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- Warren Bilkey & Erik Nes, "Country-of-origin effects on product evaluations", Journal of
international business Studies, Vol.13, N°1, 1982, pp.89-100.

- Robert A. Peterson & Alain J. P. Jolibert, "A Meta-Analysis of Country-Of-Origin Effects",
Journal of International Business Studies, Vol. 26, No. 4 1995, pp. 883-900

? Khosrozadeh Shirin & Heidarzadeh Kambiz, "The Effect of the Country-of-Origin Image,
Product Knowledge and Product Involvement on Consumer Purchase Decisions", Chinese
Business Review, Vol. 10, N° 8, August 2011, pp 601-615, adapted from: Nagashima. A, "A
comparative “Made in” product image survey among Japanese businessmen'. Marketing, 41,
(1977), 95-100
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! Filipus Rahmat Winata & Dahlia Darmayanti, "country of origin stereotyping and consumer
ethnocentrism in the Indonesian automobile industry", Journal of Business Strategy and
Execution, Vol. 1, N° 2 June 2009, pp. 239-289. Adapted from: Johansson et al, “Assessing the
impact of country of origin on product evaluations: a new methodological perspective”, Journal
of Marketing Research, 1985, pp. 388-396.

? de Run Ernest Cyril er al, "Attitudinal and behavioral response to coo cues for low Involvement
product", International Journal of Research Studies in Management, Vol. 1 N° 2, October
2012, pp. 3-14 . Adapted from: Ahmed, Zafar U., et al. "Does country of origin matter for low-
involvement products?." International Marketing Review, vol 21, N°1, 2004, pp.102-120.

* Nicholas J. Ashill & Ashish Sinha, "An Exploratory Study into the Impact of Components of
Brand Equity and Country of Origin Effects on Purchase Intention", Journal of Asia-Pacific
Business, Vol.5, No 3, 2004, pp. 27-43.

* Paul Patterson and Siu-Kwan, "Tai Consumer Perceptions of Country of Origin in the
Australian Apparel Industry", Marketing_Bulletin, Vol. 2, N° 4, 1991, pp. 31-40.
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Leila Hamzaoui & Dwight Merunka, "The impact of country of design and country of
manufacture on consumer perceptions of Bi-national products’ quality: an empirical model
based on the concept of fit", Journal of Consumer Marketing, Vol. 23, N°3, 2006, pp. 145—
155.
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! Wasana Sinrungtam, "Impact of Country of Origin Dimensions on Purchase Intention of Eco
Car", International Journal of Business and Management, Vol. 8, No. 11; 2013, pp. 51-63.
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- Saeed et al, ""Country-of-Origin (COO) Effect on Pakistani Consumers’ Evaluation of French
Cosmetic Products", Journal of Basic and Applied Scientific Research, vol. 3, N°6, 2013, PP

988-1000.

- Zhan G Li, et al., "Global Sourcing, Multiple Country-of-Origin Facets, and Consumer
Reactions", Journal of Business Research, Vol.47, N° 2, 2000, PP 121-133.
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Source: Wong chui yim, The impact of foreign local aspect of country of origin on
Chinese consumers’ evaluation of home and foreign products, Master thesis, Victoria
University, Australia, 2005, p30.
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- Alexander Josiassen, "Are young consumers still susceptible to the country of origin effect?"
Journal of Business Systems, Governance and Ethics, Vol. 4, N°2, 2009, PP. 53-63.

- Ian Phau & Gerrard Prendergast, "Conceptualizing the country of origin of brand", Journal of
Marketing Communication, Vol.6, N°3, 2000, PP.159-170.

*Central American Common Market (The members of the CACM (1965): El Salvador,
Guatemala, Nicaragua, Honduras & Costa Rica).

% Parameswar Krishnakuma, An exploratory study of the influence of country of origin on the

product images of persons from selected countries, PHD dissertation, University of Florida,
1974, p 11.
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! Akira Nagashima, "A Comparison of Japanese and U.S. Attitudes toward Foreign Product",
Journal of Marketing, Vol. 34, January. 1970, pp 68-74.

? Kris Brijs et al, "Country-image discourse model: Unraveling meaning, structure, and function
of country images", Journal of Business Research, Vol. 64, N°12, 2011, PP 1259-12609.
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Source: Giinter Schweiger et al., "The influence of country of origin and brand on
product evaluation and the implications thereof for location decisions", CEMS Business
Review, Vol .2, N°1, 1997, pp. 5-26.

! Sadrudin A. Ahmed & Alain D’Astous, "Antecedents, moderators and dimensions of country-
of-origin evaluations", International Marketing Review, Vol. 25 N° 1, 2008, PP. 75-106.

? Giinter Schweiger e al., "The influence of country of origin and brand on product evaluation
and the implications thereof for location decisions", CEMS Business Review, Vol. 2, N° 1,
1997, pp. 5-26.
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Source: Aayed Qasem & Rohaizat Baharun, "The role of country image in automotive
brands preference", TTEM-Technics Technologies Education Management, Vol. 7,
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Consumers", PHD thesis, De Montfort University, Leicester-UK, March 2013, P 44.
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the CETSCALE", Journal of Marketing Research, vol. 24, August 1987, pp. 280-289.
* George Balabanis & Adamantios Diamantopoulos, "Domestic Country Bias, Country-of-Origin

Effects, and Consumer Ethnocentrism: A multidimensional Unfolding Approach", Journal of the
Academy of Marketing Science, Vol. 32, N° 1, Winter 2004, PP. 80-95.

? Masaaki Kotabe & Kristiaan Helsen, Global Marketing Management, 5th Ed, John Wiley &
Sons, New York, USA, 2010, p. 383.
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? C. Min Han, "Country image: Halo or summary construct?", Journal of Marketing Research, Vol.
26, May1989, pp. 222-229.
* Martin S. Roth & Jean B. Romeo, "Matching Product Category and Country Image Perceptions: A
Framework for Managing Country-Of-Origin Effects", Journal of International Business Studies,
Vol. 23, N° 3, 1992, pp. 477-497.
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' Samin Rezvani et al., Op.cit. pp.68-75.

* Saeed Samiee, Op.cit. pp. 579-604.

> Villy Abraham, "Does Consumer Animosity Impact Purchase Involvement? An Empirical
Investigation", International Journal of Business and Social Science, Vol. 4, N° 1, January 2013,
p- 1-11. Adapted from: Averill, J. Anger and aggression: An essay on emotion, New York:
Springer-Verlag, 1982.
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? Kris Brijs, Unraveling country-of-origin: semiotics as a theoretical basis for a meaning centered
approach towards country-of-origin effects, PhD dissertation, Radboud University, Nijmegen,
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’ Lena Brenner, The impacts of country-of-origin and ethnocentrism on consumers’ product
evaluations, Master Thesis, University of Gothenburg, Sweden 2013, p.14.

* Peeter W.J. Verlegh & Jan-Benedict E.M. Steenkamp, Op.cit, pp. 521- 546.
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Abstract

Country of origin has been defined in the literature as a considerable cue
that might be used by businessman to affect consumers’ assesment of the
products. For this reason, The purpose of this paper aims to investigate the
impact of country of origin image on consumers attitudes, and to achieve the
goals of the present study, The researcher adopted a descriptive analytic
method in a field study, a 384 questionnaire have been distributed to a sample
of Algerians’ cars user in the Wilaya (province) of Setif, 351questionnaires
have been returned back to the researcher after being responded at ,19 of
which were excluded because of being incomplete, The rest were treated
statistically using SPSS.

The results obtained showed that country of origin image influence
consumer’s attitudes, Specifically, it effect the cognitive, affective and
normative component of consumer’s attitudes, also we find that the effect of
country-of-origin image on consumer’s attitudes does not differ between
women and men, also this study shows that there’s a difference in the effect
of country of origin image on consumer’s attitudes depending on education
level, income level and the age group.

The study was terminated with some recommendations concerning this
topic, and finally, we conclude with some suggestions for future research on
the country-of-origin effect.

Keywords: country-of-origin image, consumer attitudes, touristic cars users.
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