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Abstract: 
      The objective of the study is to assess the impact of the country of origin of the consumer knowledge 
of product and domestic and foreign investment, the role played the price and quality in the process of 
evaluation of the product. Where Algeria in the last period on definition of products works her and her 
presentation for the consumer whether local or external through term “made in Algeria”, considering that 
country of origin indicates to place of the making and the production, and this experimental study 
confirmed impact of the cognitive distance for home country on decision the consumed Algerian in his 
choice the home produce or the foreigner through sample from the society who confirmed that the 
decision of the purchase in the ratio for the consumer returns to their workers of first “made in…” 
Because she is stimulated worker in the ratio for the consumer and second their the perceptive goodness 
for the producer although presence of disagreement in the prices. 
keywords: a Cognitive dimension, perceived quality, price, country of origin, purchase decision. 
JEL Classification: M31. 

:  
 

 .

 "... " 
 . ".."  

.   
  



                                                     – –32)1(  

 

121 

  
. 

 . 

  
  

 
"... "    

- 

 
-  
-   

 :   
      

-  
-  
-  
-   

   

  
  
  

-    . 
 :  

-  ( ) 
 

-  ( ) 
 



                                                     – –32)1(  

 

122 

  
01  

  
 

  
  

  
 
1 .  

1.1 . 
    

1 .

2 . 

IBM  .
  

 
 .  .

3.  
2.1 .    

   4 .  

. 

5. 
 

 )  (  ) 
( 6.  

3.1 . 

 
 

  

 



                                                     – –32)1(  

 

123 

7 .   
 .

(  ) 8.   
4.1 .  

9.
10. 

11. 

 .
 

 .
  

   
 .

...12 Brucks, 1985 

13  
5.1 . :  

 .Prind and Ferrell (2012) 
   .

 .

 .
 .

 . 
   .



                                                     – –32)1(  

 

124 

 . .
 .

14.    
6.1 . 

 "... " 
"  " " 

 "
 

  
2 .  

1.2 .   
   110  

 94 16  .  
2.2 . :  
        

 "... "  
  

-  " 
."  

-   
      

3.2 .   
    

 :5 43
21   

-  
-  
     " " 0.775 

.  
4.2 .   
      

  



                                                     – –32)1(  

 

125 

-   
 :  

01 :.  
     

  
            
            
  

          20   
          21 35   
          35   

  
  

                
            

  
          20000   
          20001 40000   
          40001   

  
62  
32  
  
27  
52  
15  
  
36  
38  
20  

  
51  
23  
20  

  
66  
34  
  

28.7  
55.3  
15.9  
  

38.3  
40.4  
21.2  
  

54.25  
24.4  
21.2  

 :spss. 
   

     66% 
34% 21 35 55.3% .20 

28.7%35  
40.4% .38 38.3%20 

 2000054.25% 
2000140000 23 4000120 .    

-  .  
-1 .   

  
  
  
  
  
  



                                                     – –32)1(  

 

126 

- 02 .  :  
          

  
  

  
  
  
 

. 
  
  
  
  
   

  
  

16  
78  

  
  

  

  
  

16.8  
82.1  

1.83  
                               

 
 

  
3.79 
2.82 
3.81 
3.70  
3.46 

0.378  
  
  
  

1.458  
1.288  

1.119  
1.473  
1.500  

  
  

  
  
  
  
  

 :spss.   
  82.1% 

16.8%  
1.83

 0.378. 
3.79  1.458 

 " " 

 1.1193.81   
 .

 
1.473 3.70. 

1.288 2.82 
    

 
1.500

3.46. 
-2 ..    

  



                                                     – –32)1(  

 

127 

- 03 .  :  
        

    
  

  
  
  
   

 
  . 
 

  

  
  

08  
86  

  
  
  

  

  
  

8.4  
90.5  

1.91                               
 
 

  
  
 

4.09 
3.84 

0.281  
  
  

  
  
  

0.947  
1.256  

  
  
  

  
  

  

 :spss. 
  

90.5%

08.4% 

 . 

   0.947 4.09. 
 

  
  1.256 
3.84.  

-3 .   
- 04 .  :  

  
    

    
    

  

 . 
  
  
 . 
   . 
 . 
   

  
  
44  
50  

  
  

46.3  
52.6  

1.53 
 
 

  
 

3.95 
2.95  
  

3.19 

0.502  
  

  
  

0.966  
1.183  

  
1.148  

  
  
  

  
  

 :spss. 



                                                     – –32)1(  

 

128 

   
 52.6%

46.3% 

 

0.966 3.95 .
1.183 

2.95 ."" 

1.148 3.19 .  
  

     
 :  

-  "... " 
 

-  "... " 
 

-   (   )
 

- ) 
 .  (

 
 

- 

 ( ) .
 

     
 :  

-  " "  
 



                                                     – –32)1(  

 

129 

- 

 
-  
- 

 . 
- 

 .  
 

                                                   
1 Fan Wai Yan Veeanne, The Impact of Price on Country of Origin Effect towards Attitude and Purchase 
Intention, An Honours Degree Project Submitted to the School of Business in Partial Fulfilment of the 
Graduation Requirement for the Degree of Bachelor of Business Administration, Hong Kong Baptist 
University Hong Kong, 2007, P 05. 

2 14. 
3 Long Yi Lin and Chun Shuo Chen, The influence of the country of origin image, product knowledge 
and product involvement on consum er purchase descisions: an empirical study of in surance and catering 
services in Taiwan, Emerald Group Publishing Limited,  Journal of Consumer Marketing, Volumer 23, 
Number 05, 2006, P 249. 

4  
201113.  

5 Klaus Peine The role price affect in behavioral pricing research: Essays on the antevedents and 
consequences of consumers emotional responses to price information, Dissertation of the University of St. 
Gallen, Germany,2008, P 04. 

6 
02201229. 

7 
032013145. 

8 
30. 

9 Maria A. Brandimonte, Nicola Bruno, Simona Collina, Cognition, In P. Pawlik and G. d Ydewalle 
(Eds). Psychological Concepts An International Historical Perspective. Hove, UK Psychology Press, 
2006, P 04. 
10 Peeter W.J.Verlegh, Jan Benedict E.M. Steenkamp, A review and meta analysis of country of origin 
research, Journal of Economic Psychology 20,1999, P 524. 

11 
2011 12. 

12 Peeter W.J.Verlegh, Jan Benedict E.M. Steenkamp, A review and meta analysis of country of origin 
research, Previous referenc, P 525. 
13  Phil Scholar, Country of Origin Effects on Consumer Behavior, Vandana Munjal, International Journal 
For Research in Management and Pharmacy, Vol. 03, Issue 03, India 2014, P. P, 43. 44. 



                                                     – –32)1(  

 

130 

                                                                                                                                                                    
14 Christina Sagala, et al,  Influence of Promotional Mix and Price on Customer Buying Decision toward 
Food sector, A servey on University Students in Jabodetabek Indonesia, International Jour,al of Scientific 
and Research Publications, Volume 4, Issue 01, 2014, P 02. 

 


