
“Country of market effect”

AUTHORS

Shenyu Li

Rong Huang

Siva K. Balasubramanian

ARTICLE INFO
Shenyu Li, Rong Huang and Siva K. Balasubramanian (2016). Country of market

effect. Innovative Marketing , 12(1), 7-14. doi:10.21511/im.12(1).2016.01

DOI http://dx.doi.org/10.21511/im.12(1).2016.01

RELEASED ON Wednesday, 27 April 2016

JOURNAL "Innovative Marketing "

FOUNDER LLC “Consulting Publishing Company “Business Perspectives”

NUMBER OF REFERENCES

0

NUMBER OF FIGURES

0

NUMBER OF TABLES

0

© The author(s) 2024. This publication is an open access article.

businessperspectives.org



Innovative Marketing, Volume 12, Issue 1, 2016 

7 

Shenyu Li (China), Rong Huang (China), Siva K. Balasubramanian (USA) 

Country of market effect  

Abstract 

Purpose: This article proposes and empirically tests the country of market (COMK) effect, which captures the consum-

er’s responses of home market to a country where the product is marketed. 

Design/methodology/approach: Study 1 applies a lab experiment about Chinese consumers’ purchase intention for 

printers marketed either in the US or China. Study 2 applies country level data to examine the impact of economic de-

velopment of 22 host countries on the performance of 167 multinational retailers in their home country.  

Findings: Study 1 shows that the printers marketed in US attract a higher level of purchase intention than printers mar-

keted in China. This COMK effect is more salient for printers manufactured in China than those manufactured in US. 

In addition, innovation and design factors corresponding to the host country’s image fully mediate the COMK effect. 

Results in Study 2 show that a retailer that markets its services in a host country with a higher (lower) level of econom-

ic development is likely to generate higher (lower) level of retailing performance in its home country. Furthermore, it is 

found that COMK effect is diminished as the level of economic development of a vendor’s home country increases.   

Research limitations/implications: In addition to the cognitive components of country image (e.g., design and innova-

tion), consumers’ affective components may also influence the COMK effect. Future research could discuss the impact 

of consumer ethnocentrism and consumer animosity on consumers’ attitude towards the product marketed in other 

countries. 

Practical implications: Strategically, marketing products to a country with a favorable image could benefit vendors from 

an emerging economy. For manufacturers from developed countries, marketing a product within their own countries may 

enhance the associated innovation and design images while marketing the same product in an emerging market.  

Originality/value: This article proposes and tests a demand side country effect on consumers’ purchase intention for 

products marketed in other countries. It is in sharp contrast to the traditional country effect which focuses on the supply 

side effect (e.g., country of origin, country of manufacture, country of assembly etc.). 

Keywords: country of market effect, country of origin effect, retailing. 

JEL Classification: M31, M16. 
 

Introduction © 

Globalization has accelerated the outsourcing of 

production away from the West toward a few coun-

tries with significant manufacturing capabilities 

and/or cost advantages. With this diffusion of manu-

facturing technology, countries such as Korea and 

China have quickly developed powerful reputations 

for manufacturing. Many global destinations now 

possess the ability to deliver competitive manufac-

turing excellence that was the exclusive preserve of 

the West only a few decades ago. 

It is well known that some countries mandate that 

manufacturers declare the country of origin (COO) 

information of their products. This rests on the belief 

that COO information is important for shaping beliefs 

and expectations about product performance. This 

study advocates a similar position with regard to in-

formation about country of market (COM), i.e., a mar-
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ket destination where a manufacturer’s product has 

performed exceptionally. Although a rich literature 

exists on the COO effect, the COM effect remains 

relatively unexplored. It is not well known that firms 

may voluntarily disclose information about prestigious 

global markets where their product has performed es-

pecially well. For example, Katmerciler, a Turkish 

manufacturer of vehicle mounted equipment, advertiz-

es its product locally by highlighting its export perfor-

mance in dozens of other countries. In the world’s 

largest C-to-C website (http://taobao.com), an affi-

liated e-commerce company of Alibaba, more than one 

million items carry “export” information to signal 

product quality. Historically, even strong brands such 

as Coca Cola have showcased export-oriented product 

versions in advertising messages (for an example from 

the 1920s, see http://www.adbranch.com/coca-cola-

for-export/). Finally, from a financial perspective, the 

stock performance of global firms such as Samsung, 

Nokia and Apple depends heavily on their respective 

products’ performance in tough overseas markets. 

Such examples demonstrate that consumers may base 

their purchases on where a product is sold, in addition 

to the place where a product is made.  

These changes in production and consumption do-

mains highlight the need to re-conceptualize and 

extend the well-known country of origin effect to 
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accommodate consumers’ perceptions of products 

marketed in other countries. The demand side effect 

based on where exported products are sold remains 

largely unexplored, with the lone exception of Yuce-

tepe’s (2003) unpublished dissertation on country of 

destination effect that focuses on the effect of export 

destination on consumers’ product evaluations.  

Our study re-examines product-related perceptions 

exemplified in the country of origin (COO) effect 

(Han, 1988; Han and Terpstra, 1989; Hsieh, 2004). 

It reaffirms a key assumption in the COO literature 

that consumers rely on perceptions of country image 

or equity to reach product purchase decisions. How-

ever, it differs from the COO literature in that such 

perceptions may not be exclusively tied to the coun-

try of origin. Instead, it highlights consumers’ per-

ception of equity of the country where a product is 

marketed, thereby allowing the product to also build 

a reputation based on that country’s image. We term 

this as country of market (COMK) effect.   

Two studies demonstrate the COMK effect, the 

boundary conditions and the mechanism of this ef-

fect. Study 1 applies a quasi-experiment approach. It 

focuses on the purchase intentions (PI) of Chinese 

participants toward printers that are marketed in ei-

ther China or US, and that are manufactured in ei-

ther China or US. The results show that printers 

marketed in US attract significantly higher level of 

purchase intention than those marketed in China. 

The COMK effect is more salient for printers manu-

factured in China. Besides, the innovation and de-

sign dimensions of country image fully mediate the 

COMK effect. To test the COMK effect on the re-

tailing performance in the real world, study 2 ap-

plies country level data to examine the impact of the 

host country on the performance of a multinational 

retailer in its home country. We found that the high-

er the level of economic development of the host 

country, the higher the sales per unit area of the re-

tailer in its home country. Findings also suggest that 

the COMK effect is weaker if the home country re-

flects a higher level of economic development.  

Our research contributes to the literature of country 

effects in multiple respects: (1) it explores the de-

mand-side country effect from goods domain to the 

services domain (i.e., retailing); (2) it explores the 

boundary condition of COMK effects; (3) it deli-

neates the mechanisms that capture how COMK 

effects occur in a developing country; (4) it gene-

rates new findings and insights about consumer be-

havior that integrate and strengthen product market-

ing activities across international and domestic mar-

kets. In particular, it showcases the influence of a 

product’s performance in overseas markets on its 

performance within a domestic market.  

We organize the paper as follows. We, next, present 

a conceptual framework, along with related hypo-

theses. We, then, describe two empirical studies de-

signed to test the COMK effects, and to illustrate 

their mechanisms and boundary conditions. Finally, 

we discuss the results and their limitations, and offer 

some directions for future research.  

1. Country image 

Country image represents the consumers’ gestalt 

perception of a product within a particular country 

(Nagashimaya, 1970). It captures the strengths and 

weaknesses of an industry in a particular country at 

a general level (Pappu, Quesster and Cooksey, 

2007; Wu, 2011). Country image typically embeds 

the equity of a country that is associated with the 

evaluation of a product (Shimp and Sharma, 1987; 

Lin and Chen, 2006). Therefore, consumers’ ratings 

of products (and their purchase intentions) are likely 

to be closely associated with the equity of country 

where they are marketed.  

The customer-based brand equity literature (e.g., 

Keller, 1993) offers useful implications on how con-

sumers evaluate and purchase products based on the 

quality information provided by the country image. 

First, consumers use intangible extrinsic cues as a 

signal of overall quality. Examples of such extrinsic 

quality cues include price (e.g., Olson and Jacoby, 

1972), warranties or guarantees, brand reputation 

(Jacoby et al., 1977) or seller reputation (Shapiro, 

1982). In this case, consumers do not process the 

detailed product information. Particularly when con-

sumers lack product information, extrinsic cues may 

serve as a signal of product quality (c.f. Erdem and 

Swait, 1998). 

Similarly, a country’s image may reflect consumers’ 
country-specific beliefs about workmanship, dura-
bility and reliability (Erickson, Johansson and Chao, 
1984). Consumers may infer the quality of a product 
from the image of the country where it was pro-
duced. This notion is exemplified in the COO litera-
ture that posits that products originating from a 
country with a favorable image tend to receive bet-
ter evaluations (e.g., Han and Terpstra, 1988; Peter-
son and Jolibert, 1995; Verlegh and Steenkamp, 
1999) relative to those originating from countries 
with unfavorable images. In a similar vein, the 
COMK effect may signal that a product possesses 
the design and innovation features that consumers in 
the host country expect.  

Consumers may develop an overall product quality 

assessment based on country stereotypes in their 

minds. For instance, the literature suggests that con-

sumers may react differently to the marketing mix 

of different competing brands. From their past expe-

riences, consumers may develop impressions about 
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a brand. Such an impression, or brand image, is as-

sociated with the product’s functional and symbolic 

benefits. Similarly, a consumer’s experience with a 

product that was marketed in a specific host country 

may shape or reinforce country-specific image(s). In 

other words, the COMK effect is driven by the equi-

ty of a prestigious host country that consumers’ may 

rely on to evaluate a product, in contexts where a 

vendor markets its product within that host nation. 

Hence, COMK plays a similar role in shaping con-

sumers’ product quality judgments. For example, 

printers marketed in a more developed country are 

more likely to be preferred over those marketed in a 

less developed country. Based on the above argu-

ment, we propose that: 

H1: The vendor’s equity for country of market (host 

country) positively influences consumers’ purchases 

in its country of origin (home country).  

COMK effect might be diminished when the vendor 

incorporates positive COO image. A vendor from a 

developed country might already possess positive 

features embedded in the country equity. For exam-

ple, US-based vendors may already hold positive 

image with respect to design and innovation. For a 

US-based vendor, note that activities such as mar-

keting a product within the US may convey similar 

quality information to consumers as in COO. There-

fore, the product quality information conveyed by 

COMK might be redundant given the information 

gleaned from COO, if both COO and COMK effects 

are attributable to US. In contrast, the COMK effect 

is relatively more salient for a vendor from a less 

developed country, because it does not hold positive 

country equity by default. For these reasons, we ex-

pect a negative interaction effect of COMK and 

COO on consumer purchase as hypothesized next. 

H2: The country of market effect would be reduced 

along with the vendor’s equity for country of origin.  

Country image is a multi-dimensional construct. It 
consists of three dimensions: design, innovation and 
pride (Pappu et al., 2007; Roth and Romeo, 1992). 
Design and innovation represent cognitive elements, 
while pride reflects the emotional and symbolic 
benefits perceived by consumers.  

1.1. Design and innovation. As the cognitive as-

pects of country image, design and innovation cha-

racteristics influence a consumer’s purchase inten-

tion for a product that possesses favorable or unfa-

vorable COO perceptions (Chuang and Yen, 2007; 

Hong and Wyer, 1989; Martin and Eroglu, 1993; 

Pappu et al., 2007). For example, US, as a country, 

is generally associated with high levels on the fol-

lowing desirable characteristics: rich history of in-

novation and product development, robust market-

ing expertise, demanding product design and per-

formance standards, effective regulations to enforce 

those standards, and large, sophisticated and dis-

cerning consumer markets. To the extent that such 

country-specific characteristics serve as testimonials 

to the quality of a product that is marketed therein, a 

consumer might use the design and innovation in-

formation embedded in the country image for pur-

chasing decisions. Based on the above argument, we 

propose: 

H3: The design dimension of country image me-

diates the country of market effect in a developing 

country. 

H4: The innovation dimension of country image me-

diates the country of market effect in a developing 

country. 

1.2. Pride. Consumers in a less-developed country 

may experience a feeling of pride when purchasing 

products marketed in developed countries. First, the 

respective country image(s) may provide symbolic 

and emotional benefits to consumers (Hong and 

Wyer, 1989; Zhou and Hui, 2003). Hence, consum-

ers in an emerging economy often associate the con-

sumption of products from western countries with 

social status enhancement and demonstration of 

wealth and power (Batra et al., 2000; Alden, Steen-

kamp and Batra, 1999; Tse, Belk and Zhou, 1989).  

Second, Escalas and Bettman (2003) found that con-

sumers might imitate the consumption behavior of 

other consumers who belong to an aspirational 

group. For example, consumers in a developing 

country who contemplate the purchase of a product 

that is marketed in the US have the opportunity to 

imitate the consumption behavior of US consumers. 

They might feel proud of consuming a product mar-

keted in the US, because the same product is also 

available to consumers in their aspirational group. 

As such, we propose: 

H5: The pride dimension of country image mediates 

the country of market effect in a developing country. 

2. Study 1 

2.1. Design of study 1. The objective of study 1 is 

to test the COMK effect, explore its mechanism and 

boundary conditions. Printer was chosen as the focal 

product because it was frequently used by, and was 

affordable for undergraduate students. The product 

description of the printer reflected the specifications 

of a mini black/white laser printer, including print 

speed, resolution, paper handing input and monthly 

duty cycle. The price of the printer was set as RMB 

800 (equivalent to USD 128), which reflects the 

price set by a mainstream Chinese online retailer. 

We adopt 2 (COMK: China [coded as 0] vs. US 

[coded as 1]) x 2 (COO: China [coded as 0] vs. US 

[coded as 1]) between subject design. 120 undergra-



Innovative Marketing, Volume 12, Issue 1, 2016 

10 

duates at a large southern university in China parti-

cipated in this study. Respondents were paid RMB 

10 for participation, and randomly assigned to one 

of the four experimental treatment cells. We did not 

identify a particular brand name for both products, 

because brand name incorporates country informa-

tion (Pappu et al., 2007).  

Respondents initially provided ratings for purchase 
intention (Dodds, Monroe and Grewal, 1991) for the 
product they were assigned to. They, then, rated the 
design and innovation measurement scales for the 
printer associated with corresponding COMK and 
COO experimental treatment assignments. We 
adapted Pappu et al. (2007) scales by adding COMK 
into the original COO scale. In other words, the items 
provided the name of COO (e.g., US), the name of 
COMK (e.g. China) and the specific nature of a 
product (e.g. innovative). Respondents, then, rated 
their subjective knowledge of the printer using a scale 
developed by Moorman et al. (2004). Finally, we col-
lected the respondent’s knowledge of COO and 
COMK using a 7 point scale for each factor. The 
measurement scales for purchase intention, design, 
innovation, knowledge of product, COO and COMK 
constructs used a 7 point Likert scale, with higher 
scores representing more positive ratings. Table 1 
demonstrates the factor structure of the dimensions of 
design, innovation and pride. Appendix 1 reports the 
matrix of correlation between experimental condi-
tions (COMK and COO), and underlying purchase 
intention, design, innovation, pride constructs. 

Table 1. Factor loadings of country image dimensions 

Dimensions 
Factor loadings/ 

Reliability coefficient 

Design 

Reliable 0.66 

Excellent finish 0.81 

Dependent 0.91 

Reliability 0.91 

Innovation 

Innovative 0.90 

Technologically advanced 0.64 

Reliability 0.85 

Pride 

Up-market 0.63 

Proud to own 0.70 

High status 0.80 

Reliability 0.82 

2.2. Result of study 1. Table 2 (column 1) summariz-

es the regression results of PI on COMK and COO, 

while controlling consumers’ subjective knowledge of 

product, COO and COMK. The results show that US 

as COMK significantly improves consumers’ PI (β = 

0.561, s.e. = 0.256), thus, lending support for H1. US 

as COO is not significantly related to PI (β =0.015, s.e. 

= 0.260). Column 2 reports the interaction effects of 

COMK and COO. US as COO negatively moderates 

COMK effect of US on PI (β = -1.153, s.e. = 0.534), 

supporting H2. Specifically, if COMF is China (col-

umn 3), COMK is significantly related to PI (β =1.664, 

s.e. = 0.419), if COMF is US (column 4), COMK is 

not significantly related to PI (β = 0.146, s.e. = 0.342). 

Table 2. The result of COMK effect on consumer purchase intention 

Purchase intention Design Innovation Pride Purchase intention 

 
(1) (2) 

(3)  
(China made) 

(4) 
(US made) 

(5) (6) (7) (8) (9) 

Constant 
3.872*** 3.647*** 4.291** 3.601* -0.864 -0.605 1.072 4.056*** 4.436*** 

(1.058) (1.047) (1.664) (1.432) (0.648) (0.656) (0.741) (0.960) (0.987) 

COMK-US 
0.561* 1.165** 1.664*** 0.146 1.083*** 0.765*** 0.217  -0.478 

(0.256) (0.377) (0.419) (0.342) (0.157) (0.159) (0.180)  (0.318) 

COO-US 
0.015 0.591  -0.026 0.738*** -0.199 -0.095 -0.169 

(0.260) (0.370)  (0.159) (0.161) (0.182) (0.257) (0.260) 

COMK -1.153*       

x COO (0.534)       

Design 
    0.557*** 0.683*** 

    (0.118) (0.144) 

Innovation 
       0.230† 0.331* 

       (0.127) (0.142) 

Pride 
       0.187 0.211† 

       (0.122) (0.122) 

Knowledge 
of product 

-0.110 -0.157 -0.437* 0.089 -0.090 -0.002 -0.253* -0.016 0.004 

(0.157) (0.156) (0.213) (0.222) (0.096) (0.097) (0.110) (0.148) (0.147) 

Knowledge 
of COO 

0.291† 0.400* 0.870** 0.150 -0.010 0.061 0.184 0.276† 0.239 

(0.163) (0.167) (0.259) (0.219) (0.100) (0.101) (0.114) (0.149) (0.150) 

Knowledge 
of COMK 

-0.213 -0.297* -0.713** -0.126 0.136† -0.086 -0.205* -0.235† -0.234† 

(0.129) (0.133) (0.236) (0.153) (0.079) (0.080) (0.091) (0.123) (0.122) 

R2 0.070 0.107 0.274 0.033 0.315 0.299 0.105 0.230 0.245 

Notes: † p < 0.10, *p < 0.05,  ** p < 0.01; *** p < 0.001. Coefficient reported with standard deviation is in parenthesis. 
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Table 2 (Column 5~9) reports the result of media-

tion analysis, following Baron and Kenny’s (1986) 

approach. We found US as COMK positively re-

lated to both design (column 5, β = 1.083, s.e. = 

0.157) and innovation (column 6, β = 0.765, s.e. = 

0.159), but not related to pride (column 7, β =0.217, 

s.e. = 0.180). When we regress three country image 

factors on consumer PI without COMK (column 8), 

only design (β = 0.557, s.e. = 0.118) and innovation 

(β = 0.230, s.e. = 0.127) are positively related to 

consumer PI, while pride factor is not (β = 0.187, 

s.e. = 0.122). Finally, when we regress COMK and 

three country image factors on consumer PI, design 

(β = 0.683, s.e. = 0.144), innovation (β = 0.331, s.e. 

= 0.142) and pride (β = 0.211, s.e. = 0.122) are sig-

nificantly related to consumer CI, while the COMK 

variable is not. Thus, design and innovation fully 

mediate the PI effect of COMK, supporting both H3 

and H4. H5 is not supported in this study. Conclu-

sively, consumers’ processing of COMK informa-

tion is through the cognitive components of country 

image (i.e., design and innovation) rather than affec-

tive component (i.e., pride). 

Study 1 found that COMK enhances consumers’ 

purchase intention, especially for products manufac-

tured in a developing country. In addition, country 

image of design and innovation were shown to fully 

mediate the COMK effect.  

3. Study 2 

To test the COMK effect on retailing performance 

in the real world, study 2 aims to test this in the re-

tailing industry context. This study also seeks to 

investigate the boundary conditions of this effect.   

Rapid internationalization in retailing took shape in 

the late 1990s when leading retailers like Walmart 

and Carrefour expanded to Asian and African coun-

tries (Wrigley et al., 2005). The retail industry offers 

sufficient international data for our analysis.  

3.1. Sample. The sample retailing firms we studied 
were from the Euromonitor database. This multi-
country database records sales and operation area of 
retailers whose market share exceeds 0.5% of total 
retail sales of consumer goods in a country. We 
choose 167 multinational retailers which conduct 
business in 2 to 22 countries. Our sample covers the 
timeframe from year 2006 to 2011. Some retailers 
have a performance record of less than six years, 
and our final dataset yields 936 retailer-year obser-
vations and an unbalanced panel.  

3.2. Variables and model specification of study 2. 

We apply the sales per unit area of a retailer as a 

performance indicator in the home country, because 

land cost is the major investment in the retailing 

industry. We compute the impact of host countries 

to the business performance of a retailer in the home 

country by the weighted sum of GDP per capita of 

host countries. The weight is calculated by a retail-

er’s sales in a host country over its total sales in the 

host countries. According to H1, the higher the 

weighted GDP per capita of the host countries, the 

higher the sales per unit area of a retailer in its home 

country would be. In addition, the GDP per capita of 

the retailer’s home country signals the economic 

development level of that country. According to H2, 

we expect that the higher the GDP per capita of the 

home country, the lesser the impact of host coun-

tries would be on the performance of retailer in the 

home country.  

At the macroeconomy level, we control for the GDP 

and population density of the home country. At the 

microretailer level, we control for the retailer’s age 

and market share. The data for GDP and population 

density were obtained from the World Bank data-

base. We relied on the websites of the retailers in 

our database to calculate the age of each retailer in 

each year. The market share for each retailer is cal-

culated by dividing its sales over the total retail 

sales of consumer goods of a country. The mean and 

correlation of all the variables used in this study are 

reported in Appendix 2. 

We apply standard panel linear model to analyze the 

data. The panel model controls for the individual 

retailer’s unobserved heterogeneity (e.g., reputation) 

and allows us to examine the performance directly. 

The Hausman (1978) test shows that there is a sig-

nificant difference between the fixed effect model 

and random effect model (χ2 = 194.123, df = 6, p < 

0.001). Hence, we use the fixed effects model.  

3.3. Result of study 2. Table 3 (column 1) demon-

strates the result of main effect model of COMK. 

The result shows that the GDP per capita of the 

host countries is significantly related to the retail-

er’s performance in the home country (β = 2.258, 

s.e = 0.842). Thus, H1 is supported again. Addi-

tionally, GDP per capita of the home country is 

positively related to the retailer’s performance (β = 

12.630, s.e = 2.834), implying that retailers based 

in developed nations might exhibit higher perfor-

mance than retailers based in less developed coun-

tries. However, GDP of home country is negatively 

related to retailer’s performance (β = -1.583, s.e = 

0.814). In addition, increase in population density 

increases sales per unit square (β = 19.602, s.e = 

1.562), reinforcing the importance of market size 

to a retailer’s performance. Finally, retailer’s mar-

ket share is positively related to retailer’s perfor-

mance (β = 1.628, s.e = 0.425). The result is con-

sistent with the findings by Szymanski, Bharadwaj 

and Varadarajan (1993).  
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Table 3. Fixed effect model of retailer performance 

 Sales/m2 Sales/m2 

Log(Host GDP per capita) 
2.258** 13.043* 

(0.842) (5.299) 

Log(Home GDP per capita) 
12.630*** 22.720*** 

(2.834) (5.653) 

Home GDP 
-1.583† -1.745* 

(0.814) (0.816) 

Home pop. density 
19.602*** 19.481*** 

(1.562) (1.560) 

Log(Market share) 
1.628*** 1.626*** 

(0.425) (0.424) 

Log(Host GDP per capita) x  -3.090* 

Log(Home GDP per capita)  (1.499) 

R2 0.249 0.253 

Notes: †p < 0.10, *p < 0.05; **p < 0.01; ***p < 0.001. Coeffi-

cient reported with standard deviation is in parenthesis. The 

coefficient for each retailer is not reported. 

Table 3 (column 2) shows the interaction of the im-

pact of GDP of host countries, and the GDP per ca-

pita of the home country on retailer’s performance 

in the home country is negative (β = -3.090, s.e = 

1.499). The result implies that the impact of COMK 

effect from the host countries would be weaker in a 

home country with a high GDP per capita.  Thus, H2 

is supported as well. The predictions for all other 

control variables with respect to retailer’s sales per 

unit area are remarkably the same as in the main 

effect model.  

Study 2 empirically supported the COMK effect in the 

retailing industry based on the performance data of 

multinational retailers in various countries. The result 

implies that the economic country image of the host 

countries might be a signal of retailing service quality. 

Yet, the strength of the signal of the host countries is 

weaker, when the home country equity independently 

serves as a signal of service quality. 

Overall discussion 

Across the two studies, our findings show that con-

sumers rely on the image of the country where the 

product is marketed, and stimulate purchases in the 

home country. Therefore, the superiority of innovation 

and design images of favorable COMK (e.g., US as a 

market) may spill over to the vendors with unfavorable 

COO, if vendors from developing countries market 

their products in developed countries. Our research 

found that design and innovation images mediate the 

COMK effect on PI. Zhang et al. (2010) maintain that 

technology of foreign invested enterprises in China 

may spill over to Chinese manufacturers. Our research 

implies that spillover might occur more easily at the 

level of product markets. Hence, international trade 

competition might not be confined to the global mar-

keting arena, but its influence may also spill over to 

competition within a country.  

Strategically, marketing products to a country with a 

favorable image could benefit vendors from an emerg-

ing economy with respect to marketing efforts within 

their own country. Our study finds that vendors that 

market their products in a more developed country 

may enhance both consumers’ PI and retailing perfor-

mance. For vendors located in an emerging economy, 

marketing products in developed countries provide an 

alternative way to compete with manufacturers from 

developed countries in the local market. For example, 

Wahaha, a leading brand in the soft drink industry in 

China, promotes its product in China by leveraging its 

market exposure in US, Canada and Singapore. Stu-

dies in the COO literature also imply some spillover 

benefit for a product that is widely known. For in-

stance, Winit et al. (2014) found that consumers favor 

global brands (i.e., brands that are sold worldwide) 

over non-global brands.  

For manufacturers from developed countries, mar-

keting a product within their own countries pro-

motes the associated innovation and design images 

while marketing the same product in an emerging 

market. Hence, manufacturers from developed 

countries should market similarly designed and in-

novative products in both emerging economies and 

their own countries. For example, a prominent Japa-

nese cosmetic manufacturer markets a sub-brand 

uniquely formulated for the skin characteristics of 

Chinese women. Unfortunately, this sub-brand is 

perceived to be at a lower end than its counterparts 

marketed in both Japan and China. Although custo-

mizing the product for Chinese consumers might be 

a good practice, branding the product locally might 

make things worse.   

Conclusion 

We empirically test a demand side COMK effect 

that differs from the supply side COO effect based 

on a quasi-experiment focusing on consumer pur-

chase intention with COMK information and a re-

tailing performance analysis. We found that ven-

dor’s equity of country of market positively influ-

ences purchase intention and retailing performance 

in the home country. The COMK effect is stronger 

for vendors from relatively less developed coun-

tries. Design and innovation factors of country im-

age fully mediate the COMK effect in a developing 

country.  

Limitation and future research 

Compared with the large volume of research on the 

COO effect over the past 40 years, our research is 

an early study on the COMK effect. One limitation 

of our work is its focus on the cognitive components 

of COMK effects (e.g., design and innovation). We 

acknowledge that affective components may also 

influence COMK effects. For example, consumer 
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ethnocentrism (Zolfagharian, Saldivar and Sun, 

2014) and consumer animosity (Maher, Clark and 

Maher, 2010) may reduce consumers’ purchase in-

tention for products marketed in other countries. 

Future research could address these topics. In addi-

tion, future research should investigate how product 

type and product involvement (Prendergast, Tsang 

and Chan, 2010) influence the COMK effect. Final-

ly, the interaction of brand image and country image 

deserves research attention.  
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Appendix 1. Mean and correlation of variables of study 1 

 COO COMK Purch Design Innov Pride COO know COMK know Prod know 

COO 1         

COMK 0.000 1        

Purchase 0.005 0.174 1       

Design -0.053 0.532 0.374 1      

Innovation 0.383 0.381 0.161 0.000 1     

Pride -0.091 0.083 0.177 0.000 0.000 1    

COO know -0.193 -0.176 0.079 -0.002 -0.136 0.089 1   

COMK know -0.253 -0.064 -0.080 0.131 -0.182 -0.107 0.537 1  

Product know 0.067 0.051 -0.075 -0.063 0.046 -0.219 -0.205 -0.111 1 

Appendix 2. Mean and correlation of variables of study 2  

 Mean Sales/m2 Home GDP Home GDP/C Home pop. den. Host GDP/C Market share 

Sales/m2 (USD) 8011.7 1.000      

Home GDP (USD1012) 4.030 -0.096 1.000     

Home GDP/capita (USD103) 37.601 -0.022 0.255 1.000    

Home pop. den. (103ppl/km2) 0.661 0.407 -0.250 -0.191 1.000   

Host GDP/capita (USD103) 32.050 -0.103 -0.100 0.367 -0.234 1.000  

Market share 0.017 0.037 -0.146 0.007 -0.037 -0.102 1.000 
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