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

 
 

 


 
 

  
   Israel D. Nebenzahl et al., “Towards a Theory of Country Image Effect on Product 

Evaluation”, Management International Review, Vol. 37, No 1, 1st Qtr., 1997, PP. 27    
   Jaime Almonte et al., “Country  of  Origin Bias Among High  Income Consumers in 

Mexico: An Empirical Study”, Journal of International Consumer Marketing, Vol. 8, No 
2, 1995, PP. 27  44. 

   Marjorie Wall et al., “Impact of Country  of  Origin Cues on Consumer Judgments in 
Multi  Cue Situations: a Covariance Analysis”, Journal of the Academy of Marketing, 
Vol. 19, N° 2, Spring 1991, PP. 105  113.
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15 2013  (Décembre 2013) 158EME Année - N°: 

 
 
 

 


19091910Allport


 
)1( 

Attitude
  Physical 

position 
)2(


 

)3( 
  


)4( 


 


 

 
(1) Christian Derbaix & Joël Brée, Comportement du consommateur, présentation de 

textes choisis,(Paris : Économica, 2000), P 266. 
(2)William Wilkie, Consumer Behavior, 3rd Edition, (New York : John Wiley & Sons, 

1994), P 449. 
(3) Michael Solomon et al.,Le Comportement du consommateur, 6ème édition, (Paris : 

Pearson Education, 2005), P 225. 
(4) 1

2001233 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

)1( 
1





 

2

 

3


 
4

 
5


 

6


 
7 
8 


 
 

(1) 
   Wayne Hoyer & Deborah Macinnis, Consumer Behavior, 2nd Edition,(New York : 

HoughtonMifflin Company, 2000), PP. 91  92. 
2

2006157158 


2009131 



295  

15 2013  (Décembre 2013) 158EME Année - N°: 





 


)1( 



 




 
 




 




 



 




 

 

(1) 
200661 
9293 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

 
 
 


 


 
 

Country of Origin 
          

          
  

1.2    ZhangLundstrom 

et al. )1( Cattin et 

al.        )2(





)3( 
      

 
(1) 

   Yong Zhang, “Chinese consumers’ evaluation of foreign products: the influence of 
culture, product types and product presentation format”, European Journal of 
Marketing, Vol. 30, N° 12, 1996, P 51. 

   William J. Lundstrom et al., “Factors influencing Taiwanese consumer preference for 
Foreign  Made white goods: USA versus Japan”, Asia Pacific Journal of Marketing 
and Logistics, Vol. 10, N° 3, 1998, PP. 5  29.

(2)Philippe Cattin et al., “A Cross  Cultural Study of Made in+ Concepts”, Journal of 
International Business Studies, Vol. 13, No 3, Winter 1982, PP. 131  141. 

(3)
2004

13 
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15 2013  (Décembre 2013) 158EME Année - N°: 

   )1( 
            

    
   

 


 

2.2     
        
         
      
     
  )2(     
          

        
)3( 
3.2      
       
  ChaoAhmed & d’Astous  

 
(1) 

   Thomas J. Maronick, “An Empirical Investigation of Consumer Perceptions of ‘Made in 
USA’ Claims”,International Marketing Review, Vol. 12, No 3, 1995, PP. 15  30.

   Gillian Sullivan Mort et al., “Country Images and Perceptions of Products ‘made in’ 
Eastern Europe: the View from Australia”, 2nd CIDIM, April 28, 1995. 

   Michael A. Kamins & Akira Nagashima, “Perceptions of products made in Japan versus 
those made in the United States among Japanese and American executives: A 
longitudinal perspective”, Asia Pacific Journal of Management, Vol. 12, No 1, April 
1995, PP. 49  68. 

   Martin S. Roth & Jean B. Romeo, “Matching Product Category and Country Image 
Perceptions: A Fram  ework for Managing Country  Of  Origin Effects”, Journal of 
International Business Studies, Vol. 23, No 3, 3rd Qtr., 1992, PP. 477  497.

(2) Francis M. Ulgado & Moonkyu Lee, “Consumer Evaluations of Bi  National Products 
in the Global Market”, Journal of International Marketing, , No 3, March 1993, P 5. 

(3)  Saeed Samiee, “Customer evaluation of products in a global market”, Journal of 
International Business Studies, Vol. 25, N° 3, 3rd Qtr., 1994, P 581. 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

)1( 
Design Country(Country Of 

Brand) 
 Assembly Country

Insch & Mc Bride
)2 ( 
  Key Parts Country 

 
Patrick & Urien(Made in Country)

(Home Country)(Designed  ـin Country)
Key Parts CountryAssembledin 

Country)3( 
Häubl 










)4( 
 

(1) 
   Paul Chao, “Partitioning Country of Origin Effects: Consumer Evaluations of a Hybrid 

Product”, Journal of International Business Studies, Vol. 24, N° 2, 2nd Qtr., 1993, PP. 
291  306. 

   Sadrudin A. Ahmed & Alain d'Astous, “Comparison of Country of Origin on Household 
and Organiza  tional Buyers’ product perceptions”, European Journal of Marketing, 
Vol. 29, N° 3, 1995, PP. 35  51.

(2)Gary S. Insch & Brad J. Mc Bride, “The impact of country of  origin cues on consumer 
perceptions of product quality: A binational test of the decomposed country  of  origin 
construct”, Journal of Business Research, Vol. 57, N° 3, March 2004, PP. 256  265. 

(3)Gabriel Patrick & Bertrand Urien, “Valeurs de consommation et origine territoriale des 
produits”, Décisions marketing, N° 43  44, Juillet  Décembre 2006, P 43. 

(4)Gerald Häubl, “A Cross  national Investigation of the Effects of Country of Origin and 
Brand Name on The Evaluation of a New Car”,International Marketing Review, Vol.  
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15 2013  (Décembre 2013) 158EME Année - N°: 

       

       

    . 
  Han & Terpstra  

   )1 ( 
      
      
      
     . 


   
  

     
      

  
       . 

    
 


 



 

 
 


  

13, N° 5, 1996, PP. 76  97. 
(1) C. Min Han & Vern Terpstra, “Country  of  Origin Effects for Uni  National and Bi  

National Products”, Journal of International Business Studies, Vol. 19, N° 2, Sum. 
1988, P 237. 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

 


 
 










 


)1( 





 
01 

 
1 
2 


1 
2 
3
 

 
(1)2

200675 



301  

15 2013  (Décembre 2013) 158EME Année - N°: 

4 
01 
 

  

 
  
  
 

 
  
  

 
 
 

 
 

 

 

  

   
   
   
   
    

Source : Philip Kotler et al., Marketing Management, 11ème édition, (Paris :Pearson 
Education, 2004), P 204.

 
  


 

 





 
1.4





 






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 MÂAREF (Revue académique) partie : Sciences Economiques 

)1( 
2.4Schmidt & Spreng  





)2( 

Chao & Gupta
)3( Hong & Wyer


)4(


 




)5( 
1 High Involvement 




 
(1) 

   Peeter W.J. Verlegha et al., “Country  of  origin effects in consumer processing of 
advertising claims”,International Journal of Research in Marketing, Vol. 22, N° 2, 
June 2005, PP. 127  139.

(2) Jeffrey B. Schmidt & Richard A. Spreng, “A proposed model of external consumer 
information search”,Journal of the Academy of Marketing Science, Vol. 24, No 3, 
Sum. 1996, PP. 246  256. 

(3) Paul Chao & Pola B. Gupta, “Information Search and Efficiency of Consumer 
Choices of New Auto  mobiles: Country  of  Origin Effects”, International Marketing 
Review,Vol. 12, N° 6, 1995, PP. 47  59. 

(4) Sung  Tai Hong & Robert S. Wyer,“Effects of Country  of  Origin and Product  
Attribute Information on Product Evaluation: AnInformation Processing Perspective”, 
Journal of Consumer Research,Vol. 16, N° 2, September 1989, PP. 175  187. 

(5)
20043637 
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15 2013  (Décembre 2013) 158EME Année - N°: 

 
2 Low Involvement 









 

 
 
 
 


 





)1( 





 

 
(1) 

   Jagdish Agrawal &Wagner Kamakura, “Country of origin: A competitive advantage?”, 
International Journal of Research in Marketing, Vol. 16, No 4, December 1999, PP. 
255   267. 

   Andries G. De Wet et al., “Country of origin: Does it matter ?”, Total Quality 
Management, Vol. 12, No 2, 2001, PP. 191   200. 



304  

 MÂAREF (Revue académique) partie : Sciences Economiques 

)1(



)2 (

 
3.4


 
 
 





 





 





 




 
(1) 

   Sevgin A. Eroglu & Karen A. Machleit, “Effects of Individual and Product  specific 
Variableson Utilising Country of Origin as a Product Quality Cue”, International 
Marketing Review, Vol. 6, No 6, 1989, PP. 27   41.  

(2) 
   Johny K. Johansson,“Determinants and Effects of the Use of Made in+ Labels”, 

International Marketing Review, Vol. 6, No 1, January 1989, PP. 47   58. 
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15 2013  (Décembre 2013) 158EME Année - N°: 


)1( 

 
)2(


 





)3(Liuet al.


)4( 
 Johansson & Nebenzahl

 
)5(Miyazaki et 

al.



)6( 

 
(1) Durairaj Maheswaran, “Country of Origin as a Stereotype: Effects of Consumer 

Expertise and Attribute Strength on Product Evaluations”, Journal of Consumer 
Research, Vol. 21, No 2, September 1994, PP. 354   365.  

(2) ZeynepGürhan  Canli & Durairaj Maheswaran, “Cultural Variations in Country of 
Origin Effects”, Journal of Marketing Research, Vol. 37, No 3, August 2000, PP. 309    

(3) Sangpil Han et al., “Think It's Good, but Feel It's Bad: Country  of  Origin Effect on 
Cognition, Affect, and Behavior”, Advances in Consumer Research, Vol. 32, No 1, 
January 2005, P 263. 

(4) Scott S. Liu et al., “The Automatic Country  of  Origin Effects on Brand Judgments”, 
Journal of Advertising, Vol. 34, No 1, 2005, PP. 87   97. 

(5)Johny K. Johansson & Israel D. Nebenzahl, “Multinational Production: Effect on Brand 
Value”, Journal of International Business Studies, Vol. 17, No 3, Autumn, 1986, PP. 
101  126. 

 (6) Anthony D. Miyazaki et al., “The Effect of Multiple Extrinsic Cues on Quality 
Perceptions: A Matter of Consistency”, Journal of Consumer Research, Vol. 32, No 1, 
June 2005, PP. 146153 . 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

)1(












 

Verlegh&Steenkamp









)2( 


)3( 

 
 


 
 

(1) 
   Sangpil Han et al., OP.cit, P 263.  
(2)Peeter W.J. Verlegh& Jan  Benedict E.M. Steenkamp, “A Review and Meta Analysis 

of Country  of  Origin Research”, Journal of Economic Psychology,Vol. 20, No 5, 
October 1999, PP. 521   546.  

(3)Erdener Kaynak & Orsay Kucukemiroglu, “CountryofOrigin evaluations: Hong Kong 
consumers' perception of Foreign Products after Chinese takeover of 1997”, 
International Journal of Advertising, Vol. 20, No 1, 2001, PP. 263   264.  
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15 2013  (Décembre 2013) 158EME Année - N°: 

 
 
 



)1()2(

)3(Manrai 

et al.   


)4( 
44

 



 





 Leonidou et al.
)5(

 
(1)Chike Okechuku, “The Importance of Product Country of Origin: A Conjoint Analysis 

of the United States, Canada, Germany and The Netherlands”, European Journal of 
Marketing, Vol. 28, No 4, 1994, PP. 5   19.  

(2)Victor V. Cordell, “Effects of Consumer Preferences for Foreign Sourced Products”, 
Journal of International Business Studies, Vol. 23, No 2, 2nd Qtr., 1992, PP. 251   
269. 

(3)Jean  Claude Usunier, “Social status and country  of  origin preferences”, Journal of 
Marketing Management, Vol. 10, No 8, 1994, PP. 765   782.  

(4)Lalita A. Manrai et al., “How green  claim strength and country disposition affect 
product evaluation and company image”, Psychology & Marketing, Vol. 14, No 5, 
August 1997, PP. 511   537.  

(5)Leonidas C. Leonidou et al., “Bulgarian consumers' perceptions of products made in 
Asia Pacific”, International Marketing Review, Vol. 16, No 2, 1999, PP. 126  142.  
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 MÂAREF (Revue académique) partie : Sciences Economiques 
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   
 

 
 


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15 2013  (Décembre 2013) 158EME Année - N°: 




 
  


 




 
 






 


 


 




 


Samsung


 
     

    
         
      Yi et al., 2004 
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 MÂAREF (Revue académique) partie : Sciences Economiques 

    
 

 
  






 





     

. 
      

       




 




 










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15 2013  (Décembre 2013) 158EME Année - N°: 

 






 
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