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 INTRODUCTION 
 Why do people prefer a particular country to 
another one? Is there any way to explain why 
consumers prefer products from some countries 
to those from other countries? When consumers 
are in the purchase environment, they sometimes 
use country information as a simple cue of 
decision making. It is true that some countries 
have strong associations with certain products  1    —  
the standard example is that car buyers often 
prefer Japanese cars to US cars when other 
conditions are equal.  2   Even though Russia has 
a low-quality image for general products, caviar 

from Russia is regarded to be of a higher quality 
and a higher price than other countries ’  caviar.  3   
This situation can be applied to French wine and 
cheese, German beer and cars and Swiss chocolate 
and watches  —  these are favoured simply because 
of the country where the products originated. 
The country of origin plays a leading role in 
brand identifi cation for those products. 

 In this situation, we can raise a question. Are 
these country effects generalisable to all product 
categories? Specifi cally, is it effective when a 
consumer buys a medical product? Prior literature 
suggests that the effect of country of origin varies 
depending on the product categories,  4 – 6   but there 
have been few studies relating country of origin 
to medical products. This study will examine the 
country of origin effects on nonprescription drugs 
using the concept of country brand attitude. 

 Country image has an important role as a 
country of origin information in marketplaces. 
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It can be easily assumed that a positive country 
image benefi ts manufacturers, especially when the 
country image matches the product image. But 
this leads to another question: does the effect of 
country of origin still exist between countries 
both having positive images and matching images 
with the product from international consumer? 
The current study started with this question. 

 The main purposes of this study are: (1) to 
explore the country of origin effects on medical 
products, (2) to provide information about the 
role of country brand attitude between similar 
countries (ie United States vs Germany and 
China vs Malaysia), and (3) to examine effective 
information source of medical products. Finally, 
this study intends to help both marketing scholars 
and industry practitioners in suggesting localised 
marketing strategies for medical products.   

 LITERATURE REVIEW  

 Country of origin 
 The effect of country of origin has been a 
popular issue in the advertising and marketing 
fi elds. It is said that country of origin is one 
of the important components constituting a 
product ’ s brand identity.  7   In the literature, we can 
fi nd results that show that country of origin is 
identifi ed as an important factor affecting the 
product or company images, quality perception 
and purchase intentions. Normally, country of 
origin information is used as an indicator of 
quality, and so country of origin information can 
lose power when other quality indicators are 
present.  8   It is also supported that country of 
origin effect is applicable under low motivation.  9   

 Specifi cally, country of origin cues have been 
found to infl uence consumers ’  quality perception 
in VCR products.  10   In that study, the reasons why 
consumers give low importance to country of 
origin effect were examined, using both salesman 
and consumer samples. Conjoint analysis, however, 
leads to opposite empirical results from 
consumers ’  thoughts. Kleppe  et al.   11   suggested that 
a country of origin strategy has benefi ts even if 
consumers of target markets do not have enough 
or do not know anything about the country of 
origin. There is other research stating that the 

strategic use of country of origin is contextual.  12   
Hsieh  et al .  13   suggested that corporate image 
and country image are among the main effects 
on brand purchase behaviour, and the 
sociodemographics and characteristics of national 
culture moderate the effects of certain product-
image appeals. 

 Sometimes, the concept of brand origin is used 
considering its distinction from country of origin, 
and brand origin is defi ned as  ‘ the place, region 
or country to which the brand is perceived to 
belong its target consumers ’ .  14   Thode and 
Maskulka  15   suggested the concept of place-based 
strategy as an extension of the country of origin 
strategies testing the possibility of vineyard-
designated wines. 

 Country of origin is not always strong. There 
exist various moderating factors of country of 
origin. Cultural variation is an important factor 
in the country of origin effect.  16   In individualist 
cultures, the home country product is favourably 
evaluated only when the product is superior to 
another country product, but in collectivist 
cultures, the home country product is favourably 
evaluated regardless of product superiority. 
Country of origin effect has a strong power in 
entering a new marketplace. Undesirable country 
of origin can negate the advantage of the fi rst 
mover in the marketplace.  17   Niss  18   examined the 
country of origin effect with the product 
lifecycle using Danish products, and suggested 
that country of origin marketing is particularly 
important in the initial stage of the product 
lifecycle. Also, he stressed as a prerequisite that 
the image of product and country should be 
compatible. 

 In this regard, the single cue model has some 
problems in measuring the exact effect of country 
of origin. Lim and O ’ Cass  19   suggested the 
importance of the culture of brand origin 
(COBO) over the country of origin as the most 
effective origin infl uence factor by consumers 
in the brand perception. Cultural origin was 
recognised more easily than country of origin. 
Thakor and Lavack  20   found effects of  ‘ country of 
component source ’ ,  ‘ country of manufacture ’  and 
 ‘ country of corporate ownership ’ . In their study, 
country of manufacture was not effective in 
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evaluating product quality when the country of 
corporate ownership was added. Ahmed  et al .  21   
examined country of origin effect using 
technological complexity and a multi-cue 
approach, and divided the country of origin into 
country of design and country of assembly. Kim  22   
used similar concepts like country of original 
branding (country of origin) and country of 
manufacturing (foreign direct investment). He 
investigated their impacts on market share in the 
perspective of brand equity. This research found 
that a country name like a Japanese name 
positively affected brand value in the car market. 

 In addition, county of origin effect varies 
depending on the product category. Generally, 
durable goods such as automobiles  23   and 
agricultural products  24   are regarded as more 
sensitive to a country of origin. Beverland and 
Lindgreen  25   examined the effect of country of 
origin through investigating the Norwegian fi sh 
industry in the Asian market. Ahmed   et al  .  26   
broadened the adaptation of country origin effect 
to the service industry, such as a cruise line. 
Owing to the variations of the effect of country 
of origin in different product categories, Gurhan-
Canli and Maheswaran  27   have recommended 
further research of country of origin effects in 
various product categories. In that vein, this study 
extended product categories to examine the 
country of origin effect in the medical product 
category that was comparably neglected in 
country of origin studies, and specifi cally 
nonprescription drugs were chosen as a target 
product category. Compared to general medical 
products, nonprescription drugs (hereafter referred 
to by the acronym  ‘ NPD ’ ) are commonly 
consumed in everyday life. It would be quite 
fruitful for marketing practitioners or academic 
scholars to investigate the NPD industry due to 
the growing importance of the health industry. 
According to the FCB grids Ratchford  28   
suggested, a product like a headache remedy is 
classifi ed as a think product and positioned in the 
middle of the involvement scale. This means that 
NPD belongs to the rational product category, 
but normally consumers do not process much 
information when deciding to purchase those 
products. These characteristics mean that 

consumers use peripheral or heuristic cues  —  
such as country of origin or country brand 
attitudes  —  rather than message arguments in 
information processing. 

 Based on the literature review, we divide the 
country of origin into two concepts such as 
country of design / development and country of 
assembly / manufacture and postulate the fi rst 
set of hypotheses investigating country of origin 
effects on NPD products. 

  H 1  -1  :  Favourable country of assembly /
 manufacture has a positive effect on 
quality perception and purchase 
intention of NPD products. 

  H 1  -2  :  Favourable country of design /
 development has a positive effect on 
quality perception and purchase 
intention of NPD products. 

 Country brand 
 Nowadays, products have become standardised, 
and global companies have adopted the country 
brand concept as a differentiating marketing tool. 
Further, companies have become interested in the 
strategic applications of country brand because 
they now realise the power of the country brand 
to their companies or products. The concept of 
brand is extending the range of adaptation, from 
the brand as a product or company to the brand 
as a person, a culture and a country. The concept 
of brand, which originated from the marketing 
perspective, is now used from the individual to 
the country. In this study, we posit that a country 
can be marketed and branded like general 
products are, and so we will use the term 
 ‘ country brand ’  to represent a country ’ s equity, 
containing all assets an individual country has 
in the marketing perspective including country 
image. 

 From the points of view of marketing and 
advertising, the important concept representing 
country brand is country brand image, and 
researchers have recognised brand image research 
as crucial. In the late 1960s and early 1970s, Bird 
 et al .  29   regarded brand image as just an attitude 
about a certain brand. Keller  30   has more recently 
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defi ned brand image as a  ‘ perception about a 
brand as refl ected by the brand associations held 
in consumer memory ’ . Keller also stressed the 
importance of brand associations, defi ned as  ‘ the 
other information nodes linked to the brand node 
in memory and contain the meaning of the brand 
for consumers ’ . Finally, Keller  31   stressed the 
importance of favourable, strong and unique 
associations to build a strong brand image in the 
mind of consumers. This proposition can also be 
applied to the country brand image. Country 
brand image is generally defi ned as  ‘ the total of 
all descriptive, inferential and informational beliefs 
one has about a particular country ’ .  32   Country 
brand image provides proper associations to 
consumers, and affects their behaviour.  33   Han  34   
found that the country brand image functions 
as a halo effect and a summary effect. The halo 
effect is that the country brand image indirectly 
infl uences attitudes toward products through 
inferential beliefs; the summary effect refers to the 
accumulated product experience of a particular 
country over time. Kleppe  et al.   35   saw country 
brand image as an associated knowledge structure 
that varies in uniqueness, favourability, strength 
and salience. 

 Country brand image is said to be a critical 
factor infl uencing decision making in product 
purchasing, business investing, changing residence 
and travelling.  36   Kotler and Gertner  37   also 
suggested that country brand image may be used 
as a heuristic cue for information processing and 
decision making. The important thing in 
managing country image is that the desired 
country image should be close to  ‘ reality, 
believable, simple, appealing and distinctive ’ . The 
present study focused on this country brand 
image affecting NPD purchase intention especially 
focusing on countries having similarly favourable 
country brand images. Based on the discussions 
about country brand, country image, country of 
origin, we can postulate the second set of 
hypotheses. 

  H 2  -1  :  People who chose the German rather 
than the US nonprescription drug 
will have a more positive attitude 
toward Germany. 

  H 2  -2  :  People who chose the US rather than 
the German nonprescription drug will 
have a more positive attitude toward 
the US. 

 H2-3:  People who chose the Chinese rather 
than the Malaysian nonprescription 
drug will have a more positive 
attitude toward China. 

 H2-4:  People who chose the Malaysian 
rather than the Chinese 
nonprescription drug will have a 
more positive attitude toward 
Malaysia. 

 In addition to the investigation of country of 
origin effects, further explorations of particular 
international markets would be quite informative 
for marketing practitioners and academic scholars. 
Specifi cally, studies of information source are 
benefi cial to marketers because marketing 
communication channels have great impact 
on consumers. Given the importance of 
communication strategy in the marketing of NPD 
and prescription drugs such as direct to consumer 
(DTC) advertising,  38   we can raise a research 
question to explore the most effective 
information source for heavy users of NPD 
products. 

 RQ:  What are the important information 
sources for frequent users of 
nonprescription drugs? 

      

 METHOD  

 Sample selection 
 Asian consumers are regarded as the most 
image-conscious in the world.  39   Particularly, 
Koreans are sensitive to country of origin, and 
are more prejudiced against less favourable 
country products than Americans.  40   Another 
reason for selecting Korean sample stems from 
the growing potential of the Korean market. The 
Korean medical products market is the 10th 
largest market in the world at  $ 3.8bn, and the 
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market share of foreign companies is already 
over 40 per cent and still increasing.  41   With 
respect to international marketers, this growing 
market could attract considerable attention, and 
research would be helpful to the marketers 
concerned. In this regard, this study selected 
Korea as a target country.   

 Country stimuli selection 
 Since the effects of country of origin between 
a favourable and an unfavourable country are 
confi rmed among Korean consumers, it would 
be quite interesting to compare the favourable 
countries regarding the perspective of country of 
origin. Indeed, as far as could be ascertained by 
these authors, there is no research comparing 
countries having favourable images or between 
countries having less favourable images to a 
certain product. 

 Before the main test, a pre-test was conducted 
using a survey questionnaire to fi nd out which 
countries are the most credible with respect to 
nonprescription drugs. Participants were asked 
to pick from a list of ten countries the two 
with the most credibility and the two with 
the least credibility with respect to purchasing 
nonprescription drugs. The ten countries on the 
list are the top ten largest trade partners with the 
United States except Korea, because this pre-test 
was completed by Korean consumers. Instead, the 
United States was included in this list. The list 
included Canada, China, Mexico, Japan, Germany, 
the United Kingdom, the United States, Taiwan, 
France and Malaysia. NPD was described as 
pain relievers, cold remedies and digestives. 
Participants were also asked to list information 
sources that they frequently use. Overall, the 
United States scored the highest and Germany 
scored the second highest. China scored the 
lowest and Malaysia the second lowest. Based 
on the results from this pre-test, we refi ned 
our research model, the research hypotheses and 
the survey questionnaire, and selected the 
United States and Germany for the high-quality 
country of origin, and China and Malaysia 
for the low-quality country of origin as the 
target countries to be studied.   

 Data collection 
 We used an experimental design using self-
reported data and additional survey methods to 
examine the effects of country of origin. Through 
a pre-test, the United States, Germany, China and 
Malaysia were chosen as target countries for this 
study, and South Korean consumers were surveyed 
for their attitude toward the countries and their 
purchase intentions. One-hundred and six Korean 
college students from a large South Korean 
university participated in the survey. The 
questionnaire was translated into Korean 
and was completed during class time. 

 The questionnaire consisted of four main 
sections. The fi rst section asked about various 
information sources from which NPD 
information may be obtained, such as television 
advertising, magazine advertising, the internet, 
press releases, acquaintances and pharmacists. The 
second section asked about country brand attitude 
for the United States, China, Germany and 
Malaysia. The third section asked about differences 
between the United States and China regarding 
quality perception and purchase intention. The 
last section included two pairs of purchase 
intentions of NPD between two countries 
(ie the United States vs Germany and 
China vs Malaysia). 

 A total of 106 respondents took part in the 
experiment. The mean age of the participants was 
22.1 years. Among the 106 respondents, 44 were 
male (41.9 per cent) and 61 female (58.1 per 
cent), with one respondent not identifi ed.   

 Research design 
 To test the hypotheses, this study used an 
experimental design using a within-group 
factorial design. For the set of fi rst hypotheses, 
within-group factors were country of origin 
(country of assembly / manufacture vs country of 
design / development) and the dissimilar countries 
in the favourability of country brand (the United 
States vs China). Dependent variables were quality 
perception and purchase intentions of NPD 
products. For the second set of hypotheses, 
within-group factors were the pairs of the similar 
countries (Germany vs the United States and 
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China vs Malaysia), and dependent variables were 
attitude toward countries.   

 Measurement and instrument 
  Quality perception : Quality perception was 
measured by the single-item, seven-point Likert 
scale. The questionnaire asking about quality 
perception of the country ’ s COD was  ‘ I trust the 
quality of the NPD that the United States / China 
developed ’ , and the questionnaire asking about 
quality perception of the country ’ s COA was 
 ‘ I trust the quality of the NPD that the United 
States / China manufactured ’ . 

  Purchase intentions : Purchase intention was 
measured by the single-item, seven-point Likert 
scale. The questionnaire asking about purchase 
intention of the country ’ s COD was  ‘ I have an 
intention to buy the NPD that the United 
States / China developed ’ , and the questionnaire 
asking about purchase intention of the country ’ s 
COA was  ‘ I have an intention to buy the NPD 
that the United States / China manufactured ’ . 

  Attitude toward the country : The questionnaire 
asking about attitude toward country was  ‘ to 
me, the United State / Germany / China / Malaysia 
seems like ’ , and attitude toward the country was 
measured utilising a three-item, seven-point 
semantic differential scale such as favourable, good 
and positive. These measures of attitudes toward 
the country were adopted from prior brand 
attitude scales. The reliability scores of the three 
scales were 0.92 for the United States, 0.92 for 
China, 0.82 for Germany and 0.93 for Malaysia, 
respectively. The three country attitude scales were 
computed by the average of summated items, 
and used in data analysis.    

 RESULT 
 As  Table 1  illustrates, when the COA and COD 
effects were evaluated, both COA and COD 
effects were statistically signifi cant as between the 
United States and China, and there was no 
interaction effect between COA and COD. 
Hypotheses H 1-1  and H 1-2  were supported. 

 In general, as predicted by our hypotheses, 
country of origin was an important factor for 
consumers when purchasing NPD. MANOVA 
was used to test the joint effects between 

purchase intention and two pairs of country 
brand attitudes.  Tables 2 and 3  illustrate the results 
of MANOVA, showing means, standard deviations 
and Hotelling ’ s Trace, etc. 

 The multivariate test indicated that the effects 
were statistically signifi cant for both the 
Germany – US and the China – Malaysia groups 
(Hotelling ’ s T    =    0.09,  F     =    4.74,  p     <    0.05 and 
Hotelling ’ s T    =    0.12,  F     =    5.75,  p     <    0.01, 
respectively). In individual effects of the fi rst pair, 
attitudes toward brand Germany ( F     =    8.85, 
 p     <    0.01) were statistically signifi cant, but attitudes 
toward the brand US ( F     =    0.02,  p >0.05) were not 
statistically signifi cant. Hypothesis H 2-1  was 
supported, and hypothesis H 2-2  was rejected. In 
the second pair, both attitudes toward brand 
China ( F     =    4.10,  p     <    0.05) and brand Malaysia 
( F     =    4.22,  p     <    0.05) were statistically signifi cant. 
Both hypothesis H 2-3  and hypothesis H 2-4  
were supported. This means that people who 
chose the NPD from Germany have a more 
positive attitude toward brand Germany, but 
people who chose the US NPD do not 
necessarily have a more positive attitude toward 
brand US. On the other hand, people who chose 
the NPD from China or Malaysia have a more 
positive attitude toward those country brands, 
respectively. 

 The research question was to fi nd out which 
are the important information sources for 
frequent users of nonprescription drugs. Important 
information sources of NPD were pharmacists 
(mean    =    5.52), acquaintances (mean    =    4.46), press 
releases (mean    =    3.35), television advertising 
(mean    =    3.28), the internet (mean    =    2.62) and 
magazines (mean    =    2.40) in order, but through 
stepwise regression analysis, it was found that 
magazines were the only statistically signifi cant 
information source for frequent users of NPD 
(t    =    2.62,  p     <    0.05) ( Table 4) .     

 CONCLUSION AND DISCUSSION 
 The data provided by 106 Korean consumers 
supported the hypotheses, and gave answers to the 
research question. The fi ndings of the current 
study are: traditional COA and COD effects on 
quality perceptions and purchase intention were 
confi rmed in NPD products (H 1-1  and H 1-2 ), and 
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country brand attitudes infl uenced the purchase 
intention of NPD products from favourable 
countries, with the exception of the United States 
(H 2-1 , H 2-3  and H 2-4 ). In addition, this study 
found that magazines represent the most 
important information source to frequent users of 
NPD among younger Korean consumers (RQ). 

 This study contributes to the growing literature 
on country of origin effects by extending the 

investigation to medical products, and by using 
the concept of the country brand. First, COA 
(country of assembler, but meaning the country 
of manufacturer in this study) and COD were 
effective in the medical products. This result 
confi rmed the existing propositions that highly 
industrialised countries (HICs) are evaluated more 
favourably than newly industrialised countries 
(NICs) as designers and assemblers of consumer 

 Table 2 :      Multivariate results and MANOVA table  —  Germany and United States 

  Group    Attitude toward Germany    Attitude toward the United States  

    Mean    SD     N     Mean    SD     N   

 Germany  4.87  0.78  70  3.93  1.18  70 
 United States  4.39  0.78  36  3.97  1.17  36 
 Total  4.70  0.81  106  3.95  1.18  106 

  Effect    Dependent variables    d.f.    MS       F     Sig.  

 Purchase intention  Attitude toward Germany  1  5.43  8.85  0.004 
   Attitude toward the United States  1  0.03  0.02  0.888 

       Hotelling’s trace = 0.09,  F  = 4.74,  p    <    0.05.    

  Table 1 :      Multivariate results and MANOVA table  —  US and China 

  Group    Quality perception    Purchase intention  

  COA    COD    Mean    SD     N     Mean     SD     N   

 US  US  4.73  0.72  26  4.73  0.83  26 
   China  3.81  1.44  27  3.37  1.62  27 
   Total  4.26  1.23  53  4.04  1.45  53 
                
 China  US  3.81  1.24  27  3.56  1.28  27 
   China  2.62  .94  26  2.54  1.17  26 
   Total  3.23  1.25  53  3.06  1.32  53 
                
 Total  US  4.26  1.11  53  4.13  1.23  53 
   China  3.23  1.35  53  2.96  1.47  53 
   Total  3.75  1.34  106  3.55  1.47  106 

  Variables    Hotelling’s trace       F   

 COA  0.233  11.75* 
 COD  0.260  13.13* 
 COA  ×  COD  0.038  1.92 

  Effect    Dependent 
variables  

    d.f.    MS       F      Sig.  

 COA  Quality perception    1  29.64  23.36  0.000 
   Purchase intention    1  26.68  16.74  0.000 
            
 COD  Quality perception    1  29.64  23.36  0.000 
   Purchase intention    1  37.43  23.49  0.000 
            
 COA  ×  COD  Quality perception    1  0.53  0.42  0.519 
   Purchase intention    1  0.78  0.49  0.486 

       * p     <    0.001.   
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products.  42   The current study has academic 
implications in that the concepts of country of 
design and country of assembler also have an 
effect on NPD products among younger 
consumers. 

 Second, the fi ndings of this study support the 
hypothesis that younger Korean consumers who 
chose to buy a certain country ’ s NPD have a 
more positive attitude toward that country brand 
(such as Germany, China and Malaysia). Country 
of origin even worked between similarly 
developed countries with respect to medical 
products. This study failed to fi nd the effects of 
attitudes toward the United States on purchase 
intention. This can be explained by the fact that 
some Korean university students have negative 
attitudes toward the US.  43   In this study, the mean 
score of attitudes toward the brand US was 
3.95  —  higher than the mean score of attitudes 
toward brand China (3.51), but lower than the 
mean score of attitudes toward brand Germany 
(4.70), and even below the mean score of 
attitudes toward brand Malaysia (3.95). It means 
that even though younger Korean consumers have 
a positive attitude toward the purchase intention 
of US NPD products, they did not have a 
positive attitude toward the brand US. This result 

suggests a special need for US government 
offi cers and marketers to foster a favourable 
country brand image, in order to achieve success 
in international NPD markets. 

 Lastly, this study indicated the importance of 
magazine advertising in the Korean NPD market 
(RQ). This runs counter to the common belief 
that television is the most effective medium in 
advertising for almost all product categories in 
Korea.  44   

 This study provides some notable managerial 
implications for marketers of medical products. 
Marketers should consider their own country 
image as a brand when they launch or promote 
an NPD in international markets. As Chen and 
Pereira  45   recommended, if the product has a 
negative county brand image, it is better to hide 
country of origin information. On the contrary, 
positive country brand image should be taken 
advantage of by marketing efforts such as brand 
naming, advertising and sales promotion. In reality, 
marketers compete with similarly developed 
countries, not with less developed countries, 
particularly in the market of medical products. 
In this situation, it is crucial to develop a 
favourable country brand image to international 
consumers. This job is not limited to product 

  Table 4 :      Regression model  –  information source 

  Variables    B    Beta     t     Sig.  

 (Constant)  2.23    5.71  0.000 
 Magazine  0.39  0.25  2.62  0.010 

        R  = 0.25,  R -square = 0.06, F(1, 104) = 6.87,  N  = 106,  p     <    0.05.   

 Table 3 :      Multivariate results and MANOVA table  —  China and Malaysia 

  Group    Attitude toward China    Attitude toward Malaysia  

    Mean    SD     N     Mean    SD     N   

 China  3.77  1.30  48  3.75  1.06  48 
 Malaysia  3.27  1.19  53  4.18  1.05  53 
 Total  3.51  1.26  101  3.98  1.07  101 

  Effect    Dependent Variables    d.f.    MS     F     Sig.  

 Purchase 
intention 

 Attitude toward China  1  6.31  4.10  0.046 

   Attitude toward Malaysia  1  4.71  4.22  0.043 

       Hotelling’s trace = 0.12,  F  = 5.75,  p     <    0.01   
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marketers; government offi cials should also 
understand the impact of country brand on 
product exports. 

 Another managerial implication that can be 
taken from the results of the current study is that 
global NPD marketers should consider magazine 
advertising as the fi rst choice in the Korean 
market. Magazine advertising can be purchased at 
comparatively reasonable prices in Korea, and so 
this is quite an informative result. 

 There are some limitations to this study. The 
sampling might be a limitation  —  this study only 
used a student sample, and the target country was 
limited only to Korea. A clustered group of 
Korean students might have produced somewhat 
different behavioural patterns of NPD consumers 
from general populations, and could have 
weakened methodological robustness because 
country of origin effects are said to be consumer 
specifi c. Specifi cally, even though a traditional 
study could not fi nd systematic differences 
between a student and a housewife sample,  46   it 
is suggested that a consumer sample instead of 
a student sample is required when a country 
of origin study deals with such variables 
correlated with age or education as consumer 
ethnocentrism.  47   Given, however, that the main 
variables of this study are purchase intentions and 
attitudes toward a country and college students 
are one of the core consumers of the NPD 
products, a student sample might be appropriate 
even though generalisation of the fi ndings of this 
study is limited to younger consumers. To 
generalise the current results, replication of this 
study is strongly recommended both to a national 
sample and to other countries. In addition, this 
study did not control other variables that might 
infl uence the results, such as pre-existing 
knowledge about countries and past experiences 
of related products. Finally, it is also recommended 
to carry out further research on the country of 
origin effect in the general prescription drug 
market, for the upcoming opening of DTC 
advertising in the Korean drug market.           

   References  
   1         Hoyer  ,   W .  D .     and    MacInnis  ,   D .  J .      (  2001  )    ‘   Consumer Behavior   ’ , 

  Houghton Miffl in Company, Boston, MA  .  

   2         Kim  ,   C .  K .      (  1995  )    ‘   Brand popularity and country image in 
global competition: Managerial implications   ’ ,   Journal of Product 
 &  Brand Management  ,   Vol.     4  ,   No.     5  ,   pp.     21   –   33  .  

   3         Beverland  ,   M .     and    Lindgreen  ,   A .      (  2002  )    ‘   Using country of origin 
in strategy: The importance of context and strategic action   ’ , 
  Journal of Brand Management  ,   Vol.     10  ,   No.     2  ,   pp.     147   –   167  .  

  4         Hsieh  ,   M .  H .    ,    Pan  ,   S .  L .     and    Setiono  ,   R .      (  2004  )    ‘   Product-, 
corporate-, and country-image dimensions and purchase 
behavior: A multicountry analysis   ’ ,   Journal of the Academy 
of Marketing Science  ,   Vol.     32  ,   No.     3  ,   pp.     251   –   270  .  

  5         Beverland    and    Lindgreen     (  2002  )      op. cit   .  
  6         Ahmed  ,   Z .    ,    Johnson  ,   J .    ,    Ling  ,   C .  P .    ,    Fang  ,   T .  W .     and    Hui  ,   A .  K .      

(  2002  )    ‘   Country-of-origin and brand effects on consumers ’  
evaluations of cruise lines   ’ ,   International Marketing Review  ,
   Vol.     19  ,   No.     3  ,   pp.     279   –   302  .  

   7         Aaker  ,   D .      (  1996  )    ‘   Building Strong Brand   ’ ,   The Free Press, New 
York, NY  .  

   8         Kotler  ,   P .     and    Gertner  ,   D .      (  2002  )    ‘   Country as brand, product, and 
beyond: A place marketing and brand management perspective   ’ , 
  Journal of Brand Management  ,   Vol.     9  ,   No.     4 – 5  ,   pp.     249   –   261  .  

   9         Gurhan-Canli  ,   Z .     and    Maheswaran  ,   D .      (  2000b  )    ‘   Cultural 
variations in country of origin effects   ’ ,   Journal of Marketing 
Research  ,   Vol.     37  ,   No.     3  ,   pp.     309   –   317  .  

   10         D ’ Astous  ,   A .     and    Ahmed  ,   S .  A .      (  1999  )    ‘   The importance of 
country images in the formation of consumer product 
perception   ’ ,   International Marketing Review  ,   Vol.     16  ,   No.     2  , 
  pp.     108   –   125  .  

   11         Kleppe  ,   I .  A .    ,    Iversen  ,   N .  M .     and    Stensaker  ,   I .  G .      (  2002  )    ‘   Country 
images in marketing strategies: Conceptual issues and an 
empirical Asian illustration   ’ ,   Journal of Brand Management  ,   Vol.     10  , 
  No.     1  ,   pp.     61   –   74  .  

   12         Beverland    and    Lindgreen     (  2002  )      op. cit   .  
   13         Hsieh    ,    et al.    (  2004  )      op. cit   .  
   14         Thakor  ,   M .  V .     and    Kohli  ,   C .  S .      (  1996  )    ‘   Brand origin: 

Conceptualization and review   ’ ,   Journal of Consumer Marketing  ,   
Vol.     13  ,   No.     3  ,   p.     27  .  

   15         Thode  ,   S .  F .     and    Maskulka  ,   J .  M .      (  1998  )    ‘   Place-based marketing 
strategies, brand equity and vineyard valuation   ’ ,   Journal of Product 
 &  Brand Management  ,   Vol.     7  ,   No.     5  ,   pp.     379   –   399  .  

   16         Gurhan-Canli    and    Maheswaran     (  2000b  )      op. cit   .  
   17         Chen  ,   H .  C .     and    Pereira  ,   A .      (  1999  )    ‘   Product entry in 

international markets: The effect of country-of-origin on 
fi rst-mover advantage   ’ ,   Journal of Product  &  Brand Management  ,   
Vol.     8  ,   No.     3  ,   pp.     218   –   231  .  

   18         Niss  ,   H .      (  1996  )    ‘   Country of origin marketing over the product 
life cycle   ’ ,   European Journal of Marketing  ,   Vol.     30  ,   No.     3  ,   pp.     6   –   22  .  

   19         Lim  ,   K .     and    O ’ Cass  ,   A .      (  2001  )    ‘   Consumer brand classifi cations: 
An assessment of culture-of-origin versus country-of-origin   ’ , 
  Journal of Product  &  Brand Management  ,   Vol.     10  ,   No.     2  ,   
pp.     120   –   136  .  

   20         Thakor  ,   M .  V .     and    Lavack  ,   A .  M .      (  2003  )    ‘   Effect of perceived 
brand origin associations on consumer perceptions of quality   ’ , 
  Journal of Product  &  Brand Management  ,   Vol.     12  ,   No.     6  ,   
pp.     394   –   407  .  

   21         Ahmed  ,   S .  A .    ,    d ’ Astous  ,   A .     and    Eljabri  ,   J .      (  2002  )    ‘   The impact of 
technological complexity on consumers ’  perceptions of products 
made in highly and newly industrialized countries   ’ ,   International 
Marketing Review  ,   Vol.     19  ,   No.     4  ,   pp.     387   –   407  .  

   22         Kim  ,   C .  K .      (  1995  )    ‘   Brand popularity and country image in 
global competition: Managerial implications   ’ ,   Journal of Product  &  
Brand Management  ,   Vol.     4  ,   No.     5  ,   pp.     21   –   33  .  

   23         Hsieh    ,    et al.    (  2004  )      op. cit   .  



 Effects of country of origin on nonprescription drugs 

243© 2007 Palgrave Macmillan Ltd 0967-3237 $30.00 Vol. 15, 4, 234–243 Journal of Targeting, Measurement and Analysis for Marketing

   24         Beverland    and    Lindgreen     (  2002  )      op. cit   .  
   25            Ibid   .  
   26         Ahmed    ,    et al.    (  2002  )      op. cit   .  
   27         Gurhan-Canli    and    Maheswaran     (  2000a  )      op. cit   .  
   28         Ratchford  ,   B .  T .      (  1987  )    ‘   New insight about the FCB grid   ’ , 

  Journal of Advertising Research  ,   Vol.     27  ,   No.     4  ,   pp.     24   –   38  .  
   29         Bird  ,   M .    ,    Channon  ,   C .     and    Ehrenberg  ,   A .  S .  C .      (  1970  )    ‘   Brand 

image and brand usage   ’ ,   Journal of Marketing Research  ,   Vol.     7  , 
  No.     3  ,   pp.     307   –   314  .  

   30         Keller  ,   K .  L .      (  2003  )    ‘   Strategic Brand Management   ’ ,   Prentice-Hall, 
Englewood Cliffs, NJ  ,   p.     66  .  

   31         Keller     (  2003  )      op. cit   .  
   32         Martin  ,   I .     and    Eroglu  ,   S .      (  1993  )    ‘   Measuring a multi-dimensional 

construct: Country image   ’ ,   Journal of Business Research  ,   Vol.     28  , 
  No.     3  ,   p.     193  .  

   33         Hsieh    ,    et al.    (  2004  )      op. cit   .  
   34         Han  ,   C .  M .      (  1989  )    ‘   Country image: Halo or summary 

construct   ’ ,   Journal of Marketing Research  ,   Vol.     26  ,   No.     2  , 
  pp.     222   –   229  .  

   35         Kleppe    ,    et al.    (  2002  )      op. cit   .  
   36         Kotler    and    Gertner     (  2002  )      op. cit   .  
   37            Ibid.  p.254  .  
   38         Baukus  ,   R .      (  2004  )    ‘   DTC advertising   ’ ,   Journal of Health 

Communication  ,   Vol.     9  ,   pp.     63   –   564  .  
   39         Beverland    and    Lindgreen     (  2002  )      op. cit   .  

   40         Nebenzahl  ,   I .  D .     and    Jaffe  ,   E .  D .      (  1996  )    ‘   Measuring the joint 
effect of brand and country image on consumer evaluation of 
global products   ’ ,   International Marketing Review  ,   Vol.     13  ,   No.     4  ,   
pp.     5   –   22  .  

   41        Korean Ministry of Health  &  Welfare    (  2002  )      ‘ press release ’  to 
Korean Pharmaceutical Traders Association  .  

   42         Ahmed  ,   S .  A .    ,    d ’ Astous  ,   A .     and    Eljabri  ,   J .      (  2002  )    ‘   The impact of 
technological complexity on consumers ’  perceptions of products 
made in highly and newly industrialized countries   ’ ,   International 
Marketing Review  ,   Vol.     19  ,   No.     4  ,   pp.     387   –   407  .  

   43         Jun  ,   J .  W .     and    Cho  ,   C .  -H .      (  2006  )    ‘   Role of cultural products on 
country attitudes, brand attitude, and purchase intention  ,   Paper 
Presented in 2006 AAA Conference, Reno, Nevada  .  

   44        KOBACO    (  2006  )    ‘   Introduction to broadcast advertising in 
Korea  ,   Korea Broadcasting Advertising Corporation, link 
available at     http://www.kobaco.co.kr/eng/image/
english_2005.pdf  .  

   45         Chen    and    Pereira     (  1999  )      op. cit   .  
   46         Enis  ,   B .  M .    ,    Cox  ,   K .  K .     and    Stafford  ,   J .  E .      (  1972  )    ‘   Students as 

subjects in consumer behavior experiments   ’ ,   Journal of Marketing 
Research  ,   Vol.     9  ,   pp.     72   –   74  .  

   47         Balabanis  ,   G .     and    Diamantopoulos  ,   A .      (  2004  )    ‘   Domestic country 
bias, country-of-origin effects, and consumer ethnocentrism: A 
multidimensional unfolding approach   ’ ,   Journal of the Academy of 
Marketing Science  ,   Vol.     32  ,   No.     1  ,   pp.     80   –   95n  .       


	Effects of country of origin and country brand attitude on nonprescription drugs
	INTRODUCTION
	LITERATURE REVIEW
	Country of origin
	Country brand

	METHOD
	Sample selection
	Country stimuli selection
	Data collection
	Research design
	Measurement and instrument

	RESULT
	CONCLUSION AND DISCUSSION
	References


