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Thiz brand "sounds” Italian.

Connecting partitioned country image with
perceived brand onigin: An expenmental study
on two Italian fashion brands In Sweden

Alessandro Die Misco®, University of Sannio
Anu Pouss, Linfversity of Eastem Finlerd

This study invastigates $a efiect of Coundry of Dasign (DO0)
and Couniry of Manufachare [COM) on consumars” parception
of brand image and behawioral intentions in the conbadt of
fashion industry. An experiment conductad on a zample aof
226 Swedizh femakes manipulated 2 diffarent countries with
oppcsite parcaived capacity to design and manuiachue (taky
and China) and two internafionally unknown lalian brands
with oppeite lewels of paceived country associafions
Results revealied that jor products charactarizad by high social
meanings tha COD plays a prominant mole in affecting brand
evaluations. Moreowar, it was also found that parcaived brand
ongin (0] based on Enguistic country assocations plays a
iimitad roks in modarating the effect of COD and DOM. On tha
basiz of findings, tha study discusse= confribution to thaory and
managerial implications

The impact of corporate brand success on the
country of ongin effect and perceived quality of
fashion apparel

Monali Hokz", Lile Catholic Unkerziy
Maya De Juan Vigaray, Lniversity of Micame

These iz it research on the infuence of corporate brand
suocess on counbry image, alhough thie relationship =
increaxsingly recognized. This papar studies the impact that
comporaie brand succeess can have an tha counbry of angin efiact
and itz impact on percaived product guality. An espanmant was
canduciad to best these relationzhips in the fashion context in
Franca, using bwo consumesr groups, ona axposad bo a prma
about fara's infernational success, and ana unexposad. Tha
resuits highlight the role of Zara'’s success in changing French
consumers’ country of angin pescaptions about Spain, and its
impact on the percaived quality of Spanish fashion
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Are retail buyers impacted by product country of
onigin and familiarity?

A multidimensional approach

Elisa Mariinalli®, Universiy of Mod=ra =nd Reggio Emiliz

Marins Vignola, Univerzity of Modena =nd Reggio Emilia

Gianhsca Marchi, Lniversity of Modera and Reggio Emila

Tha papaer anayeas the effect of Coundry Related Product
Image (CAP) and product familianty (FFR) on retal buyars, a
typa of professional actor on which the CO0 Eerture i
lacking and that requires further undarstanding. Maoreovar, the
study contributes to the COO Earatura by testing the impact
of CRFI, imvestigated in a mulidimensioral aporoach, pointly
with PE Shoas and ceramic filas are considared in omar o
varify § these efiacls on refail buyers purchasa intentions
changea in refation to specific product categories. The research
hypothesas are iasted by conducting a survey on a sample
of 257 Chinessa ratail buyers. Resultz show that the CRHA i
a muitidmansional construct thad influances the intention of
Chinesa retall buyers io buy Halian products. Howewer, whan
wa considar PR the impact of CAPI dimensions decreases
Thaoretical and managerial implications are derived

The role of product ethnicity in
domestic country bias

Kaifearina Petra Feugner-Rodh®, Lile Catholic Lnkersizg
Peter Fischer, Univaray of 51 Gallan

Extant criticism argues that country-of-ongin only matters fior
favorabla product-country maiches (also refesred to as high
product ethmicity} and for carain conswumar sagments such
as athnocaniric consumess, yet hitle is known how these
phanomana interact Basad on a controlisd exparimant with
participarts from a reprezentatva US household panel, the
papexr investigaias consumars' preferences for cars ariginating
from countries weth varying dagrees of product athnicity
depending on thair level of consumear ethnocantrism. Results
show that product ethnicity moderaias the impact of consumer
attinocantrism on preferences bowards domastic such that
domastic country bias will be particulary strong when foreign
producis have a highar product ethnicity. implications fior
research and practica are considaned.
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