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FOREWORD

ln on ero of intensifying globol competition the creotion ond mointenonce of
o sustoinoble competitive odvontoge (SCA) is becoming increosingly difficult to
ochieve. This book offers importont insights into one importont possibility of doing

so.

Fundomentolly, the problem is thot producers of goods ond services ore unoble

to mointoin the JND (just noticeoble difference) foctor thoi enobles customers to

discriminote between the offerings ovoiloble in the morket ploce. Troditionolly,

differentiotion wos bosed on technology ond, to some extent still is todoy. HoweveL

it hos been estimoted thot ony new technologicol development only confers o leod

of some l8 months before it will be replicoted by competitors. So, if one is unoble to
protect one's intellectuol property rights or lPR, this source of differentiotion will be

eliminoted. Whot is colled for is some unique distinguishing feoture thot connot be

cloimed or replicoted by onother. COO or Country of Origin is such o foctor ond is

the subject motter of this book.

Originolly. the requiremeni thot goods should corry informotion concerning their

country of origin wos enocted by the British government in the lote nineteenth

century os o punitive meosure ogoinst Germon imports. At the time relotions

between the two countries were stroined ond it wos believed thot by lobeling
goods "Mode in Germony" British consumers would octively discriminote ogoinst

them ond prefer the home mode olternotive. While it is still the cose thot country of

origin identiflcotion moy leod to such negotive discriminotion, the greot mojority of

interest ond reseorch hos been into the possible benefits thot will orise when goods

ond services ore identified with o porticulor country of origin.
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With the growth of internotionol exchonge following the second world wor ond

the phenomenon of globolisotion os o consequence of the revolution in informotion

ond communicotion technologies (lCT), interest in COO, or PCI (product country

imoge) os it is sometimes colled, hos occeleroted. Todoy, there ore well over 
,l000

documented studies of vorious ospects of the country of origin effect ond this

volume provides on excellent overview of our current knowledge of the subject

contributed by some of the world's leoding outhorities on the subject. As such it is

both on excellent introduction to the topic os well os on odvonced treotment of

the current stote of ploy.

The book comprises Nine chopters the contents of which moy be summorised os

follows:

Chapter 1 Literature Review: Country of Origin Effects
The book opens wiih o wide ronging literoture review by Dr. Kholid Al-Suloiti

ond myself which is on updoted version of one originolly published in Morketing

lntelligence ond Plonning (1998). Over the yeors this hos been one of the most

frequently downlooded orticles from Emerold's more thon 100 publicotions testifying

both to interest in the subject ond the volue of comprehensive literoture reviews

os sources of bockground ond insight into porticulor oreos of knowledge. The

Literoture Review covers the period from I965 to eorly 2007 with the most recent

sources covered by Dr. Al-Suloiti. The review opens with vorious definitions ond is

then orgonised chronologicolly ond themoticolly. Among the themes covered

ore:

The evoluotion of products

Stereotyping

Demogrophics ond consumer perceptions of imports

Perceived risk ond country of origin effects

Country of origin effects on service decisions.
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All of these themes ore the subject of more detoiled description ond onolysis in

the contributed chopters.

Originolly, COO wos meont to designote where o product hod been mode so

thot 'mode in' wos token to refer to "the country of monufocture or ossembly"

(Popodopolous et ol 1993). Others see it os the countrywith which o product is

inextricobly linked or ossocioted like Coke ond McDonolds with the USA, ond Sony

ond Toyoto wiih Jopon. Howeve[ with the odvent of globolisotion ond outsourcing

it hos become increosingly difficult to identify cleorly how products should be

clossified. Popodopolous (op.cit.) recognised this when he wrote " "Mode in" con
meon monufoctured -in but olso ossembled-, designed-, or invenfed-in, mode by

o producer whose domicile is -in, ond, often wonting to look like if wos mode -in."

To cope with the confusion this hos led mony countries to odopt policies ond

regulotions for the lobeling of imporied goods. ln turn, this hos led to customers

questioning the quolity ond outhenticity of products thot they ossociote with

the notionolity of the seller which hove been produced in onother country. An

excellent exomple of this is provided by the website of Chorles Tyrwhitt on English

shirt 'monufocturer'. ln response to numerous queries obout the source of their shirts,

troditionolly "Mode in Englond", the compony posted o number of onswers on its

website thot illustrote wellwhy firms outsource their monufocturing ond the kinds or

reosons thot they offer to overcome possible negotive COO effects, viz.:

"Why hove you slorled io moke producls in lots of different counhies?

There ore mony points thot when combined moke o good ploce to monufocture

o product: technicol obility, quolity, price ond delivery speed ore oll key elements

to ensure customer sotisfoction.

Where ore your products mode?

We moke our products to the highest stondords in o ronge of countries: UK. ltoly,

Romonio, Czech Republic, Molto, Egypt, Tunisio, Peru, Phillipines, Chino, Hong

Kong, lndonesio, Sri Lonko, oll offering different elements thot help to improve the
products we sell. We hove leornt over the yeors thot it is best for you if we go direct

to the morket leoders or oreos of expertise to monufocture our products. This leods

us to vorious countries where investments hove improved seryices."
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The web site (www.ctshirts.co.uk) then gives specific reosons for selecting different

countries ond provides stotements guoronteeing quolity ond volue for money.

For o long estoblished ond highly regorded firm, troding from Jermyn Street in

the heort of London's Moyfoir to feel it importont to exploin to its customers why

it is substituting imported products for domestic ones is strong evidence thot the

identity of the country of origin is believed to impoci on people's perception ond

evoluotion of products. Numerous studies exploring ospects of this phenomenon ore

reported in the literoture review ond illustrote how generolised ottitudes ond beliefs

obout different countries (stereotypes) influence views on products originoting in

them.

Hoving identified ond discussed the mojor themes to be found in the literoture,

the Editor hos then secured contributions from some of the best-known internotionol

experts on the subject to highlight the cunent stote of knowledge ond reseorch

on the issues seen to be of most relevonce ond importonce for reseorchers ond

proctitioners todoy.

Chapter 2The Country-of-Origin PhenomenonWithin the Context
of Globalizationt Research Relevance and Managerial Implications

Bosed on reseorch outcomes Soeed Somiee identifies seven specific findings

thot serve os significont globol plonning constroints for the internotionol morketer.

Accordingly, this chopter exomines the relevont CO findings reported in the

literoture to highlight their internotionol morket plonning constroints.

The noiion of on "imported product" hos historicolly conveyed thot the item hos

been wholly or substontiolly produced in onother country. As the world economies

hove globolized, this meoning hos chonged. Todoy's products ore often o hybrid

of domestic ond imported designs, ports. ond/or ossemblies. Products thot ore

entirely designed ond monufoctured in o single county ore increosingly o rore

species. Customer knowledge with respect to the complexity of COs of products

ore olso increosingly sophisticoted. Most consumers reolize thot products thot
they buy, even if lobeled os hoving been locolly monufoctured, include ports,

components, design ond technologies thot con spon severol countries.

XIV



An increosing numberof CO publicotions ore giving recognition to the importonce
of bronds os meons of overcoming unfovoroble CO bios while, concurrently, o
complementory ond porollel line of inquiry hos focused on ihe importonce of brond
origin (rother thon CO) A focus on brond origin is conceptuolly, meihodologicolly,
ond monogeriolly volid ond ovoids the mony criticisms oimed of the CO line of
reseorch. Even intuitively, one would expect the presence of powerful bronds to
influence ond, thereby, overcome negotive co bios. Seors, Torget, JC penney,

Bloomingdole's, ond mony other reioilers ore regulorly using the occeptonce,
reoch, ond/or prestige of their brond nomes to morket o voriety of imported
products.

The CO literoture hos enriched our knowledge regording its ontecedents ond
conditions underwhich bios might be present. However the single most importont
outcome of this line of inquiry hos to be its monogeriol guidonce when such

bios is present. Concurrently, the literoture hos offered only limited monogeriol
implicoiions, some of which ore improcticolwithin the context of how internotionol
ond globol corporotions operote. Johonsson (1993) hos noted thot CO reseorch

hos not hod much monogeriolimpoct ond suggests thot it continues to be poorly

regorded by some proctitioners ond consultonts. Monogeriolguidonce emerging
from CO reseorch offers two possible levels of oction: micro-level informotion
reloting to how customers feelobout ond think of CO ond mocro-levelinformotion
involving, for exomple, country equity Plonning for the Globol Morketploce

At leost three sets of firm-level decisions overlop with CO+eloted considerotions

ond recommendotions ouilined in the literoture. These include globol morketing
progrom stondordizotion considerotions, product imoge ond positioning, ond plont

locotion ond sourcing decisions, oll of which ore discussed in some detoil.

Chapter 3 Co-branding in the Global Context
This chopter by Poul Choo provides on overview of co-bronding os described

in the literoture ond discusses the mojor theoreticol underpinnings which con be
used io guide reseorch in this oreo. A modelwith o set of reseorch propositions is

presented ond the chopter concludes with suggestions for future reseorch
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Componies hove been forging brond ollionces for yeors. These ollionces ore

configured in vorious forms ond combinotions. They moy olso be formed to ochieve

different strotegic objectives. Multiple bronds used to torget different morket

segments under one corporote ownership structure ore known os on umbrello

bronding strotegy. Yum! Restouronts lnternotionol, the owner of KFC, Pizzo Nvt,

Toco Bell, Long John Silver's, ond A&W, eoch of which mointoins its own brond

identity ond positioning to serye o distinct restouront segment represents just one

such exomple.

Kmort ond Mortho Stewort ollionce is creoted through o non-equity structure.

Kmort continues to use its own corporote logo independently even though it is

hoped thot by oligning with Mortho Stewort, the good imoge portroyed through

Mortho Stewort designed high quolity products will become ossocioted with Kmort

thereby lifting its own imoge in the process. Co-bronding in this cose is ochieved

through co-promotionol moteriols feoturing Mortho Stewort merchondises which

Kmort corries in its stores. Other shorter term orrongements to promote two or

more bronds in o promotionol compoign ore olso common. Ford Motor Compony

promoting the soles of its trucks by offering buyers Home Depot gift cords is just one

such exomple.

ln the ero of globolizotion, internotionol brond ollionces ore olso growing in

populority. Doimler's (Germony) ocquisition of Chrysler (US) to form the Doimler

Chrysler Corporotion os o duol corporote brond strotegy is originolly conceived

with greoter efficiency ond cost sovings in mind. Other non-equity globol brond

ollionces hove olso emerged. Brond ollionces in the oirline industry ore typicol os

oirlines form portnerships to increose possenger loods ocross the world while cutting

costs of the some time. KLM/NWA ollionce works to feed tronsotlontic possengers

into eoch other's flight networks in Europe ond North Americo. Chino Southern

recently joins this ollionce to odd Asion routes to this network. Similorly, United Airlines

forms its own StorAllionce with o number of oirlines in Europe, Asio, South Americo,

ond elsewhere in order to remoin competitive. While open sky ogreements, which

ollow foreign oirlines greoter flexibility in operoting routes in onother country's

domestic morkets longuishes in internotionol negotiotions omong vorious notionol
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