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Abstract 
 

Country of origin can be defined as the extent by which consumers evaluate the product by 

the country of origin.  This can be seen by the “made in” label.  The effects can be favourable or 

unfavourable.  In many product categories, consumers use country of origin as a cue to judge the 

quality, prestige or performance of the product. When there is a match between the perceived 

'strength' of the country and the desired product features, the country of origin label will have a 

favourable effect. There are a lot of factors that influence consumers’ perception of goods – brand 

name, image, communication efforts, and even actual experience.  This exploratory study focuses 

on the “made in” claim, the country where the product comes from.  Several researches have 

proven that country associations result to customer bias. 

Research suggests that COO serves as a cue from which consumers make inferences about 

product and product attributes. The COO cue triggers a global evaluation of quality, performance, 

or specific product attributes. Consumers infer attributes to the product based on country 

stereotype and experiences with products from that country. Hence, a COO cue has become an 

important information cue for consumers who are exposed to far more internationalized product 

selection and multinational marketing than ever before. Research into COO has focused on various 

issues linking COO with other marketing variables, including consumer nationalism, 

demographics, hybrid products, brand effects, product quality, price, consumer perceptions, 

technology sophistication, product features, advertising images, and country images, to measure 

consumer perceptions and purchasing behavior (Ahmed et al., 2004; Badri, Davis, & Davis, 1995; 

Hamzaoui & Merunka, 2006). 

From a convenience sample of 100 respondents composed of affluent young adult 

consumers the study reveals that country origin though important do not often dominate the 

process of consumer preference.  Other factors were deemed important like price, product quality, 

social status and social prestige.  Another factor looked into is the fact the Philippines is an 

emerging economy and products made in developed countries are deemed better because of better 

engineering, technology and intense competition.  It should also be noted that there is a difference 

between country of manufacture and country of origin.  The segment studied understands this and 

knows the differentiation.  The country of origin which is embodied in the brand is seen as more 

important than country of manufacture in the purchase decision of affluent young adults.  For 

brands, they should continue to put their efforts in strengthening their brand image. 
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1. Introduction 

In developing markets like the Philippines, consumers are increasingly faced with a choice 

between older local brands and newer nonlocal or foreign brands. In the last five years we have 

seen the entry of huge international retailers like Forver 21, Top Shop, Zara, Gap and more recently 

Old Navy and H&M.  How consumers make their choice is worth researching.   

Scores of studies have already documented the ways in which consumers use a brand's 

country-of-origin (CO) as a cue in inferring its quality and acceptability (Baughn & Yaprak, 1993; 

Bilkey & Nes, 1982),and this research ought to help us understand how consumersin developing 

countries make this choice between localand nonlocal brands. However, most analyses of CO 

effects have only used data from U.S. or U.K. consumers (see review in Heslop & Papadopoulos, 

1993). As a result, we are left with little theory to predict how and why consumers indeveloping 

markets choose between older, local brands and newer, foreign or nonlocal brands.  

 

1.1 Definition of Country-of-origin (COO) 

Country-of-origin (COO) is defined as where the product or brand comes from.  This often 

influences a consumer perception of the product.  An example would be Uniqlo comes from Japan 

and therefore consumers already have a favorable perception of the brand.  Country-of-origin 

effect deals with such perceptions.  This effect differs by product categories, levels of quality.  

Country-of-origin bias means customers tend to overstate the positive and negative attributes of a 

product resulting to a bias towards products from certain countries (Johansson, 2000).   

Despite the COO there is the country-of-manufacture (CM).  This is where the product is 

actualy made and may not be the same with the COO.   

 

1.2 Review of Related Literature 

Research shows that the impact of such characteristics as price, COO, brand, and style 

affect consumer evaluations of product quality and has a significant effecton consumers’ purchase 

preferences. For instance, consumers negatively evaluated the importance of COO relative to 

brand name when the product was produced in a lessdeveloped country. Negative evaluation of 

products made in less developed countries was not overcome by a well-known brand name 

(Ahmed et al., 2004; Clark, Owens, & Ford 2000). 

It has been suggested that the brand name cue evokes not only beliefs about the brand 

itselfbut also triggers recall of the country associated with it as its COO (Jaffe & Nebenzahl, 

2001).For example, regardless of the country of manfacture (CM) of Philips products, 

consumersmay also associate them with the Netherlands (COO), thus triggering the relative overall 

country-of-origin image (COI) and its image as a source for the specified product line. Asis the 

case for the made-in country, the associated country (COO) affects the brand image of the product 

line and moderates the effect of the brand image alone (Al-Sulaiti & Baker,1998; Huddleston, 

Good, & Stole, 2001; Jafe & Nebenzahl, 2001). 

Consumer buying behavior is influenced by many uncontrollable factors, such as social 

influence. Social class and reference groups are important factors that affect consumers’ buying 

behavior. It has been pointed out that social class can be defined as a relatively permanent grouping 

of people who are similar in their values and behavior based on their economic position in society 

(Bareham, 1995).  
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Customers seek brand-related knowledge from the experiences of their reference group, 

for instance, friends, neighbors, relatives, and work associates, to gain reliable information. The 

group evolves beliefs, attitudes, and way of behaving. The greatest impact and influence on 

individual behavior is exerted from a primary group. It includes family, neighbors, friends, and 

social clubs (Solomon et al., 1999). Primary groups are more important to the consumer in 

developing product beliefs, tastes, and preferences and have a more direct influence on purchasing 

behavior. The individual uses them as a standard of reference for his or her general or specific 

thoughts, feelings, and actions. Reference groups provide models for an individual’s motivations, 

perceptions, learning, attitude formation, and decision making. For necessary or inexpensive 

goods, the influence of the reference group on product choice is relatively small (Schette & 

Ciarlante, 1998). However, the reference groups’ influence on brand choice or luxury goods may 

be relatively great. 

Indeed, Western and Asian consumers exhibit different buying behaviors (Schette & 

Ciarlante, 1998). Western consumers tend to be more individualistic and impulsive when making 

purchasing decisions and tend to be more influenced by personal factors. On the other hand, Asian 

consumers are less individualistic in their buying behavior and personal preferences are 

determined by input from various sources, such as family, friends, and peers. The family unit is 

the basis for virtually all known societies. Many family purchases are inherently emotional and 

affect the relationships between family members (Schette & Ciarlante, 1998). Families have a 

lifelong impact on all of us both genetically and through our early socialization, no matter what 

culture we come from. Family, whether nuclear or extended, is still a major social group for most 

people and has a strong influence on the behavior adopted by individuals within it, including 

consumer preferences. Moreover, due to the strong collectivist orientation of Asian cultures, the 

family is regarded as the most fundamental group in life that influences people’s behavior (Schette 

& Ciarlante, 1998). 

 

1.3.  Objectives of the Study 

The study aims to investigate further COO effects among young adults when purchasing 

clothing brands.  The specific objectives are: 

 To determine knowledge and accuracy of the market about COO 

 To determine knowledge and accuracy of the market about CM 

 To identify COO effects on the purchase of products vis a vis CM 

Hypothesis of the Study 

 Young adults are not accurate in stating the COO for the brands 

 Young adults are not accurate in stating the CM for the brands 

 CM from a seemingly less developed country will result to non purchase of the 

product. 

 

2. Methodology 

 This paper is a single cue research in terms of respondents covered.  It covers young adults 

ages 16-21 who all belong to the upper social class.   The respondents are all university students 

coming from DLSU, Ateneo and UA&P.  Without asking them directly, the buying power of this 

group is high particularly on clothing.   
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 Quota sampling was used and a total of 120 respondents were gathered.  The paper used a 

simple questionnaire which was conducted face to face.  The brands used in the study are the 

popular brands among the target respondents.  A validation was used which was purchase must 

have been done in the past 6 months.  The survey was conducted December 2014. 

 Simple statisticial tools were used to analyze the data.  The correctness of the answers were 

determined from secondary research to determine country-of-origin.   Actual observations, thru 

store checks, were done to determine accuracy of the country-of-manufacture.  The researcher 

visited the stores and looked at the labels.   

 

3. Results and Analysis 

 

Out of the 120 respondents, 70% were female and 30% male.   

 

Brands Percentage 

Forever 21 74% 

H&M 78% 

Zara 55% 

Top Shop/ Top Man 51% 

Gap/ Old Navy 27% 

Table 1.  Brands Purchased During the Past 6 Months 

 

Based on the table above, all the respondents have shopped in the stores selected for this 

study.  The highest purchase was done at H&M which only opened last October 2014.  This is the 

reason why this store got the highest percentage for purchase.  This young segment loves new 

things and they are curious of what this new retailer offers.   

 

Country-of-Origin Correctness Percentages 

100% correct 50 

75% correct 14 

50% correct 11 

25% correct  

wrong 25 

Table 2.  Accuracy of COO 
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Forever 21 originated from the United States. H&M originated from Sweden, Zara 

originated from Spain, Top Shop and Top Man from United Kingdom and Gap and Old Navy from 

the United States.  The results show that half of the respondents correctly identified the COO.  

Additionally, others got 75% of the countries correct while a few correctly identified half of the 

COOs.  So in totality, 75% of the respondents knew exactly where the brands came from.  Only 

25% got wrong answers. 

More than majority (85%) of the respondents are aware that despite the country-of-origin, 

products are actually made in other countries.  In fact, almost the same number (82%) identified 

the correct the country-of-manufacture.  The countries cited were China, Bangladesh, Indonesia, 

Vietnam, Philippines, Morocco, Cambodia, Pakistan among others.  All of the respondents who 

are aware of the CM said they all purchase the brand despite the difference with the COO. 

 

Reasons Ranking Percentage 

Style 1st 71% 

Quality 2nd 55% 

Brand 3rd 52% 

Popularity 4th 30% 

Price 5th 25% 

Table 3.  Reasons for Purchase 

 

Based on the table above, the respondents gave style as the reason for the purchase despite 

the difference between the COO and CM.   The target respondents are young adults thus style is 

very important to them.  The want the latest fashion and look and this impacts on their choice of 

brand.  Next is quality which they expect the brands carry because of the COO.  The COO will not 

outsource it to CM that has poor quality so they are assured that the products are of good quality.  

Brand comes in as third and surprisingly H&M is a very strong brand considering that this store is 

not even 6 months in the market.  Related to style, young adults want to be in and so they look into 

the popularity of the brand.  They would want to wear clothes that are popular among their peers.  

Lastly, price is the last consideration because this group is affluent and has the buying power. 

 

The study showed that the following hypothesis: 

 Young adults are not accurate in stating the COO for the brands:  NULL AND VOID 

 Young adults are not accurate in stating the CM for the brands:  NULL AND VOID 

 CM from a seemingly less developed country will result to non-purchase of the 

product:  NULL AND VOID 
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4. Conclusion and Recommendation 

This study explored the relationship between country-of-origin and country-of-

manufacture.  To conclude, contrary to the hypothesis, young adults are accurate in stating the 

country-of-origin for the brands and they are also accurate in the country-of-manufacture.  Also, 

despite the knowledge on the difference between COO and CM, the target market continues to 

purchase the products. 

This research provides an insight that young adults are more knowledgeable in the brands 

they wear.  This can be attributed to the ease of finding information through the internet.  It also 

means that even if the CM is a developing or underdeveloped country, this does not affect the 

purchase.  The COO has the bigger effect and we can say that it has a “halo” effect on the products.  

For this market, the factors that are considered in the purchasing are style, quality and brand which 

all point to a degree of social identity.  There has been a lack of focused data that is of greater 

value to companies who segment their markets and target specific groups.  Most COO studies give 

marketing managers an overview of consumer behaviour but not specific, more detailed 

information.  What is significant in this study is that it isolated and researched one specific group 

of consumers, whose buying power and economic importance is significant in a developing 

country.  Young adults are a huge market and this is the target market of a lot of products.  

The marketing function and strategy of the manufacturing organization can be viewed as a 

system, a process.  Brands are looking for more efficient ways to manufacture their products and 

outsourcing them to under developed economies or developing economies is one strategy.  This 

study clearly points out the importance of a strong brand which is a marketing function.  The effect 

of a strong brand is translated ultimately to purchase. The brand needs to inform the public of its 

country-of-origin and be strong on this.  Once this is established, the market disregards the country-

of-manufacture.  Despite the fact that all the brands have China as a CM, the market continues its 

patronage.  Thus, for marketing and business managers, it is imperative that the creation of a strong 

brand is a priority attached with its country-of-origin.  Apart from a strong brand, style and quality 

is also important.  Thus, even if the CMs are from less developed countries, the style should reflect 

the latest and the quality should standard.  With a strong brand and a recognized COO, current 

style and good quality, the market will buy the products and not focus on the CM. 

This study can be replicated using another single market like adults, retirees or teenagers.  

It can also be done when entering new territories.  For example, this study can be replicated in 

Vietnam for the same market should H&M or Forever 21 open there.  More insights can be gained 

that can aid marketing and business managers.  Within the same single market of young adults, 

other studies can focus on local and foreign brands. It is already a fact that even our local brands 

like Bench, Bayo, Kamiseta manufacture outside the Philippines.  Thus, this can be another study.   

Also, apart from comparing COO and CM what can be compared are local and foreign brands.    
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