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Abstract. When consumers choose between two similar products and one is labelled “Made in Germany” 
while the other says “Made in China,” their decision is rarely neutral. This article examines the country-of-
origin (COO) effect—the influence that a product’s country of origin has on how consumers evaluate its quality 
and decide whether to purchase it. Using secondary data from meta-analyses, cross-national surveys, and 
the Ipsos Nation Brands Index (2024), the analysis finds that COO is a significant and consistent driver of 
consumer behavior. Germany and Japan receive the highest quality ratings (4.55 and 4.50 out of 5), while 
developing economies score considerably lower. The effect is strongest for luxury goods and automobiles, 
and weakest for basic commodities. Across five studies, the correlation between COO and purchase intention 
ranges from r = 0.30 to r = 0.45, indicating a moderate to strong effect. A regression analysis synthesized from 
the published literature shows that COO perception (β = 0.31), perceived quality (β = 0.44), and brand trust 
(β = 0.18) together explain 46% of the variance in purchase intention (R² = 0.46). These findings have direct 
implications for how international brands should be marketed and how countries can manage their commercial 
reputation.

Keywords: country-of-origin effect, consumer behavior, purchase intention, perceived quality, brand trust, 
international marketing.

Annotatsiya. Iste’molchilar o‘xshash ikki mahsulot orasidan tanlov qilayotganda, ulardan birida “Made in 
Germany”, boshqasida esa “Made in China” yorlig‘i bo‘lsa, qaror odatda betaraf bo‘lmaydi. Mazkur maqolada 
mahsulot ishlab chiqarilgan mamlakatning iste’molchilar tomonidan sifatni baholash va xarid qilish qaroriga 
ta’siri, ya’ni country-of-origin (COO) effekti tadqiq etiladi. Meta-tahlillar, xalqaro so‘rovnomalar hamda Nation 
Brands Index (2024) ikkilamchi ma’lumotlari asosida COO omili iste’molchi xulq-atvorining muhim va barqaror 
omili ekanligi aniqlangan. Germaniya va Yaponiya eng yuqori sifat baholarini olgan (mos ravishda 4.55 va 
4.50 ball), rivojlanayotgan mamlakatlar esa nisbatan past ko‘rsatkichlarga ega. Mazkur ta’sir hashamatli 
tovarlar va avtomobillarda kuchli, oddiy kundalik mahsulotlarda esa zaifroq namoyon bo‘ladi. Beshta tadqiqot 
natijalariga ko‘ra, COO va xarid niyati o‘rtasidagi korrelyatsiya r = 0.30 dan r = 0.45 gacha bo‘lib, o‘rtacha va 
kuchli bog‘liqlikni anglatadi. Adabiyotlar asosida umumlashtirilgan regressiya tahliliga ko‘ra, COO qabul qilinishi 
(β = 0.31), qabul qilingan sifat (β = 0.44) hamda brend ishonchi (β = 0.18) xarid niyatidagi o‘zgarishlarning 46 
foizini izohlaydi (R² = 0.46). Natijalar xalqaro brendlarni marketing jihatdan joylashtirish va mamlakatlarning 
tijoriy obro‘sini boshqarishda muhim ahamiyatga ega.
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Kalit so‘zlar: country-of-origin effekti, iste’molchi xulq-atvori, xarid niyati, qabul qilingan sifat, brend 
ishonchi, xalqaro marketing.

Аннотация. Когда потребители выбирают между двумя схожими товарами, и один из них имеет 
маркировку “Made in Germany”, а другой — “Made in China”, их решение редко бывает нейтральным. В 
данной статье рассматривается эффект страны происхождения (country-of-origin, COO), то есть влияние 
страны производства товара на восприятие его качества и решение о покупке. На основе вторичных 
данных мета-анализов, международных опросов и Nation Brands Index (2024) установлено, что фактор 
COO является значимым и устойчивым детерминантом потребительского поведения. Германия и Япония 
получили наивысшие оценки качества (4.55 и 4.50 из 5 соответственно), тогда как развивающиеся 
экономики показали более низкие результаты. Наиболее сильное влияние наблюдается в сегменте 
товаров класса люкс и автомобилей, а наименьшее — в отношении базовых товаров повседневного 
спроса. По данным пяти исследований, корреляция между COO и намерением покупки варьируется 
от r = 0.30 до r = 0.45, что свидетельствует о средней и высокой силе связи. Синтезированный по 
опубликованным исследованиям регрессионный анализ показал, что восприятие COO (β = 0.31), 
воспринимаемое качество (β = 0.44) и доверие к бренду (β = 0.18) совместно объясняют 46% вариации 
намерения покупки (R² = 0.46). Полученные результаты имеют практическое значение для продвижения 
международных брендов и управления коммерческой репутацией стран.

Ключевые слова: эффект страны происхождения, поведение потребителей, намерение покупки, 
воспринимаемое качество, доверие к бренду, международный маркетинг.

I N T R O D U C T I O N
When consumers purchase electronics, automobiles, cosmetics, or food products, they often examine the 

label to determine where the product was manufactured. This seemingly minor detail—the country of origin—
can substantially influence their overall perception of the product. For example, a consumer choosing between 
a German-engineered automobile and one assembled in a less familiar country may instinctively place greater 
trust in the German alternative, even without testing either vehicle. This phenomenon is referred to as the 
country-of-origin (COO) effect.

The COO effect has been widely examined in marketing research since the 1960s, beginning with Robert 
D. Schooler’s (1965) experiment, which demonstrated that consumers evaluated identical products differently 
based solely on the country label attached to them. Since then, numerous studies have confirmed that country 
of origin influences how consumers perceive product quality, the extent to which they trust a brand, and their 
likelihood of making a purchase.

L I T E R A T U R E  R E V I E W
A major review of 52 studies by Robert A. Peterson and Alain Jolibert (1995) identified consistent evidence 

of this effect across cultures and product categories, while more recent research indicates that it remains highly 
relevant today (Liu & Johnson, 2024).

Understanding the COO effect is important for businesses, governments, and trade policymakers alike. 
For brands, it may serve as an intangible competitive advantage or a strategic challenge. For countries, it 
represents an essential component of commercial identity in the global marketplace. The Anholt-Ipsos Nation 
Brands Index (NBI), which has surveyed more than 20,000 respondents across 20 countries annually since 
2008, consistently demonstrates that consumers associate certain countries—Germany, Japan, and the United 
States—with superior product quality, while other countries may need stronger branding efforts to improve 
market perception regardless of actual product performance.

What Is the COO Effect and How Does It Work?
The country-of-origin effect occurs because consumers do not always possess complete information about 

a product. When individuals enter a store and encounter two similar products, they may lack sufficient time or 
technical expertise to evaluate every specification in detail. Consequently, they often rely on mental shortcuts, 
known as heuristics, to make efficient decisions. The country of origin is one of the most influential of these 
heuristics.

For instance, if a consumer sees a watch labelled “Swiss Made,” it is commonly associated with precision 
and craftsmanship even before any technical specifications are reviewed. If the same watch were labelled as 
manufactured in a less recognized country, the consumer might require additional assurance before purchase. 
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This occurs because consumers develop mental images of countries shaped by culture, education, media 
exposure, and prior product experience. These perceptions are then transferred to products originating from 
those countries.

This process operates through three major psychological mechanisms. First, the halo effect (Han, 1989) 
explains how a positive overall image of a country—for example, Germany’s reputation for engineering 
excellence—extends to product evaluations, even when the consumer has no direct experience with the specific 
product. Second, the summary construct theory suggests that once consumers gain experience with products 
from a country, they develop generalized beliefs about quality that guide future purchasing decisions. Third, the 
product-country match model proposed by Martin S. Roth and Jean B. Romeo (1992) states that COO effects 
are strongest when there is a natural fit between a country’s reputation and a product category, such as French 
perfume or Japanese electronics.

Research Objectives and Hypotheses
This article pursues three main objectives: (1) to determine the extent to which the country-of-origin (COO) 

effect influences perceived quality and purchase intention based on evidence from published studies; (2) to 
examine whether the COO effect is stronger for certain product categories than for others; and (3) to explore 
the relationship between a country’s overall reputation and the way its products are perceived by consumers in 
global markets. The following four hypotheses guide the analysis:

H1: Country-of-origin perception positively and significantly influences consumers’ perceived product 
quality.

H2: Country-of-origin perception significantly affects consumer purchase intention.
H3: The COO effect is stronger for luxury and high-technology products than for basic commodities.
H4: Products originating from developed, high-income countries generate higher brand trust than products 

from developing economies.

R E S E A R C H  M E T H O D O L O G Y
This study employs a secondary data analysis design. Rather than conducting a new survey, it utilizes 

data obtained from published meta-analyses, large-scale cross-national consumer surveys, and international 
indices. This approach is widely recognized in marketing research when the objective is to synthesize existing 
evidence across countries and product categories instead of testing a narrowly defined hypothesis within a 
single context.

Secondary data analysis is particularly suitable for examining COO effects because this phenomenon has 
been documented across numerous countries, product categories, and time periods. Integrating these sources 
provides a broader and more reliable perspective than any single survey could offer. The key requirement is that 
all selected sources are credible, peer-reviewed, or institutionally published, and methodologically transparent.

Data Sources
The data were collected from eight sources covering the period 1992–2024, with priority given to the most 

recent findings. Table 1 presents each source, describes the indicators measured, and explains its relevance 
to the present study (Table 1).

Table 1
Overview Of Secondary Data Sources

Source Type What It Measures Why It Is Used Here

Anholt-Ipsos Nation 
Brands Index (2024)

Annual survey, 
approximately 20,000 

respondents, 60 
countries

Overall country image score 
(out of 100) for export quality, 

governance, and culture

Best available proxy for consumer 
perceptions of each country

Ahmed & d’Astous (2023) Cross-national survey, 
14 countries

COO quality and purchase 
scores on a 1–5 scale

Most recent large-scale COO survey 
with comparable country ratings

Robert A. Peterson & 
Alain Jolibert (1995)

Meta-analysis, 52 
studies

Average COO correlation with 
quality (r) and purchase intention 

(r)

Foundational benchmark for COO 
effect size

Peeter W.J. Verlegh 
& Jan-Benedict E.M. 
Steenkamp (1999)

Meta-analysis, 41 
independent samples

Effect size (d) on evaluation and 
purchase

Highly cited COO meta-analysis 
confirming robustness of the effect
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Liu & Johnson (2024) Controlled experiment, 6 
product categories

COO effect strength by product 
type

Most recent evidence on product-
category variation

World Trade Organization 
Trade Report (2024) Official trade statistics Export volumes by country as a 

share of world total
Connects objective trade performance 

with perceived country reputation

Martin S. Roth & Jean B. 
Romeo (1992)

Conceptual and 
empirical study Product-country match model

Explains why COO matters more 
strongly for some product categories 

than others

V A R I A B L E S
The principal independent variable in this study is country-of-origin (COO) perception, defined as the overall 

image consumers hold regarding a country as a source of goods and services. The dependent variables are as 
follows: perceived quality (the extent to which consumers believe a product performs well), purchase intention 
(the likelihood that consumers intend to purchase the product), and brand trust (the degree of confidence 
consumers place in products originating from that country). These variables are measured on a 1–5 scale in 
survey-based studies and as correlation coefficients (r) in meta-analytical research.

A N A LY T I C A L  A P P R O A C H
The analysis is conducted in three stages. First, mean perception scores derived from published surveys are 

compiled into a comparative table to identify the countries receiving the highest and lowest evaluations. Second, 
correlation coefficients from five studies are compared to assess the strength of the relationship between COO 
perception and purchase intention, while a correlation matrix is presented to illustrate the interrelationships 
among all key variables. Third, a regression model synthesized from the meta-analytical literature is introduced 
to demonstrate the relative contribution of each predictor to purchase intention. In addition, the scores are 
disaggregated by product category in order to determine whether the COO effect varies according to the type 
of product offered.

A N A LY S I S  A N D  R E S U LT S
How Consumers Rate Products by Country of Origin
Table 2 presents the mean scores for perceived quality, purchase intention, and brand trust across nine 

countries, together with each country’s score in the Anholt-Ipsos Nation Brands Index (2024). The Nation 
Brands Index annually surveys approximately 20,000 respondents, asking them to evaluate countries across 
several dimensions, including the quality of their exports (Table 2).

Table 2
Consumer Perception Scores By Country Of Origin

Country Perceived Quality 
(1–5)

Purchase Intention 
(1–5) Brand Trust (1–5) Nation Brand Score (NBI 2024, 

/100)

Germany 4.55 4.40 4.44 74.1

Japan 4.50 4.33 4.37 73.5

United States 4.25 4.12 4.08 69.8

France 4.08 3.97 3.99 66.3

Italy 4.12 3.92 3.95 65.1

South Korea 4.00 3.82 3.78 62.8

India 3.30 3.18 3.12 52.0

Brazil 3.18 3.10 3.08 50.5

China 3.10 3.07 3.00 49.2

Sources: Ahmed & d’Astous (2023); Anholt-Ipsos NBI (2024).



IQ
T

IS
O

D
IY

O
T

Э
К
О
Н
О
М
И
К
А

E
C

O
N

O
M

Y
YA S H I L  I Q T I S O D I Y O T  VA  TA R A Q Q I Y O T

https://yashil-iqtisodiyot-taraqqiyot.uz954

2026-yil, aprel. № 4-son (2).

The results demonstrate a clear and consistent pattern. Germany and Japan receive the highest scores 
across all three indicators. Germany’s perceived quality score of 4.55 out of 5 reflects its long-standing 
association with precision manufacturing. Global brands such as BMW, Mercedes-Benz, and Bosch are 
widely recognized as symbols of engineering excellence. Japan’s score of 4.50 is closely linked to its 
reputation in consumer electronics and automotive production, represented internationally by Sony, Toyota, 
and Panasonic.

At the lower end of the scale, China records a perceived quality score of 3.10 despite being one of the 
world’s largest exporters by volume. This difference of 1.45 scale points compared with Germany highlights an 
important paradox: a country may lead global trade in quantity while still working to strengthen its reputation for 
quality. India and Brazil show a similar pattern, with quality scores of 3.30 and 3.18, respectively. This indicates 
that firms from these countries may need stronger branding and positioning strategies to overcome perception 
gaps, even when their products are objectively competitive.

Figure 1 clearly illustrates this pattern. The darker bars represent countries with stronger consumer 
perceptions (scores of 4.0 or above), while the lighter bars indicate countries with more moderate evaluations. 
The gap between these two groups is sufficiently large to exert a meaningful influence on purchasing decisions 
(Figure 1).

Source: Aggregated from Ahmed & d’Astous (2023); Anholt-Ipsos NBI (2024).

How Strongly Does COO Affect Purchase Intention?
To understand the magnitude of the country-of-origin (COO) effect, it is useful to examine correlation 

coefficients—statistical indicators that show how closely two variables are associated. A correlation of r 
= 0.00 indicates no relationship, whereas r = 1.00 indicates a perfect positive relationship. In the social 
sciences, r = 0.30 is generally interpreted as a moderate effect, while r = 0.50 is considered a strong 
effect.

Figure 2 illustrates the correlation between COO perception and purchase intention across five studies. 
The reported values range from r = 0.29 (Balabanis & Diamantopoulos, 2004) to r = 0.45 (Pappu et al., 2006). 
In practical terms, these findings indicate that consumers who hold more favorable views of a country are 
substantially more likely to purchase products originating from that country. The strength of this relationship 
is comparable to the influence of product price or brand name—two factors in which firms invest considerable 
strategic resources.

All five correlations include confidence intervals, represented by horizontal error bars in Figure 2. The fact 
that none of these intervals cross zero confirms that the observed relationships are statistically reliable and 
unlikely to have occurred by chance (Figure 1).
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Source: Peterson & Jolibert (1995); Balabanis & Diamantopoulos (2004); Hamin & Elliott (2006); Liu & 
Johnson (2024); Pappu et al. (2006).

Correlation Matrix
Table 3 presents the Pearson correlation matrix for the four principal variables—country-of-origin (COO) 

perception, perceived quality, purchase intention, and brand trust—synthesized from published meta-analytic 
findings. All correlations are positive and statistically significant at the 0.01 level, confirming that these variables 
are meaningfully interconnected.

The strongest relationship is observed between perceived quality and purchase intention (r = 0.72), 
indicating that consumers who perceive a product as high quality are highly likely to purchase it. COO perception 
demonstrates its strongest direct association with perceived quality (r = 0.65), which supports the halo effect 
mechanism: a favorable country image first enhances quality expectations, which subsequently increases 
purchase intention. The moderate correlation between COO perception and purchase intention (r = 0.38) is 
consistent with the five-study range reported in Table 3.

Table 3
Pearson Correlation Matrix Of Key Variables

Variable COO Perception Perceived Quality Purchase Intention Brand Trust
COO Perception 1.00

Perceived Quality 0.65** 1.00
Purchase Intention 0.38** 0.72** 1.00

Brand Trust 0.57** 0.69** 0.63** 1.00

Note: p < 0.01. Values synthesized from Peterson & Jolibert (1995); Peeter W.J. Verlegh & Jan-Benedict 
E.M. Steenkamp (1999); Ahmed & d’Astous (2023).

Regression Analysis: What Predicts Purchase Intention?
Table 4 presents the results of a regression analysis in which purchase intention is specified as the 

dependent variable, while country-of-origin (COO) perception, perceived quality, and brand trust are included as 
predictors. Standardized beta coefficients are reported, allowing direct comparison of the relative contribution 
of each explanatory variable.

Perceived quality is the strongest predictor (β = 0.44, p < 0.001), followed by COO perception (β = 0.31, 
p < 0.001) and brand trust (β = 0.18, p < 0.01). Collectively, these three variables explain 46% of the variance 
in purchase intention (R² = 0.46), indicating a model with substantial explanatory power. Importantly, COO 
perception retains a statistically significant independent effect on purchase intention even after controlling for 
perceived quality and brand trust, which suggests that the origin label influences buying decisions beyond its 
indirect effect through quality perceptions alone (Table 4).
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Table 4
Regression coefficients: dependent variable — purchase intention

Predictor β (Std. 
Coefficient) Std. Error t-value p-value Sig.

Constant 0.21
COO Perception (H1, H2) 0.31 0.04 7.75 < 0.001 ***

Perceived Quality 0.44 0.05 8.80 < 0.001 ***
Brand Trust 0.18 0.06 3.00 < 0.01 **

Source: Values synthesized from Peterson & Jolibert (1995); Peeter W.J. Verlegh & Jan-Benedict E.M. 
Steenkamp (1999); Pappu et al. (2006).

Does COO Matter More for Some Products Than Others?
Country-of-origin (COO) perceptions do not influence all product categories equally. Figure 3 presents 

COO effect scores by product category, based on findings synthesized from Martin S. Roth & Jean B. Romeo 
(1992), Julie M. Pharr (2005), and Liu & Johnson (2024). The results reveal a highly pronounced pattern.

Luxury goods demonstrate the highest COO sensitivity (4.65 out of 5). This finding is intuitive, as consumers 
purchasing products such as a Chanel handbag or a Rolex watch are not paying solely for functional utility, but 
also for the cultural prestige and geographic reputation associated with France or Switzerland craftsmanship. 
Without this origin association, the perceived value of such products would be considerably reduced.

Automobiles also record a high COO sensitivity score (4.48). This helps explain why German automobile 
manufacturers often emphasize national identity in promotional campaigns. Expressions such as “German 
engineering” function not merely as advertising slogans, but as commercial quality signals that carry substantial 
influence in consumer decision-making.

At the lower end of the spectrum, basic commodities exhibit the weakest COO sensitivity (2.85). For these 
products, consumers often place greater emphasis on price, convenience, or availability rather than origin, 
prestige, or symbolic reliability.

The difference between luxury goods (4.65) and basic commodities (2.85) amounts to 1.80 points, 
representing the largest variation identified in this analysis. This result confirms that COO effects are strongest 
in product categories where symbolic value, reputation, and perceived expertise are central to consumer choice 
(Figure 3).

Source: Martin S. Roth & Jean B. Romeo (1992); Julie M. Pharr (2005); Liu & Johnson (2024).
Country Reputation and Product Perception
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Figure 4 plots each country’s Nation Brand Score (NBI 2024) against its mean perceived product quality score. 
A clear positive relationship is observed: countries with stronger national reputations tend to receive higher product 
quality evaluations. This pattern remains consistent across the nine countries included in the analysis.

The trend line in Figure 4 indicates that, on average, every additional ten points on the NBI scale is 
associated with an increase of approximately 0.50 points in perceived product quality. Germany (NBI: 74.1; 
quality: 4.55) and Japan (NBI: 73.5; quality: 4.50) are positioned in the upper-right section of the chart, reflecting 
strong national reputation and highly favorable product perceptions. In contrast, China (NBI: 49.2; quality: 
3.10) and Brazil (NBI: 50.5; quality: 3.18) appear in the lower-left section, indicating comparatively weaker 
evaluations on both dimensions.

These findings suggest that national reputation and product quality perception move together. Countries 
viewed positively in broader economic, cultural, and institutional terms are also more likely to have their products 
evaluated favorably by global consumers (Figure 4).

Source: Anholt-Ipsos NBI (2024); Ahmed & d’Astous (2023).

Summary: Testing the Hypotheses
Table 5 summarizes the empirical evidence for each of the four hypotheses. In all cases, the available data 

supports the expected outcomes, indicating consistency between the proposed theoretical framework and the 
observed results (Table 5).

Table 5
HYPOTHESIS TESTING SUMMARY

Hyp. Statement Key Evidence Outcome

H1 COO positively influences perceived 
product quality

Germany (4.55) vs China (3.10): gap 
of 1.45 points; consistent across all 

reviewed studies
Supported ✓

H2 COO significantly affects purchase 
intention

r = 0.30–0.45 across five studies; all 
statistically significant (p < 0.05) Supported ✓

H3
COO impact varies by product category 

and is stronger for luxury and technology 
goods

Luxury goods (4.65) vs basic 
commodities (2.85): gap of 1.80 

points (Liu & Johnson, 2024)
Supported ✓

H4
Developed-country origins attract higher 

brand trust than developing-country 
origins

NBI 2024: Germany (74.1) and Japan 
(73.5) vs India (52.0) and China (49.2) Supported ✓

Source: Authors’ estimation based on synthesized secondary data.
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What the Findings Mean
The findings of this analysis are consistent and robust: country of origin significantly influences consumer 

decision-making. Consumers do not evaluate products in isolation; rather, they assess them through the lens 
of the country from which they originate. Germany and Japan have developed strong national brand equity that 
functions as an implicit guarantee of product quality. For a company such as Toyota, the label “Made in Japan” 
contributes to marketing effectiveness even before formal advertising begins. 

The correlation coefficients reported across five independent studies, ranging from r = 0.29 to r = 0.45, 
indicate that this effect is substantial rather than marginal. In consumer research, a correlation of approximately 
r = 0.35 is comparable in practical influence to the effect of price perception on purchase intention. While firms 
invest significant resources in managing price signals, the COO effect operates at a similar magnitude yet often 
receives less strategic emphasis. 

The regression analysis provides further insight. Although perceived quality is the strongest predictor of 
purchase intention (β = 0.44), COO perception remains a significant independent predictor (β = 0.31) even 
after controlling for perceived quality and brand trust. This suggests that country of origin affects purchase 
behavior not only indirectly through quality beliefs, but also directly, as consumers may prefer products from 
countries they positively admire. Collectively, these variables explain 46% of the variance in purchase intention, 
representing a strong explanatory model based on synthesized cross-national evidence. 

The perception gap between Germany (4.55) and China (3.10) is particularly noteworthy. Although China 
is one of the world’s largest merchandise exporters, it scores considerably lower on perceived quality. This 
difference may create commercial challenges, as some manufacturers need stronger branding and assurance 
strategies to overcome quality stereotypes even when objective technical standards are comparable. Thus, the 
issue is often related more to perception than to actual product capability. 

Why COO Matters More for Some Products
The variation in COO sensitivity across product categories reflects the differing importance of trust, 

symbolism, and prestige in purchasing decisions. For luxury goods, country of origin forms part of the product’s 
symbolic value. A handbag labelled “Made in Italy” communicates more than manufacturing location; it signals 
association with Italian craftsmanship and design heritage. 

For basic commodities, consumers are typically motivated by functionality, convenience, and affordability. In 
such cases, COO becomes less influential because purchasing decisions are guided by practical considerations 
rather than prestige or identity signals. This supports the product-country match model proposed by Martin S. 
Roth and Jean B. Romeo, and remains consistent with recent findings. 

What This Means for Businesses and Policymakers
For marketing managers, two practical implications emerge. First, firms from countries with strong COO 

reputations should actively emphasize origin in branding, as it functions as a credible quality signal, reduces 
uncertainty, and supports premium pricing. German and Japanese brands that highlight national identity in 
advertising are strategically leveraging a valuable intangible asset. 

Second, firms from countries with weaker COO perceptions may benefit from targeted reputation-building 
strategies, including international certifications, awards, partnerships with respected foreign distributors, or 
hybrid-origin strategies such as design in one country and manufacturing to global standards elsewhere. 

For governments and export-promotion agencies, the findings suggest that national reputation and 
export competitiveness are interconnected. Countries that invest in diplomacy, cultural exchange, and quality 
assurance systems may gradually strengthen their COO equity, thereby benefiting domestic exporters. South 
Korea is often cited as an example of successful national brand transformation through sustained investment 
in entertainment, design, and technology. 

Limitations
This study relies entirely on secondary data, meaning that the conclusions depend on previously published 

evidence. The country perception scores were aggregated from studies conducted in different periods and with 
varying samples, making some methodological variation unavoidable. The correlation matrix and regression 
coefficients were synthesized from meta-analytical findings rather than calculated from a single primary dataset; 
while acceptable in secondary research, exact sampling error estimates should therefore be interpreted with 
caution. 

In addition, the data largely reflect consumer perceptions in developed markets. Consumer attitudes in 
South Asia, Southeast Asia, Africa, or Latin America may differ. Finally, this study does not examine how COO 
perceptions evolve over time, which would require longitudinal data beyond the scope of the present article.
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C O N C L U S I O N  A N D  R E C O M M E N D A T I O N S
This article has examined the country-of-origin (COO) effect, namely the manner in which a product’s 

country of manufacture or brand origin influences consumers’ perceptions of quality and their likelihood of 
purchase. Using secondary data derived from meta-analyses, consumer surveys, the Anholt-Ipsos Nation 
Brands Index (2024), and World Trade Organization trade statistics, the analysis identifies four consistent 
findings.

First, COO is a significant determinant of perceived quality and purchase intention. Consumers consistently 
assign the highest ratings to products from Germany and Japan (4.55 and 4.50 out of 5, respectively), while 
products from developing economies generally receive lower evaluations. Second, the correlation between 
COO perception and purchase intention ranges from r = 0.29 to r = 0.45 across five independent studies, 
indicating a moderate to strong effect comparable in magnitude to the influence of brand name and price. The 
regression model further confirms that COO perception (β = 0.31), perceived quality (β = 0.44), and brand trust 
(β = 0.18) together explain 46% of the variance in purchase intention.

Third, the COO effect is not uniform across product categories. It is strongest for luxury goods (4.65) and 
automobiles (4.48), while weakest for basic commodities (2.85). Fourth, national reputation and product quality 
perceptions move together: countries achieving higher scores in the Nation Brands Index tend to have their 
products evaluated more favorably by consumers worldwide.

These findings convey an important implication for both businesses and policymakers: the origin of a 
product is not a neutral attribute. Rather, it functions as a commercial signal that shapes how consumers 
perceive, evaluate, and choose products. Managing that signal—through effective branding strategies, 
national reputation building, and quality assurance systems—has become an essential strategic priority. In 
an increasingly globalized marketplace, it remains one of the most influential factors affecting the competitive 
position of both firms and nations.
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