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Introduction

There has been considerable interest in 
recent years on the effects of country of ori-
gin products on consumer’s perception of 
products. Consumers usually have several 
options in their choice of product consump-
tion (Schooler, 1965; Ahmed and d’ Astous, 
2002, 2003; Ahmed and Xia Yang et al. 2003). 
These research findings indicate firstly, that 
better understanding of country of origin is 

required in appreciating perceptual decisions 
of consumers. Secondly, country of origin is 
used by consumers to evaluate products and 
in making purchasing decisions (Hong and 
Wyer, 1990; Parameswaran and Pisharodi, 
1994). More importantly, country of origin 
may create a ‘halo effect’, influence custom-
er’s attention and evaluation of product fea-
tures and dimensions (Erickson, Johansson 
and Chao, 1984). Country stereotyping may 
also affect consumers’ attitudes towards the 
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brand of a country instead of through atti-
tude ratings (Wright, 1975).

The conclusions that emerged from 
country of origin research indicate that con-
sumers use country of origin to evaluate 
products (Han 1989; Johansson 1989). For 
example, Johansson (1989) argued that con-
sumers’ use country of origin information to 
evaluate product quality. Other authors sug-
gested that country of origin could be used as 
an attribute (Hong and Wyer 1989, 1990) 

Researches on country of origin provide 
insight knowledge into consumer attitudes in 
various countries in respect of foreign prod-
ucts and corresponding marketing strategies. 
It also provided considerable contribution 
into the understanding of international mar-
keting strategies. Despite these contributions 
empirical research in developing nations in 
respect of foreign products and associated 
marketing practices and strategies are lim-
ited which limited conclusions that can be 
drawn from developing nations. A number 
of factors limit previous studies on country 
of origin, one, most of these studies were 
conducted in USA where authors made use 
foreign students on the assumption that 
their behaviors will reflect behaviors of their 
home country (Samiee, 1994). Two, only few 
studies were conducted outside USA most-
ly in developed and industrialized nations 
(Bhuian, 1997). Three, these studies adopted 
a general approach in their investigations, 
i.e they examined consumers’ perceptions 
of products from a wide array of countries, 
this reduced the level of detail to be gained 
on specific country or region (Leonidou, 
Hadjarcou, Kaleka and Gergans, 1999).This 
may be helpful for comparative analysis on 
a general level (Sodiq and Zafar 2006).While 
a number of studies have been conducted in 

many developed nations few studies, if any, 
as far as it can be determined have not been 
conducted on Nigerian consumers’ prefer-
ence of  foreign made products. Specifically, 
this study attempt to investigate the follow-
ing research questions: what are the sources 
of information used by Nigerian consumers 
in evaluating foreign made goods? How does 
this differ in accordance with consumer de-
mographics? How do consumers in Nigeria 
evaluate specific dimensions of products 
made abroad and how do these factors vary 
in relation to consumer demographics? What 
is the Nigerian consumers’ assessment of 
product categories?

Literature Review

Recent trend in globalization empha-
sizes the need to understand country of ori-
gin concept effects, especially in developing 
country like Nigeria. There is increasing 
application of digital mechanism in  trade 
transactions and a reduction in trade barriers 
which make it relatively easy for multination-
al organizations to compete in several mar-
kets and economies. For example, a Nigerian 
consumer has access to several products 
from around the world and country of origin 
information may be used to evaluate these 
products. Several consumers make rational 
choice by comparing and contrasting prod-
uct features and performance. Recent studies 
had shown that emotions play a major role 
in consumer purchase of foreign products 
(Maheswaran 1994).

          The earliest study of country of ori-
gin can be traced to the work of Nagashima 
(1970). He argued that consumers evaluate 
products based on the picture, the reputa-
tion, and the stereotype that consumers and 
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businessmen attach to products of a specific 
country. The image of a product is formed 
by associating the product to such variables 
as representative products, national charac-
teristics, economic and political background, 
history and tradition of the country of origin 
of the product. Samiee (1994) defined coun-
try of origin effect as the influence or bias 
that consumers may have resulting from the 
country of origin of the product or service or 
its associated products.. The results of the ef-
fects may be varied: a number may be as a 
result of the experience of the consumers of 
the country of origin; knowledge of the coun-
try of origin of the product; political beliefs; 
ethnocentric tendencies and fear of the un-
known. (Ahmed, Johnson and Yang 2003).

Several studies have extensively docu-
mented that country of origin influences 
product evaluations. In general, evaluations 
of a country associated with a product leads 
to a corresponding favourable and unfav-
ouarble evaluation of a product (Gurhan-
Canli and Maheswaran 2000b; Hong and 
Wyer 1989,1990). Previous studies provided 
conditions under which country of origin is 
used to new evaluate, some of these condi-
tions include nature of information and the 
processing goal would determine whether 
country of origin will be used for product 
evaluation (Gurhan- Canli and Maheswaran, 
2000b). For example Gurhan-Canli and 
Maheswaran (2000b) study found out that 
product from Japan elicit favourable per-
ceptions of high quality product. However, 
Klein, Ettenson and Morns (1998) found out 
that some Chinese consumers may not con-
sume Japanese product because of high ani-
mosity developed against Japan during the 
war. This shows that consumers’ emotions 
impact significantly on the country of origin 
evaluation. 

  Consumers in less developed countries 
may favour products and brands from devel-
oped countries (Solomon, 2004) and Nigerian 
consumers are no exception. Consumers at-
tidude towards western culture especially 
from countries that were colonized are ame-
liorated (Klein et. al 1998) and they often value 
western goods more than locally made goods 
(Ahmed and d’Astons, 2004). Consumers 
may prefer high-quality imported goods, 
they do not blindly buy western goods, rath-
er they may seek quality at a good price (Cui, 
1997). It is also possible that foreign brands 
may los their appeals as locally made goods 
increase in quality and attractiveness (Zhon 
and Hui, 2003; Li, 2004). Another reason why 
foreign products may lose their appeal in less 
developed countries such as Nigerian may 
be local consumers’ increasing knowledge 
about  foreign products and brands (Dickson 
et al , 2004). It has also bee reported that con-
sumers buy forign goods for prestige and 
nationalistic belief (Zhon and Belk, 2004).
Therefore, it can be suggested that consum-
ers in developing countries have conflicting 
reactions towards foreign brands.

Country of origin is a cue that consum-
ers use to evaluate foreign products and 
brands. Country of origin (hereafter, COO) 
has been defined in several ways: as the coun-
try of location of the corporate headquarters 
(OZsomer et al, 1991); country of manufac-
turing or assembly (Papadopolous, 1993); 
and the country of product design (Ahmed 
et al 1994). COO is also defined as any influ-
ence or bias that consumers may hold, result-
ing from the COO of the associated products 
or service (Samiee, 1994). The source of the 
effect is varied, some are based on the expe-
rience of the consumers with the products 
from the country in question, others are from 
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personal experience, knowledge regarding 
the country political belief, ethnocentric ten-
dency or fear of the unknown (Samiee, 1994).

Previous studies had shown that 
COO can influence consumers’ attitudes 
(Khachaturian and Morganosky, 1990); pur-
chasing intentions towards foreign prod-
ucts and brands (Zhang, 1996; Kaynak, 
Kuankemiroghiand Hyde, 2000); evaluation 
of its attributes (Kim and Pysarchik, 2000); 
attitudes toward products (Lee and Leong, 
1999) and product purchase value (Ahmed 
and d’Astous, 1999). These influences have 
been reported for products in general as 
well as specific product categories, includ-
ing consumers as well as organizational buy-
ers (Kim and Pysarchik, 2000; Ahmed and 
d’Astous,1995; Li et al, 2000; Huddleston et 
al, 2001). COO is very important in evaluat-
ing foreign products principally from two 
main perspectives: quality (Khachaturian 
and Morganosky, 1990 and Steenkamp et 
al, 2003) and purchase value (Ahmed and 
d’ Astous, 1993). These perceptions are in-
fluenced by such factors as brand familiar-
ity, the level of involvement in the purchase 
decision, the level of involvement evoked by 
the product class, the familiarity with coun-
tries and preference for domestic products 
(Kaynak and Kara 2000; Steenkamp et al, 
2003; Batra et al 2002).

Consumers’ associate specific image to 
products from given country. Such images 
are influenced by a number of variables in-
cluding national characteristics, economic 
and political background history and tradi-
tions (Nagashima, 1970, Sohail and Ahmed -). 
COO effect is concerned with how consum-
ers perceive products sourced from a par-
ticular country (Chinen, et al 2000). Extant 
literature indicated that COO influence can 

be traced to product assessment and deci-
sion making processes as it affect consumers’ 
prediction of likelihood of specific features 
of products manufactured in a certain coun-
try (Zain and Yasin, 1997; Solomon, 2004). A 
number of studies have indicated consumers’ 
bias favour of products from developed na-
tions such as USA, European countries and 
Japan. This usually associated with high lev-
els of economic and technological develop-
ment (Chinen et al , 2000; Huddleston et al, 
2001; Hsieh, 2004) which translate to high 
quality and better performance of products.

One important aspect of the effect of 
COO is the product type. It is established 
in literature that product that exhibit high 
complexity or product considered being 
luxurious items e.g automobiles, computers 
and television sets are likely to be more af-
fected by the COO (Ahmed and d’Astous, 
1993 2001; Okechuku and Onyemah, 1999). 
A number of variables have been identify to 
influence the COO effects. For example de-
mographic factors such as age and sex have 
been found to influence country of origin 
effect (Schooler, 1971; Johanson et al 1986). 
College graduates have also been found to 
view foreign products more favourably than 
less educated respondents

There is evidence to suggest that high-
ly industrialized nations such as Japan, 
USA UK or Germany are evaluated highly 
in terms of product quality (Ahmed and 
d’Astous, 2001) than newly industrialized 
nations such as China, Korea or Indonesia. 
Products from these later countries are gen-
erally viewed as inferior across design, as-
sembly and parts ability. Products from 
developing countries like Nigeria are fur-
ther viewed with negative impressions 
(Okechukwu and Onyemah, 1999). 
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Consumers’ experience of living or 
studying in a foreign country will moderate 
his perception of product quality and pur-
chase intention. This is based on the theory 
of acculturation. Acculturation looks at how 
consumers from one country adapt their atti-
tudes and behaviour of a host country (Jamal 
and Chapman, 2000; Suri and Manchanda, 
2001). A number of studies have investigat-
ed various aspects of acculturation and the 
impact on marketing (Son and Shin, 2004; 
and Chung etal, 2005).These include issues 
such as information search, price sensitiv-
ity, shopping behaviour, response to adver-
tising and personal influences (Quester et al, 
2001; Jamal and Chapman 2000; Xu et al 2004 
and plumbo and Teich 2004). Yim, Garma 
and Polonsky, (2006) and Wong (2005) pos-
tulated that consumers who are acculturated 
to foreign environment have more positive 
feelings toward products from those foreign 
environments than those non-acculturated 
counterparts. It is expected, therefore, that 
adaptation to foreign views would impact on 
consumers’ evaluation of products sourced 
from home country versus foreign products 
which could modify purchase behavoiur 
(Xu,et al, 2004).

Materials and Methods

This study was conducted in Lagos, 
Nigeria. Lagos is Nigeria former federal 
capital and the commercial and industrial 
nerve centre of the country. Nigerians con-
sumers’ perceptions towards products made 
in Nigeria were measured on multiple-item 
scale drawn from previous research. The in-
strument was adapted from Leonidous et al 
(1999) with a number of modifications to suit 
our present needs. For example, information 

on ethnicity was dropped despite the facts 
that Nigeria is a multi-ethnic society. This 
is because consumers may be sensitive to 
questions on ethnicity. Basically, the survey 
attempts to elicit response on the sources of 
information for evaluating foreign products, 
consumers’ evaluation of different product 
dimensions, demographic profile of con-
sumers and perceptions of foreign products 
based on experience. 

        Product dimensions studied includ-
ed design, style, quality, branding and price. 
Specific products used in assessing the effects 
of COO include electrical appliances and 
electronics, clothing, cosmetics and footwear, 
confectioneries and drinks and computer 
accessories. The choice of these products is 
based on the facts that most of these prod-
ucts are accessible to consumers (both local 
and foreign made). Also covered in the ques-
tionnaire are issues relating to demographic 
profile of the consumers (age, gender, edu-
cational background). The study made use 
of customers of departmental stores in two 
major commercial and business districts of 
Lagos: Ikeja and Lagos Island. Shoppers 
were. Shoppers were used to collect infor-
mation majorly by convenient sample tech-
niques. The respondents are at least 18 years 
old and were requested to fill a questionnaire 
as they are living a shopping mall. In all 220 
questionnaires were administered of which 
197 were found usable, which form the basis 
of this study. 

Analysis and Discussion

The age of the respondents ranged from 
18-55years. More than 80% of this is in the 
age bracket of 18-35 years. All the respon-
dents have at least secondary education with 
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more than half possessing a secondary edu-
cation, see table 1.

The major sources of information for 
the respondents about goods imported are 
friends, television and radio and experimen-
tal knowledge. A check on the relationship 

between demographic variables and sources 
of information indicated that friends’ opin-
ion (p =0.001) and experiential knowledge 
(p=0.066) are preferred by both male and fe-
male respectively. Gender has no other sig-
nificant impact.

Table 1: Demographic Profile

Profile Frequency Percentage
Gender

Male 69 35
Female 128 65
Total 197 100

Age

18-25 106 53.81
26-35 59 29.95
36-45 24 18.18
45 and above 8 4.06
Educational Qualification
Primary education -
Secondary education 118 59.90
NCE/HHD/BSC 69 35.03
Post graduate 10 5.07
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Table 2: Sources of Information for Products

Variables Experiential
Knowledge

Friends
Opinion

Product
Packaging

TV/R
Radio

Sales
Reps

Gender
  Male
  Female
P value

3.09
3.27
.066**

2.98
2.64
.001*

3.02
3.62
.811

3..35
2.87
.649

3.56
4.17
.920

Age
  18-25
  26-35
  36-45
  +45
p value

4.09
4.65
4.34
3.98
.060

2.39
2.14
2.65
3.11
.889

2.79
2.88
3.34
3.03
.734

2.73
2.92
3.04
3.57
.002*

2.69
3.97
4.34
3.96
.635

Educational Level
   Primary
   Secondary
   NCE/HND/BSC
   Postgraduate
p value

3.16
2.98
2.76
2.45
.050***

2.41
2.35
2.79
4.06
.035

4.88
4.82
4.01
3.33
.370

3.88
3.82
4.01
4.33
.01**

3.23
3.87
4.02
3.42
.022**

Overall Ranking 1 3 4 2 5

Age groups present different scenario 
in respect of sources of information in prod-
uct evaluation. Table 2 showed that young 
respondents (18-35 years) relied mostly on 
television and radio for their source of in-
formation (p =0.002). Other sources are of no 
importance to the respondents’ product pur-
chase decisions.

Educational qualification is related to 
three of the items studied. Respondents with 
lower education: primary and secondary are 
influenced by television and radio (p=0.01), 
and sales representation (p=0.022), while re-
spondents with higher level of education i.e 
minimum of university education relied on 
experiential knowledge (p=0.050). Overall 
rating of the sources of information studied 

indicated that respondents rated experiential 
knowledge higher than other sources. The 
rating ranged from most preferred (1) to the 
least preferred (5). Television and radio are 
ranked second followed by friends ‘opinion, 
the rated source of information from table 2 
is product package.

Respondents were asked to indicate 
how they evaluate foreign products using 
six dimensions presented in table 3.The di-
mensions are design, style, quality, brand-
ing, packaging and price. The relationship 
between demographic factor and the six 
dimensions of product evaluation studied 
showed that male respondents used design 
dimension to evaluate a product (p=0.55) 
while the female respondents relied on price 

Mean scores based on ranking of preference ranging from 1= most preferred and 5 least preferred 
*=1%, **=5% and ***=10%
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(p=0.034). However, there was a consensus 
on the relevance of quality in product evalu-
ation (p=0.062).

An analysis of the relationship between 
age and the products evaluation dimensions 
showed that two of the dimensions namely: 
made serious impact on consumers’ evalua-
tion. Respondents whose age range between 
36-45 years placed high premium on quality 
in their products evaluation. Meanwhile con-
sumers within the age bracket of 36-45 placed 

little emphasis on quality. Several studies 
had related quality to product evaluation 
(Sohail and Ahmed -), however the finding 
here is that all the age group considered have 
similar mean values. 

Younger respondents in the age group 
of 18-25 years and those are above 45 year old 
relied on branding for product evaluation. 
The other dimensions have no meaningful 
impact on age in the consumer evaluation of 
foreign products.

Table 3: Consumers Evaluation of Product Dimensions

Variables Design Style Quality Packing Branding Price
Gender
   Male
   Female
   p value

2.28
3.75
.055**

3.67
3.15
.598

2.55
2.69
.062*

4.62
3.34
.76

3.02
4.93
.211

2.85
2.01
.034**

Age
 18-25
 26-35
 36-45
 +45
  p value

4.26
4.92
4.66
3.76
.299

4.14
4.78
3.55
3.99
.544

3.71
3.17
3.07
3.67
.081**

5.88
5.93
5.72
5.44
.223

2.68
2.93
3.05
2.74
.043**

4.58
5.31
5.72
5.66
.738

Educational Level
  Primary
  Secondary
  NCE/HND/BSC
  Postgraduate
   p value

2.56
2.93
5.37
5.72
.398

2.42
2.95
2.79
4.66
.372

1.72
2.86
1.81
4.17
.000*

3.25
2.65
2.77
2.50
.060***

2.51
2.77
2.99
3.28
.034**

3.04
4.89
5.02
4.98
.001*

Overall Ranking 4 3 1 5 2 6

Mean scores based on the ranking of preference ranging from 1=most preferred  and 6=least preferred . 
*=1%, **=5%, ***=10%
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 Educational background is related to 
four of the six dimensions in evaluating for-
eign products. For example, except for post-
graduate respondents all other respondents 
relied heavily on quality in evaluating for-
eign products (p=000), however, postgradu-
ate respondents considered packaging more 
than other respondents with lower qualifica-
tion, followed by secondary school graduates 
(p=0.060). Another finding is that branding 
was important to respondents with lower 
qualification (p=0.034). Further more, price 
was an important dimension to respondents 
with lower degree: primary and secondary 

schools graduates (p=0.001). Overall ratings 
given by the respondents on all the dimen-
sions showed quality as the most preferred 
followed by branding while the least pre-
ferred is price. That means Nigerian consum-
ers rate foreign products highest on quality, 
branding, style, design, packaging and price 
in that order. 

Product categories analysis in this study 
includes electrical appliances and electronics, 
clothing, cosmetics and footwear and confec-
tionaries and drinks. The mean scores are 
shown in table 4. 

Table 4: Evaluation of Various Product Categories

Product Category Mean Standard
Deviation

Electrical/Electronics 4.07 .81
Clothing/Cosmetics 4.41 .59

Confectionary/Drinks 3.98 .731
Computers 3.79 .88

The responses were rated on 5-point 
Likert scale ranging from poor to excellence. 
Table 4 showed the mean and standard devi-
ation scores. Clothing (4.41) was rated high-
est while computer category had the lowest 
rating. However, there was no uniformity in 
the rating of the product categories has indi-
cated by the wide range of score in the stan-
dard deviation of the mean scores.

Implications and Conclusions

Main objective of this study is the 
evaluation of Nigerian consumers’ percep-
tion of product made abroad. A number of 
general approaches were adopted for this 

study: sources of information for products 
evaluation of product dimensions and prod-
uct categories. The most important source 
of information for foreign made products is 
experiential knowledge, followed by televi-
sion and radio, the least utilized source is 
sale representatives. For the male respon-
dents the most preferred source of informa-
tion is the experiential knowledge while the 
female most reliable source is their friends. 
The young respondents relied on television 
for their source of information. In terms of 
educational background those with high-
er education relied on experiential knowl-
edge for information, the primary and 
secondary school certificate holder preferred 
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