclude COO as a 

cognitive cue that is considered subconsciously.  

Since the study is devoted to a specific country, it is of relevance to compare it with previous 

COO-research that have looked on a specific country. As stated in our theory chapter, both 

Irish and Turkish consumers were affected by the COO (Wang & Gao, 2010; Basfirinci, 

2013). Liefeld (2004) demonstrated that North American consumers did not have COO as an 

equally important cue in their product evaluations and consumer behaviour.  This study 

implicates that there is a substantial COO-effect for Swedish consumers as well. Interestingly 

enough, when the consumers answer questions circling around whether COO is important or 

not, they tend to answer negatively to it. This implicates that the COO-effect is indeed 

subconscious among Swedish consumers.   
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6. Implications and Conclusions  

The study aims to analyse Swedish consumers’ perceptions on the Country-of-Origin 

effects from Chinese products. The results suggest several implications that can be narrowed 

down to certain conclusions. The most comprehensive implication is that COO has a 

significant effect on Swedish consumers’ behaviour. This follows what previous research has 

already illustrated in other countries. We can now conclude that Swedish consumers, like 

Irish, (Wang & Gao, 2010) are influenced by COO. The results illustrate how Swedish 

consumers likelihood of buying Chinese skin care products over American increases 

throughout the survey. The results prove that COO does play a role and has an impact on 

purchase decisions when it comes to personal care products which have been proved by the 

experiment conducted in the survey. This is of vital importance since the selected product 

group has previously not been investigated in relation to COO-effects. The importance of 

investigating purchase decisions in relation to COO is of great practical benefit for companies 

wishing to enter the Swedish market for personal care products.  

What is interesting indeed is how COO seems to have a subconscious effect for Swedish 

consumers since respondents of the survey indicated in certain questions that origin does not 

matter. At the same time, the results illustrate that there is a severe difference in the 

likelihood of buying products with a different origin (i.e. Europe, USA, China). 

6.1 Conclusions  

We can conclude that there is a so-called COO-effect for Swedish consumers - 

subconsciously. By analysing factors 1, 2 and 3 a conclusion can be made about how 

important country image and trust is when buying products from China and more specifically 

for the personal care segment. Factor 3 states how Swedish customers know where the 

products originate from. At the same time, the subconscious COO-effect is illustrated at its 

clearest when analysing and comparing the big differences in willingness to buy personal 

care products from Europe, the United States and China. The answers from the survey contra 

the results of the t-test indicate how COO plays a subconscious role in Swedish customer 

perception.  

The factor analysis provides the insight needed to draw certain conclusions concerning the 

focus area. Factors 1, 2 and 3 explain the majority of the results which indicates that these are 

the questions which should be focused if one would like to market to Swedish consumers. 

Factor 1 treats the consumers perception on China. Factor 2 focuses on how the consumer is 

affected by China. Factor 3 treats the awareness of the Swedish consumers.  

There can also be a conclusion drawn that Swedish consumers would buy personal care 

products from China since the mean for this question was 5.1 whilst 5.7 for USA, which is 

not much less. Swedish consumers also answered around a 3 on the questions regarding if the 

origin is important, which strengthens the possibilities for Chinese personal care product in 

Sweden.  

6.2 The Contribution of the Thesis 

The thesis provides information on how Swedish consumers rank certain cues. The study is 

unique since it provides insight on a market that is yet to be analysed regarding the COO 

effect and with a certain product group that has seen little research in relation to COO-effects. 

Furthermore, the study will contribute to general COO-research, with some implications 

deriving from previous research and some implications following it. This gives the field of 
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research space for future investigations regarding COO. In addition, we encourage the 

research field to use our survey to map differences between specific countries which may be 

of great practical importance for companies aiming to enter certain geographic markets 

within FMCG. 

6.2.1 Theoretical Contributions  

The theoretical contribution of the study to the subject of business administration consists of 

an increased understanding of country of origin effects. More specifically how the COO-

effect affects Swedish consumers for a product group that was yet to be investigated 

regarding COO. This covers the research gap suggested: there is limited research about 

Swedish consumers perception of Chinese personal care products with a focus on COO. 

Wang and Gao (2010, p.85) suggested that further research could dive deeper into certain 

product groups. The inclusion of such factors would provide a holistic view of the influence 

of consumers’ perception of Chinese brands. By narrowing down our product segment to 

personal care (and in some regards even to skin care) we have fulfilled this suggestion.  

The primary contribution was to analyse Swedish consumer perceptions about Chinese 

products. The identified research gap was found in existing research. As there is a clear need 

for further investigations in this area, we have connected research about COO-effects with 

Swedish consumer perceptions. The research also provides insight into the ranking of cues 

for Swedish consumers. Particularly interesting is that the results strongly indicate that COO 

has a subconscious effect in Swedish purchase decisions. 

Our results illustrate several important factors for further research. The factor analysis 

provides a great insight into how the majority of the results were conducted. Firstly, it 

strengthens the argumentation about how important both trust and the country image is. 

Secondly, it illustrates the importance of how trust for personal care products is affected 

positively by the product origin. Thirdly, it suggests that Swedish consumers view COO as an 

independent attribute of the product.  

6.2.2 Practical Contributions 

There are several practical contributions that should be considered from the study. These are 

rated below with the most important contributions at the top and vice versa: 

● The survey provides insight on how Swedish consumers rank different cues: 1. 

Quality, 2. Price, 3. COO, and 4. Design. As a result, Chinese personal care 

enterprises should primarily focus on quality and price instead of having their market 

team focus on the origin and the design.  

● The “Cue Ranking” will give the corporation an advantage on how to market their 

products to meet the expectations of the Swedish consumers to the best extent. 

● COO has a subconscious effect on Swedish consumers. 

● The study illustrates what country image China has among Swedish consumers and 

the importance of country image.  

● Knowledge of Swedish consumer perceptions. 
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6.3 Further Research 

With the results and conclusion now completed, the last step becomes to analyse how the 

research field could further build on this study. We mentioned that a specific product group 

gives a holistic view of consumers perception and this study delivers to that purpose. This 

essay was limited to the Swedish market and focused on a specific product group. However, 

there are several other products groups that are yet to be researched regarding COO-effects 

and consumer perception. To further suggest research regarding the COO-effect, further 

research could compare two different product groups with high involvement to analyse 

differences. The deriving results regarding CE could be further analysed and compared 

between different products and countries.  

A comparison between two (or more) countries would provide a vertical view of COO-

effects, analysing the differences between different consumer perceptions. This could provide 

a deep analysis of how cultural differences provide changes in consumer behaviour and 

purchase decisions. Furthermore, it may explain what cultural factors that tend to be leading 

to certain consumer behaviours. 

The factor analysis indicates that country image is vital for purchase decisions. The question 

‘why?’ is not answered ‘deeply enough’ in this study. Further research could dive into that 

question and perhaps even compare the impact country image has for certain product groups - 

does involvement matter as previous research suggests? 
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Appendix 2 

 

Factor Matrix from SPSS 
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Appendix 3 

 

Clusters from SPSS 

 

 

 

Appendix 4 

https://docs.google.com/spreadsheets/d/1kORfyYYErRCvOmDxpoIDj4Yi1ZtDFKxiPn8x0dz

5vy4/edit?usp=sharing 

Correlation analysis from SPSS 
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Appendix 5 - Swedish survey (original published survey) 

 

Variable Question Response 

alternative 

Demografiska frågor Kön Man 

Kvinna 

Annat 

 Ålder Uppge fritt 

 Hur stor stad uppskattas du bo i? (Ca 

befolkning 2018) 

Mindre än 10 000 

10 000 - 49 999 

50 000 - 99 999 

100 000 - 349 999 

350 000 - 899 999 

900 000+ 

 Hur många finns i ditt hushåll? (Antal 

personer) 

1 (Bor ensam) 

2 

3 

4 

5 

6 

7+ (Sju eller fler) 

 Vad är din högsta utbildning? 

(Avslutad, pågående eller jämförbart 

med alternativen) 

Ingen utbildning alls 

Grundskoleutbildning 

Gymnasium/Folkskola 

Kandidatexamen 

Magister-/Masterexamen 

Doktorsexamen eller 

högre 

 Vad är din genomsnittliga månadslön 

efter skatt? (I SEK) 

0 - 9 999 

10 000 - 19 999 

20 000 - 29 999 

30 000 - 39 999 

40 000 - 49 999 

50 000 - 59 999 

60 000+ 
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 Har du någonsin besök Kina? 

 

Ja 

Nej 

Generella 

antaganden 

Generellt när jag köper produkter är 

jag väl medveten om var produkten 

kommer ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

  

Hur ofta använder du dig av 

hälsovårdsprodukter? (ex. 

Ansiktskräm, Hudlotion, Cleanser 

osv) 

 

1–7 Likert scale 

Väldigt sällan - Väldigt 

ofta 

 Detta illustrerar två liknande 

hypotetiska "Cleansers". Båda 

produkterna är helt naturliga, 

kvalitetssäkrade, miljömärkta och har 

bevisad effekt. Samma egenskaper, 

kvalitet och pris. Den enda skillnaden 

är att den vänstra är från USA och den 

högra från Kina. 

 

 Test: Hur sannolikt är det att du skulle 

tänka dig att köpa produkten till 

höger? 

1–7 Likert scale 

Osannolikt - Mycket 

sannolikt 

Köpbeslut och 

produktutvärderingar 

Jag köper ofta produkter från Kina 1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Generellt sett har jag bra upplevelser 

av produkter från Kina 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Det är alltid viktigt för mig att veta 

var produkterna jag köper kommer 

ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag är alltid medveten om var 

produkterna jag köper kommer ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 
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 När jag köper hälsovårdsprodukter 

spelar det ingen större roll var 

produkten kommer ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag vill hellre veta HUR produkten är 

gjord än VAR den är gjord. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Så länge produkten/varumärket 

säkerställer kvaliteten spelar 

produktionslandet ingen roll. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag kan tänka mig att köpa naturliga 

hälsovårdsprodukter från… Europa 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag kan tänka mig att köpa naturliga 

hälsovårdsprodukter från… USA 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag kan tänka mig att köpa naturliga 

hälsovårdsprodukter från… Kina 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag köper hellre inhemska naturliga 

hälsovårdsprodukter än importerade. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

"Country image" Mitt köpbeslut påverkas av landets 

generella image. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag anser att Kinas generella "Country 

image" är positiv. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 
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 Jag anser att Kinas "Country image" 

är positiv när det gäller 

hälsovårdsprodukter. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag köper helst från länder med en bra 

"produkt-region"-koppling. (Ex. 

klockor kopplat till Schweiz och vin 

kopplat till Frankrike)   

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag anser att Kina har en bra 

"produkt-region"-koppling när det 

gäller hälsovård. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

Testfråga Testfråga: Välj "2" nedan. Detta 

säkerställer kvaliteten i våra svar. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

"Decision making 

cues" - Variabler och 

faktorer du 

analyserar vid köp. 

När jag köper naturliga 

hälsoprodukter värdesätter jag… Pris 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 När jag köper naturliga 

hälsoprodukter värdesätter jag… 

Kvalitet 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 När jag köper naturliga 

hälsoprodukter värdesätter jag… 

Ursprung/Härkomst 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 När jag köper naturliga 

hälsoprodukter värdesätter jag… 

Design/Utseende 

1–7 Likert scale 

Håller inte med - Håller 

med helt 
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 Produktens ursprungsland hjälper mig 

att få en bra överblick och utvärdera 

produktkategorin. (Ex bilar från 

Tyskland). 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

Involvering Jag utvärderar alla aspekter väldigt 

noggrant innan jag köper... En dyr 

eller avancerad produkt. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag utvärderar alla aspekter väldigt 

noggrant innan jag köper... En billig 

eller simpel produkt. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Jag anser att naturliga 

hälsovårdsprodukter är en sorts 

kategori som man utvärderar noga. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

Tillit (Sista delen) Min tillit till produkten påverkas av 

var den kommer ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Min tillit till produkten påverkas 

positivt om det är ett välkänt 

varumärke. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Min tillit till naturliga 

hälsovårdsprodukter påverkas av var 

den kommer ifrån. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Min tillit till naturliga 

hälsovårdsprodukter påverkas av 

varumärket. 

1–7 Likert scale 

Håller inte med - Håller 

med helt 
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 Min tillit är hög när jag köper 

produkter från… Europa 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Min tillit är hög när jag köper 

produkter från… USA 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Min tillit är hög när jag köper 

produkter från… Kina 

1–7 Likert scale 

Håller inte med - Håller 

med helt 

 Återigen; Detta illustrerar två 

hypotetiska liknande "Cleansers". 

Båda produkterna är helt naturliga, 

har bevisad effekt, kvalitetssäkrade, 

miljömärkta. Samma egenskaper, 

kvalitet och pris. Den enda skillnaden 

är att den vänstra är från USA och den 

högra från Kina. 

 

 Test 2: Hur sannolikt är det att du 

skulle tänka dig att köpa produkten till 

höger? 

1–7 Likert scale 

Osannolikt - Mycket 

sannolikt 

Mail Frivilligt: Ange din mailadress för att 

vara med om en utlottning av 2 

biobiljetter! 
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Appendix 6 - English survey (Translated version) 

 

Variable Question Response 

alternative 

Demographic 

questions 

Gender Male 

Female 

Other 

 Age Input age 

 How big is your city? (Approximate 

population 2018) 

Less than 10 000 

10 000 - 49 999 

50 000 - 99 999 

100 000 - 349 999 

350 000 - 899 999 

900 000+ 

 How many people in your household? 1 (Live alone) 

2 

3 

4 

5 

6 

7+ (Seven or more) 

 What is your highest education? 

(Finished, ongoing or comparable with) 

No education 

Primary/secondary 

school 

Upper secondary/High 

school 

Bachelor’s degree 

Master’s degree 

Doctor’s degree or 

higher 
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 What is your average monthly salary 

after taxes? (in SEK) 

0 - 9 999 

10 000 - 19 999 

20 000 - 29 999 

30 000 - 39 999 

40 000 - 49 999 

50 000 - 59 999 

60 000+ 

 Have you ever visited China? 

 

Yes 

No 

General assumptions Generally when buying products I am 

aware of the origin 

1–7 Likert scale 

Disagree - Agree 

completely 

  

How often do you use healthcare 

products (e.g. skincare - cleanser etc.) 

 

1–7 Likert scale 

Very seldom - Very 

often 

 This illustrates two similar hypothetical 

cleansers. Both of the products are 

natural, quality ensured, friendly and 

have a proved effect. Same attributes, 

quality and price. The only difference 

is that the product to the left is from the 

USA and the right from China. 

 

 Test: How likely is it that you would 

buy the product to the right? 

1–7 Likert scale 

Not likely - Very likely 

Buying decision and 

product evaluation 

I often buy products from China 1–7 Likert scale 

Disagree - Agree 

completely 

 Generally I have good experiences with 

Chinese products 

1–7 Likert scale 

Disagree - Agree 

completely 

 It is always important for me to know 

the origin of the product 

1–7 Likert scale 

Disagree - Agree 

completely 
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 I am always aware of the origin of the 

products I buy 

1–7 Likert scale 

Disagree - Agree 

completely 

 When I buy healthcare products, the 

origin does not matter that much 

1–7 Likert scale 

Disagree - Agree 

completely 

 I would rather know HOW the product 

was made than WHERE it was made 

1–7 Likert scale 

Disagree - Agree 

completely 

 As long as the company ensures the 

quality, the country-of-origin does not 

matter 

1–7 Likert scale 

Disagree - Agree 

completely 

 I would buy natural healthcare products 

from... Europe 

1–7 Likert scale 

Disagree - Agree 

completely 

 I would buy natural healthcare products 

from... USA 

1–7 Likert scale 

Disagree - Agree 

completely 

 I would buy natural healthcare products 

from... China 

1–7 Likert scale 

Disagree - Agree 

completely 

 I would rather buy local natural health 

care products than imported 

1–7 Likert scale 

Disagree - Agree 

completely 

Country image My buying decision is affected by a 

country's general image 

1–7 Likert scale 

Disagree - Agree 

completely 

 I mean that China's Country Image 

generally is positive 

1–7 Likert scale 

Disagree - Agree 

completely 

 I mean that China's Country Image for 

healthcare is positive 

1–7 Likert scale 

Disagree - Agree 

completely 
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 I prefer to buy from countries with a 

positive product-region match (e.g. 

Watches from Schweiz and wine from 

France) 

1–7 Likert scale 

Disagree - Agree 

completely 

 I mean that China has good product-

region match for healthcare 

1–7 Likert scale 

Disagree - Agree 

completely 

Test question Test question: Chose "2". This will 

ensure the quality. 

1–7 Likert scale 

 

Decision-making 

cues 

When I buy natural healthcare 

products, I value... the price 

1–7 Likert scale 

Disagree - Agree 

completely 

 When I buy natural healthcare 

products, I value... the quality 

1–7 Likert scale 

Disagree - Agree 

completely 

 When I buy natural healthcare 

products, I value... the origin 

1–7 Likert scale 

Disagree - Agree 

completely 

 When I buy natural healthcare 

products, I value... the 

design/aesthetics 

1–7 Likert scale 

Disagree - Agree 

completely 

 The products country-of-origin helps 

me to get an overview and evaluate the  

product category (e.g. German cars) 

1–7 Likert scale 

Disagree - Agree 

completely 

Involvement I evaluate all the different 

cues/variables before buying... an 

expensive or advanced product 

1–7 Likert scale 

Disagree - Agree 

completely 

 I evaluate all the different 

cues/variables before buying… a cheap 

or simple product 

1–7 Likert scale 

Disagree - Agree 

completely 

 I mean that natural health care products 

are a category which is evaluated 

thoroughly 

1–7 Likert scale 

Disagree - Agree 

completely 
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Trust (last part) My trust for the product is affected by 

the product origin 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust for the product is affected 

positively if it is a well-known brand 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust for natural healthcare 

products is affected positively by the 

product origin 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust for natural healthcare 

products is affected by the brand 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust is high when I'm buying 

products from… Europe 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust is high when I'm buying 

products from… USA 

1–7 Likert scale 

Disagree - Agree 

completely 

 My trust is high when I'm buying 

products from… China 

1–7 Likert scale 

Disagree - Agree 

completely 

 Once again; This illustrates two similar 

hypothetical cleansers. Both of the 

products are natural, quality ensured, 

environmentally friendly and have a 

proved effect. Same attributes, quality 

and price. The only difference is that 

the product to the left is from the USA 

and the right from China. 

 

 Test 2: How likely is it that you would 

buy the product to the right? 

1–7 Likert scale 

Not likely - Very likely 

Email Optional: Enter your email address 

to be able to win 2 cinema tickets! 
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