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1. Introduction 
1.1 Cause of the research

Because of a global market we have nowadays, we can find all kind of products, made in different countries. This is also the case in the automobile market.  One of the major trends of the automobile market is the strength of the emerging markets, the BRIC (Brazil +Russia +India+ China).  The cars of these countries are easily available because of the global trends in the automobile market (see table 1.1 of the ACEA Communications Department).
The already established manufactures and established brands had to compete with these emerging markets. One of the strategies they used to compete with emerging markets was to move the assembly of the cars to other countries, where the costs are lower. For example, Europe moved the assembly to central and Eastern Europe. 
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From the perspective of customers it is interesting to find out if the country of origin (COO) effect is larger or the preference for a brand, when they are planning to buy a car. 
The country of origin effect is largely investigated. The findings are mixed.  Some researchers found a significant effect of COO, other researchers not. There are also large differences in methods. In chapter 2, I will discuss an overview of prior research.
Unless the big interest in COO in combination with automobile markets, there is no research available about the automobile market of the Netherlands. This makes it more interesting for me to do research on the effect of COO and the preference for a brand for Dutch consumers when buying a car.

	Annual sales of cars
	

	Periods
	Number of vehicles

	2013*
	146,804

	2012
	501,898

	2011
	560,045

	2010
	484,432

	2009
	389,131

	2008
	499,811

	2007
	502,400

	2006
	479,355


The Dutch Automobile market is one of the smallest car industry compared to other European countries (OICA, production statistics 2012). The Dutch car industry produced only 28,000 passenger cars and 29,462 commercial vehicles (heavy trucks, coaches and buses). The use of cars is as follow in 2012: 7858712 passenger cars and 2150483 commercial vehicles (see table 1.1.2).  There are a lot more passenger cars registered in comparison with commercial vehicles. The difference between the production of cars and the usage of cars in the Netherlands is huge (CBS, 2013).
Table 1.1.2: Motor vehicles; general overview                                         Table 1.1.3: Annual sales of cars in the Netherlands per period in the Netherlands
	Motor vehicles; general overview per period

	 
	Total number of passenger cars
	Total number of commercial vehicles

	Periods
	                              number
	                                      number

	2008
	7391903
	2090469

	2009
	7542331
	2140281

	2010
	7622353
	2150951

	2011
	7735547
	2151150

	2012
	7858712
	2150483









* Tot en met april
The sales of cars is stable over 2006-2012 except 2009. In 2009, there was a huge decrease in the sales of cars (see table 1.1.3 above). 
The number of sold cars is larger than the cars that are produced in the Netherlands. This means that the Netherlands is dependent on importing cars. So the Netherlands is a very attractive for car producers. Another reason for the attractiveness of the Netherlands for car producers is that the Netherlands don’t have an own car which is popular.
Countries in Europe, Japan and the republic of Korea earn the most of exporting cars. The other countries are mostly importers of cars. Japan and Germany have the most benefit of exporting cars. Germany has the following brands: Audi, BMW, Mercedes, Volkswagen and Porsche. Japan has the following brands: Toyota, Nissan, Suzuki, Subaru, Honda, and Mitsubishi.
1.2 Purpose of the research
Because of the emerging markets in the automobile industry, “the country of origin effect” and the brand names may have an effect on the purchase intention of consumers in the Netherlands. 
The world has become more connected and the consumers started to form attitudes toward the different countries. The COO effect creates ambiguity. 
On the other side it is not so clear where the products are produced, because the components are made in different countries. And if the company refers to Europe Union it stays unclear where the product is produced. 
But on the other side Global firms who have a very strong brand and who are proud, emphasize the COO. Firms are now selling all over the world and it became more important for them to have a strong identity, because consumers use that in the product evaluation. COO is now more important because of the globalisation; it can have a positive or negative impact on the purchase intention. Because it can affect the price perception, quality perception and the brand perceived quality in a negative way or positive way.
There are different opinions about the role of the brand name in having a purchase intention. Because of the competition on international level, the established brand names are becoming more important (Thakor & Kholi, 1996). Consumers are more likely to buy a product when they are familiar with the brand, the credibility in the product is then also higher (Fatt, 1997).

Besides, it is also not clear if COO has a direct effect or indirect. Country of Origin effect can have a lot effect on different perception of consumers. In this thesis, we are going to examine the effect of COO on the brand perceived quality and the separate effect of the brand. We are also going to look at the effect of COO on the quality perception and price perception. Because, these are very important factors in the purchase decision of consumers. The most important in this research is that we are going to look at the difference between the effect of COO and the brand name on the purchase intention.
1.3 Research question
It is very difficult to say, what the most important is in the purchase decision, COO or the brand?
This is a serious problem and very important to understand. If we understand this problem, than this will be a valuable gain for the literature but also for firms, who now have the wrong strategy.
This problem brings us to the following research question:
What is the effect of the country of origin and the brand names on the purchase intention of consumers in the Dutch Automobile market?
So the main goal of this research is to find out the importance of COO and the brand name on the purchase intention of Dutch consumers.

There is plenty of information available on COO and brand names, but still the conclusions are very different and after years still no consensus about the effect of COO. The Dutch automobile market is not been studied yet, this makes my research more interesting. So my research will add value to the existing literature.
The automobile industry is a very important industry with brands and cars from different countries. So we can expect an important role of COO and the brand names.
1.4 Research  method

We begin the research process with a literature study. After the literature study, we create a conceptual framework, based on the hypotheses. With the help of the hypotheses, we made a questionnaire. The data, we obtained by the questionnaire, is used to test the hypotheses and answer the research question. After the statistical analysis (regressions) with SPSS, we made some conclusion, managerial implications, limitations and some suggestions for further research.

1.5 Research structure
In the introduction, I gave background information about the subject, the cause of this research, the research question, purpose of the research and the research method and structure. 
In the second chapter, I will discuss some general definitions that are important for this research. And I will give an overview of the existed literature of this topic.
In the third chapter I will describe the model with the dependent and independent variables. And I will formulate the hypothesis of my research. Thereafter, in the fourth chapter, I will explain the methodology.
In the fifth chapter I will evaluate the data, which comes from a questionnaire. Then I will analyse the data and formulate the results in the sixth chapter.
In the seventh chapter, we will discuss some conclusions, managerial implications, limitations and suggestions for further research. In the eighth chapter, we can find the appendix with the questionnaire and the SPSS output in it.
2. Literature review

2.1 definitions
There is a lot of different research about the Country of Origin (COO) effect and the COO effect is also defined in different ways. First, I will mention a couple definitions of the COO effect:

· Country of origin effects are intangible barriers to enter new markets in the form of negative consumer bias toward imported products (Wang and Lamb 1983).
· Country of origin as the country where corporate headquarters of the company marketing the product or brand is located (Johansson et al. 1985 and Ozsomer and Cavusgil 1991).
· Country of origin is inherent in certain brands. IBM and Sony, for example, imply US and Japanese origins, respectively (Samiee, 1994).
· The product’s country of origin as “the country of manufacture or assembly”. It refers to the final point of manufacture which can be the same as the headquarters for a company (Bilkey and Nes 1982, Cattin et al., 1982, Han and Terpstra 1988, Lee and Schaninger 1996, Papadopoulos 1993 and White 1979). In the thesis we will use this definition.
There are also concepts and mechanisms that are related to “the country of origin effect” which we have to understand. Below I will give a short explanation.

COO researchers have described products as a bundle of attributes, conveyed to the customers by related product information in the form of so-called "cues" or "information cues"; such cues can be categorized into intrinsic and extrinsic cues (for a detailed overview, see (Schweiger et al. , 1997) . If we talk about intrinsic cues, you have to think about product attributes, for example taste, design, performance etc. And if we talk about extrinsic cues, you have to think about price, brand name, warranty and retailer reputation. County of origin effect and brand names are examples of extrinsic cues (Seidenfuss Kathawala & Dinnie, 2010).

Stereotyping is an important concept when we discuss the country of origin effect. People use stereotyping to make their purchase decisions simple. If you want to do a purchase, there are a lot of things you have to take into account and that make the decisions very complex. With stereotyping, you will simplify the issues. This can have a positive effect or a negative effect and with stereotyping you can also make the wrong decision. (Hinner, 2010).
Nowadays, there is a high level of globalization. Due to high globalization, there is also a lot of competition. The companies want to produce efficiently, so to production is in many situations outsourced to other countries. And also branding the product and designing the product occurs in the place where they can do it in the best way. So, the designing work, producing and branding is not necessarily done in the same country (Seidenfuss, Kathawala, Dinnie, 2010).

Country of origin effect can be divided in other different types: Country of Brand (COB), Country of Assembly (COA), Country of Components (COC), Country of Design (COD), Country of Manufacturing (COM), Country of Target (COT) (Seidenfuss, Kathawala, Dinnie, 2010).

Country image is very important if you want to make a purchase decision. Every consumer has another country image about products made in different countries. When you want to evaluate a product, the country image can have two different roles: hallo effect or summary effect. Consumers use the halo view if they know nothing about the quality of a product. Than they use the country image to make a product evaluation. If consumers use country image as a hallo view, it will have effect on the beliefs about product attributes and the beliefs will indirectly affect the whole product evaluation. So they will form their own brand attitude. 

Consumers, who use the summary view are familiar with the products. They recode and abstract individual elements of information into higher order units or “chunks” ( Miller 1956 and Simon 1974). Chunks of information are more favourable for consumers, because it is more easily to store and it is also more easily to find it back in the long term memory (Simon 1974). For example, brand image can include a lot of information as summary construct (Jacoby,

Olsen and Haddock 1971). Country image can also be seen as a summary construct. Consumers have first abstractions of product information, beliefs, with this information they form a country image. 
The country image has an immediate effect on the attitude of the consumer toward a brand from the country (Wright 1975). So the consumers first have beliefs, than they form a country image with the beliefs and this will make the brand attitudes of the consumers (Han 1989).

2.2 Country of Origin effect
The last 50 years, there is a lot of information on COO effect. But still, the COO effect is not well understood.  I will first start with a short overview of the major developments in the literature of the COO effect. Thereafter I will show literature which is important for my study.

Dichter (1962) was the first one who wrote about COO, his conclusion was that nationalism was very important for people and that COO has a significant effect on the success of a product.
Schooler (1965) was also one of the first who did research on different opinions about products that had to do with country of origin effect. And results indicate that there is a relation between the product evaluations and the country of origin effect. Products that were from Guatemalan and Mexican were rated better than products that are from Costa Rica and El Salvador (Khalid I. Al-Sulaiti, Michael J. Baker, 1998).
Reierson (1966) did research on the country of origin bias. He examined whether the prejudices that consumers have are national stereotypes or just opinions of people. Results showed a very clear effect of stereotyping and no effect of opinions (Khalid I. Al-Sulaiti, Michael J. Baker, 1998).
The studies of Bilkey & Nes (1982) showed that the COO has an effect on product evaluations. This conclusion holds for product in general and for specific brands. There is also indication that stereotyping influences purchase decisions.
Roth & Romeo (1992) showed us that there is a relationship between consumer preferences and perceived country image and based on this, they evaluate a product. So it is very important which image the country have. If the image of the country is strong and features of the product are also good, than we are dealing with a favourable country of origin effect. Because of this, we now understand why well- developed countries are attractive as country of origin, when consumers want technological goods, like cars (Hsieh, 2004; Johansson et al., 1994). 

Brouthers and Xu (2002), Cordell (1992), Johansson and Ebenzahl (1986), Klein (2002), Lee, Yun, and Lee (2005), Nagashima (1970) and Roth and Romeoin (1992), these researcher all came to the conclusion that Country of origin effect has a very important role in influencing international marketing. Product that are from developing countries are not evaluated fairly, people have already an image which is not so good about the country. So for developing countries, this is a problem.
Lou and Johnson (2005) did also research on the COO effect and there conclusion was that COO can be a forecaster for the thoughts of consumers and also for the preference trend. A lot of researchers found out that consumers evaluate the intrinsic cues and the extrinsic cues when they have the intention to buy a product. The COO effect can be seen as an extrinsic cue and helps consumers to judge about a product. Using extrinsic cues when making a purchase decision is simpler than using intrinsic cues. Consumers are even not aware that they give so much value to country of origin in their purchase decision (Dagger & Raciti, 2011);(Powers, N., & Fetscherin, M. 2008);(Yasin, et al., 2007).
The splitting of the country of origin effect is a new direction in the research of COO.  Johansson and Nebenzahl (1986), Ulgado and Lee (1993), and Iyer and Kalita (1997) included one component of COO, named country of manufacture. Tse and Lee (1993) used two components of COO, named country of assembly and country of components. Ahmed et al. (1994) used also two components of COO, named country of assembly and country of design.
Insch and McBride (1999), did also research on the COO effect, they extended the study like described above. The country of origin effect contains three components: country of product design, country of parts manufacture and country of product assembly. The results of this research show us that these three countries of origin components have an effect on how consumers think about design quality, manufacturing quality and the overall quality. For each product, the effect is different. For example, the country of assembly has bigger effect on athletic shoes, than on a mountain bike.
Nowadays we have global markets and the use of multinational production locations is big. So you can never know where the products are produced. Sometimes the location of the production matters for the consumers. This feeling of being sensitive to country differences become stronger since the global market emerged (Johansson & Nebenzahl 1986, Nag 1984; Erickson, Johansson & Chao 1984. 
According to the study of Johansson & Nebenzahl (1986) the production location matters. Germany as production location is very good for the image of the brand. On the other hand, production locations in the following low- wage countries: South Korea, Mexico or the Philippines is not so good for the brand attractiveness. The conclusion of the study was that if the Buick or Chevy was produced in Korea or Mexico instead of the United States, the value of the car will decrease by 17% ($9,000-+$7,500). Seaton & Laskey (1999) on Foreign Direct Investment (FDI). The conclusion was that the United States was the most preferred production location in comparison with Korea and Mexico. Producing a car in Korea caused a decrease 10.6% in the value of the car and producing a car in Mexico lead to a decrease of 11.5%.
A lot of researchers found a significant effect of the COO effect. But there are big differences in the size of the country of origin effect. A study of L. Y. Lin & Chen, (2006) showed us that the County of origin effect is a factor that creates worries, because they don`t know the size of the impact.

2.3 Automobile researchers and Country of Origin
The automobile market was earlier headed by manufactures in the developed countries. The advanced countries served first their own markets. The next step was searching for potential buyers and then exporting to developed and developing countries. They searched for developed countries and developing countries, where they could do the Foreign Direct investments. The research that is done on the Country of Origin effect, focusing on automobiles, used only the automobiles from developed countries. But now, in the last 20 years, the developing countries became also very important in the automobile market. The following countries have also a significant role: South Korea, Brazil, Russia, India and China ( Fetscherin & Toncar 2010).
Diamantopoulos et al. (1995) did research on the COO effect and found evidence for the conclusion that consumers form their stereotypical images about different countries and this has an impact on evaluations of the car when they want to make a purchase decision. There is also evidence that consumers want to pay the most for a car, which is manufactured in Germany.
2.4 Country of Origin effect and brands in the Automobile market

Country of origin effect is important for car manufactures. Car manufactures operate and produce on international level (e.g. Han and Terpstra, 1988; Sauer et al., 1991). So it is very difficult to find out where the products are made. But there are brands, who emphasize the value of the country, which did the production (for example Audi, Mercedes)
So for car manufactures, it is very important to know if the country of origin effect is more important or the brand. They can adapt their strategy on this, for example, when they are advertising. Should they emphasize the brand or the COO?  I will give a short overview of the important foundations on this topic.
The Country of Origin effect of today is different than the Country of Origin effect of the past. In the past the product, was designed, manufactured and assembled in the same country. But nowadays, the designing is done in another country, the manufacturing also in another country and the assemblage again in another country. So how they look in the past at the COO effect is not the same as how we have to look now at the COO effect ( Baker and Michie, 1995; Chao, 1993). That is why there is a large increase in hybrid products in our global market (Han and Qualls, 1985; Johansson and Nebenzahl, 1986; Han and Terpstra, 1988). Products have more than one country of origin, so it is now more difficult for consumers to take this in to account in product evaluations (Chao, 1993).  This is why there are researchers who think that brand origin is more important if consumers make a product evaluation (Lim & O'Cass, 2001).
The conclusion of Lim & O'Cass, (2001) is gaining ground. Many researchers now believe that the COO effect first was on product level, but since the hybrid products are in the global market, they think that the COO effect is now based on brand level. This perspective is called Culture of Brand Origin (e.g. Lee and Ganesh, 1999; Ammonini et al., 1998; Zhang, 1996; Thakor and Kholi, 1996). There is already done research on this topic by Leclerc et al. (1994). He did research on which effect foreign brands had on the way consumers looked at consumers. Pronouncing the brand name or writing the brand name in foreign language, while they suggesting the cultural origin of the brand. The brand perception was more differentiated than the information about the country of origin.
Thakor and Kholi (1996) came also with a concept, brand of origin. The brand of origin is defined as follow: the region, the place or the country where the brand belongs to according to the consumers. And the country of manufacture, which was a measurement for country of origin effect, is no longer significant for consumers, when they want to make a purchase decision.
Volkswagen Fox is evaluated well by consumers. The car has a good brand image and the exceptional technique from the Germans. The car is manufactured in Brazil and only 8% of respondents knew that ( Ratliff, 1998). The ford Festiva is made in South Korea, only 7% knew that. Over the 60% of the respondents thought that the origin of the Ford Festiva was the United States. The Pontiac Lemans is also made in South Korea, only 5% knew it, while 23% thought that it was made in the United States (Bethesda, 1989)
Thakor and Lavack (2003), who studied also the difference between the importance of a brand and the country of origin, came also to the conclusion that the country where the brand was from, was more important than the country where the product was manufactured.    

Han and Terpstra (1988) did also research on COO and brand name in connection with consumer evaluations. But they found that the COO effect have more power than the brand name. This is a very important finding for companies. This means that if a car is produced in a country which is not liked, you cannot recover the damage by placing a valuable brand on the automobile. But Seaton & Laskey (1999) claims the opposite; they found that the brand name has more power than Country of Component Manufacture and Country of Assembly.

Haubl (1996) examined the connection between consumer evaluations and brand name and country of origin effect. Like previous studies, Haubl found also that the country of origin effect and the brand name have a significant effect on the evaluations of consumers. A lot of car manufactures move their production to lower wage countries, which have a not so good image. Maybe the companies can investigate the options better and reconsider moving to low wage countries with a bad “made in” image.

Hsieh (2004) came with the conclusion that the magnitude of the COO effect is dependent on brand and nationalism. If consumers know the brand, because of the good quality and have a positive attitude towards the brand, than COO becomes more important. There are countries, where national automobile brands are not very present. In this case the COO effect becomes also more influential. There is also evidence that consumers prefer products from their own country or the same geographic area.
Fertscherin & Toncar (2010) did research on the relation between the country of origin of the brand (COB), the country of manufacture (COM) of that same brand and the brand personality of consumers. They found that the COM of the automobile has more effect than the COB on the brand personality. They studied the USA and China and have seen that consumers found that a Chinese car made in the USA had a stronger brand personality than a USA car that was made in China. To come to this conclusion, they used a brand personality model ( Aaker, 1996).  The brand personality model is in table 2.4.1.
Automobiles are made in different countries and the demand depends on whether the consumers like to buy a coproduced car. This is why the hybrid marketer paid much attention on the importance of brand name and country of origin in their purchase decision. There is evidence that these attributes have a significant role in the purchase decision. Marketers use the brand name to differentiate themselves from competition. Brand names guarantee consumers that they buy a product with good quality (Ettenson and Gaeth, 1991).
Table 2.4.1 Brand personality model (Aaker, 1996)
[image: image3.png]American Brand Personality Dimensions

[ Sincerity | [ Excitement Competence Sophisication Ruggedness

Dovnto Eat foge Relibily: b, | [ Gl upper o Mssculniy:

gttty || et bardwoding scne | | goodionting andoces.

oo sl v Socns e

Jrs—— sy it | | Couene chin Toughness:

— — [ [emiery g el
maginsion:

o— : : Success: sccestul,

sdoone aiee .

Cherulnss: obne mdepenian,

cherhul, inendsy, coutempormy.

psin





Brand names are especially important for consumers when they want to do a high involvement purchase, like automobiles (Akshay and Monroe , 1989). There are consumers who want to buy only specific brands.
The impact of country of origin effect in the purchase decision depends on how nationalistic a consumer is and how they look at differences in economic development. There are consumers who attach more value on domestic product, automobiles are included. There is also evidence that product from countries that are less developed are worth less in comparison with developed products (Ettenson and Gaeth, 1991).
So a brand name and country of origin effect both have a separate effect on the purchase decision of consumers. Because of the globalization, a lot of firms work together.  That why we see more hybrid marketers, and they should focus on how the brand name and country of origin effect are being used.  And are both attributes important, or is one attribute more important than the other?
2.5 Country of origin effect an different depended variables
Scholars have seen that it is not efficient to focus only on single cue models. Sow there is now a shift in focus on more cues. The COO effect can be tested on different depend variables. 
Lee and Lee (2009) did research on the effect of COO on product evaluations and purchase intentions.
Pecotich and Rosenthal (2001) examined the impact of consumer ethnocentrism, brand, quality and country of origin.
Chao (1998) did research on how the country concept have an influence on consumer evaluations of product and design qualities
Fetscherin & Toncar (2010) included brand personality in their model to see differences between cars from different countries.
There are a lot of extrinsic cues and intrinsic cues, where the Country of Origin has an effect on. So further research is necessary to know the relationships between COO and the intrinsic and extrinsic cues. Because there are not so many researchers who include this in their research
In this thesis, we will include the quality perception, price perception and brand perceived quality. To do this we have used measurements of other researchers. There are researchers who already did research on this, but there is no study, which include these dependent variables all in one study.
3. Conceptual model development
In this chapter, we will discuss the conceptual model development. First there will be an explanation of the dependent variables, the independent variables and relationship between those two variables. Then we present the hypothesis. Finally we give an overview of the final conceptual model.  
The reason why we want to develop a conceptual framework is because we want to make the relationships between the variables clear.
In this research we want to find out what kind of effect the COO and the brand name have on the purchase intention in the Dutch Automobile market. COO can have effect on more perceptions of consumers. The aim is to make this model as complete as possible, that’s why I have included also the Quality perception and the price perception. These are two perceptions, which are very important in the evaluation of the product. So Country of Origin can have an effect on: quality perception, price perception and Brand Perceived Quality (BPQ). 

The brand perceived quality and the Country of origin can have an effect on the purchase intention.
In the following paragraphs, the dependent and independent variables will be discussed.
3.1 Independent variables
Country of Origin effect is the most important variable in this research, the focus is on this variable. For the definition of Country of Origin effect, see the literature overview. In this we focus on non- hybrid model of COO, we don’t have the space to focus on both type of models. It is also not necessary to make a distinction between hybrid products and non- hybrid products, because the magnitude of COO doesn’t differ between hybrid and non-hybrid ( Verlegh and Steenkamp, 1999).

The COO effect for cars will be measured for different countries. We will make a distinction between developed and developing countries. Two cars are from the economy segment and two cars are from the middle class segment. The reason that we didn’t include the luxury segment is because there is a small group which can afford those cars.

One of the dependent variables is quality perception. If we want to find out the COO effect on quality perception, we need to look at different countries. In this study we have chosen for four countries, because it is difficult to research more countries. We don’t have the tools to question a lot of respondents. And if we don’t question enough respondents, than the statistics will be not trustworthy.
In the table below, we can find the production statistics of OICA. As we can see China is the number 1 producer, followed by the USA. The Netherlands doesn’t produce that much, that’s why the Netherlands have to import cars to meet the needs of the Dutch consumers.
Table 3.1.1 OICA production statistics
2012 PRODUCTION STATISTICS

	Country
	Cars
	Commercial vehicles
	Total
	% change

	Finland
	2,900
	 
	2,900
	14.2%

	Serbia
	10,227
	796
	11,023
	0.0%

	Egypt
	36,880
	19,600
	56,480
	-30.9%

	Netherlands
	28,000
	29,462
	57,462
	-21.4%

	Ukraine
	69,687
	6,594
	76,281
	-27.1%

	Slovenia
	126,836
	4,113
	130,949
	-24.8%

	Austria
	124,000
	19,060
	143,060
	-6.2%

	Sweden
	162,814
	N.A.
	162,814
	-13.8%

	Portugal
	115,735
	47,826
	163,561
	-14.9%

	Uzbekistan
	144,980
	19,200
	164,180
	-8.6%

	Australia
	178,480
	31,250
	209,730
	-6.5%

	Hungary
	215,440
	2,400
	217,840
	2.0%

	Romania
	326,556
	11,209
	337,765
	0.8%

	Taiwan
	278,043
	60,995
	339,038
	-1.2%

	South Africa
	274,873
	264,551
	539,424
	1.3%

	Belgium
	507,204
	34,670
	541,874
	-8.9%

	Others
	422,776
	131,392
	554,168
	26.6%

	Malaysia
	510,400
	61,750
	572,150
	7.2%

	Poland
	540,000
	107,803
	647,803
	-22.7%

	Italy
	396,817
	274,951
	671,768
	-15.0%

	Argentina
	497,376
	267,119
	764,495
	-7.8%

	Slovakia
	900,000
	0
	900,000
	40.7%

	Iran
	848,000
	141,110
	989,110
	-40.0%

	Indonesia
	743,501
	322,056
	1,065,557
	27.1%

	Turkey
	576,660
	495,679
	1,072,339
	-9.8%

	Czech Rep.
	1,171,774
	7,164
	1,178,938
	-1.7%

	UK
	1,464,906
	112,039
	1,576,945
	7.7%

	France
	1,682,814
	284,951
	1,967,765
	-12.3%

	Spain
	1,539,680
	439,499
	1,979,179
	-16.6%

	Russia
	1,968,789
	262,948
	2,231,737
	12.1%

	Canada
	1,040,298
	1,423,434
	2,463,732
	15.4%

	Thailand
	957,623
	1,525,420
	2,483,043
	70.3%

	Mexico
	1,810,007
	1,191,967
	3,001,974
	12.0%

	Brazil
	2,623,704
	718,913
	3,342,617
	-1.9%

	India
	3,285,496
	859,698
	4,145,194
	5.5%

	South Korea
	4,167,089
	390,649
	4,557,738
	-2.1%

	Germany
	5,388,456
	260,813
	5,649,269
	-8.1%

	Japan
	8,554,219
	1,388,492
	9,942,711
	18.4%

	USA
	4,105,853
	6,223,031
	10,328,884
	19.3%

	China
	15,523,658
	3,748,150
	19,271,808
	4.6%

	Total
	63,069,541
	21,071,668
	84,141,209
	5.3%


The following countries are chosen to study:
· Japan              
· Germany 



Developed countries






· South Korea                                        

· Romania                                           Developing countries            
The distinction between developed countries and developing countries give us valuable information about the quality perception and purchase intention. For example, if it is produced in a developing country, consumer can think that the quality is low and they don’t want to buy it anymore.

We have chosen one car from segment A, one from B, one from C and one from D. Segment A stands for supermini cars, like Fiat500, Toyota Aygo and Kia Picanto. Segment B is the mini class and examples for this segment are Opel Corsa, Volkswagen Polo and Peugeot207.  Segment C is a compact class, examples are Volkswagen Golf, Peugeot 307 and Toyota Auris. Segment D is the middle class segment, examples are Audi A4, Ford Mondeo and Volkswagen Passat.

The price range of segment A and B is from 8000 euros to 20.000 euros. Segments C and D have a price range from 20.000 euros to 50.000 euros.

Table 3.1.2 Overview of countries, segments and the names of the cars

	Country
	Name car
	Segment

	South Korea
	Kia Picanto
	A

	Romania
	Dacia Sandero
	B

	Japan
	Nissan Qashqai
	C

	Germany
	Opel Vectra
	D


3.2 Dependent variables
Perceived quality

The reason that the investigators use the term “perceived quality” rather than quality is because the quality is dependent on how the consumers see things, needs, goals etc. (Steenkamp, 1990). In the study of Han & Terpstra (1988), they measured the perceived quality with the following indicators: tech. advanced, prestige, service, workmanship, economy and overall quality. This are also the indicators that I want to use in my research. Except service, because it is difficult to judge about service when you didn’t buy the car. And this research is about the purchase intention.
Price perception

The Country of origin effect can also have an influence on how consumers perceive the value of the car. Price is an example of an extrinsic cue and consumers are taking this into account (Kaynak, Kucukemiroglu, Hyder, 2000). To measure the price perception of consumers, we follow Kulwani and Chi (1992) and Pecotich & Rosenthal, (2001). First, we ask the consumers to indicate the amount of money they are willing to pay for the car. And we ask also what they think about the costs of the car. 

Purchase intention

The purchase intention is dependent on the willingness to buy the product, in this case a car.

If I were going to buy a bicycle, the probability of buying this (Dodds, Monroe, and Gre- 

wal 1991). In this research we use the tree- item scale (Dodds, Monroe, and Grewal's 1991).
· If I were going to buy a bicycle, the probability of buying this model is 

· The probability that I would consider buying this bicycle is 

· The likelihood that I would purchase this bicycle is

We can answer this question with a scale from high to low (Grewal, Monroe and Krishnan 1998). We use this scale to measure the purchase intention for cars.
Brand Perceived Quality (BPQ)
Country of Origin effect can also have an influence brand, for example it can generate secondary associations for the brand (Aaker, 1991 and Keller 1993). To measure the brand perceived quality, we use the six Likert statements (Dodds, Monroe, and Grewal, 1991; Roa and Monroe, 1989). 
Brand Perceived Quality (BPQ)

· Likelihood that bicycle will be reliable

· This bicycle appears to be of quality

· This bicycle appears to be durable

· This bicycle appears to be dependable

· My image of the __ brand name is
· I view the brand name positively
In table 3.2.1, we can see the final conceptual model. This is a summary of the dependent and independent variables and the relationship between the variables.
Table 3.2.1 Final conceptual model








3.3 Hypotheses development

There is a lot of research on the country of origin effect, but still there are differences in conclusion. There is still no consensus as you can see in the literature overview. The hypotheses in this chapter have all to do with the cars in the Dutch Automobile market.
Quality perception

Hypothesis 1: The Country of Origin has a significant effect on the quality perception of consumers.

There is also a distinction made between developed countries and developing countries. The expectation is that consumers will rate cars from developing countries higher on quality than cars from developing countries.

Hypothesis 2: The County of Origin effect on quality perception is significantly higher for developed countries than for developing countries.
Price perception

Hypothesis 3: The Country of Origin effect has a significant effect on the price perception of consumers.

Hypothesis 4: The County of Origin effect on price perception is significantly higher for developed countries than for developing countries.

Purchase intention

Hypothesis 5: The Country of Origin effect has a significant effect on Purchase intention of consumers.

Hypothesis 6: The County of Origin effect on purchase intention is significantly higher for developed countries than for developing countries
Brand perceived quality
Hypothesis 7: The Country of Origin effect has a significant effect on brand perceived quality of consumers.

Hypothesis 8: The County of Origin effect on brand perceived quality is significantly higher for developed countries than for developing countries.
Relationship between Country of Origin effect, Brand Perceived Quality and purchase intention.
Hypothesis 9: Brand Perceived has a significant effect on the purchase intention.
Hypothesis 10: The Country of Origin effect and the brand perceived quality have a significant effect on the purchase intention
Table 3.3.1 on the next page gives an overview of all the hypotheses.

Table 3.3.1: overview of the hypotheses.
	Overview Hypotheses

	 
	Hypotheses 

	H 1
	The Country of Origin has a significant effect on the quality perception of consumers.

	H 2
	The County of Origin effect on quality perception is significantly higher for developed countries than for developing countries.

	H 3
	The Country of Origin effect has a significant effect on the price perception of consumers.

	H 4
	The County of Origin effect on price perception is significantly higher for developed

 countries than for developing countries.

	H 5
	The Country of Origin effect has indirect a significant effect on Purchase intention of consumers.

	H 6
	The County of Origin effect on purchase intention is significantly higher for developed countries than for developing countries.

	H 7
	The Country of Origin effect has a significant effect on brand perceived quality of consumers.

	H 8
	The County of Origin effect on brand perceived quality is significantly higher for developed countries than for developing countries.

	H 9
	Brand Perceived has a significant effect on the purchase intention.

	H 10
	The Country of Origin effect and the brand perceived quality have a significant effect on the purchase intention.


4. Methodology
After the discussion of the literature review and the conceptual model, I will now describe the methodology.
4.1 Research Design  
There are different forms of research settings: exploratory, descriptive and causal (Kotler & Amstrong, 2011). Considering our objectives, we use the causal research settings, because we examine relationships. And we do this with the help of testing hypotheses.
To examine the effect of Country of origin and brand name on purchase intention and the effect of COO on different perceptions, we have used a questionnaire, secondary data.  There was also no data available about the COO effect in the Dutch Automobile market. So we have chosen for survey research, asking people questions about their buying behaviour (Kotler & Amstrong, 2011). 
It would be better if we examined this effect in real life. That means, going to car dealers and question the consumers about the importance of COO and the brand name, when they have a purchase intention. But we didn’t have the resources to do this. And the time to execute this was also not available. 

4.2 Survey design

We presented pictures of cars and specification and features of the cars, we tried to make it as complete as possible. We asked the consumers to imagine the situation of having the intention to buy a car. This way we can find out, the effect of COO and the brand name. The survey is designed such that it must be understandable to almost everyone.
Each respondent gets to see four cars, two cars are from the economy segment and two cars are from the middle class segment. Two of the four cars are from developing countries and two cars are from developed countries. We include four countries, so this makes it possible to compare the COO effect across different countries. We used for different brands, the Kia Picanto, Dacia Sandero, Nissan Qashqai and the Opel Vectra. 
It is very interesting to find out the differences between the economy segment and the middle class segment. We can examine whether the COO effect in the middle class is larger or maybe it is the other way around.
More interesting is to find out the differences between cars from developed and developing countries, which may indicate the Country of Origin effect and differences in how the brands are valued in combination with the purchase intention, indicates the importance of the brand in the product evaluation.
COO can also have an effect on the quality perception and price perception, this are also important perceptions which are taken into account when they evaluate a product. So these two perceptions are also measured in the survey.
In table 4.1.1, the specifications and features of a Kia Picanto are presented; this car is from South Korea, which is a developed country.
Table 4.1.1 Economy segment – Kia Picanto
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In table 4.1.2, the specifications and features of a Dacia Sandero are presented; this car is from Romania, which is a developing country.
Table 4.1.2 Economy segment – Dacia Sandero
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In table 4.1.3, the specifications and features of a Nissan Qashqai are presented; this car is from Japan, which is a developed country.

Table 4.1.4 Economy segment – Nissan Qashqai
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In table 4.1.4, the specifications and features of an Opel Vectra are presented; this car is from Germany which is a developed country.
Table 4.1.4 Middle class segment – Opel Vectra
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All this pictures above and the textbox with the specifications and features are presented in this way to the respondents. The name of the country was not given, we want to examine if the consumers are aware of where the car is from.
Fetscherin & Toncar 2010 did an experimental design and we did a survey design. They did research on the relationship between COO and brand personality and we do research on the effect of COO on quality perception, price perception, and brand perceived quality. And on the relationship between the brand, COO and purchase intention. Despite of all this differences, their research was an inspiration for this research. They showed also cars from developed en developing countries in picture with the specifications and features below it.
4.3 Sampling design
There are many ways to contact respondents, for example by mail, telephone, online and personal. Personal contact and telephone are no option for this study, because it takes too long and the costs are too high. In this study we putted the survey online, with help of www.thesistools.nl. 
4.4 Measures
Independent variables

Country of origin

The country of origin is an independent variable and is treated as a dummy variable, which can take four different values: (1) Japan, (2) Germany, (3) South Korea and (4) Romania. There are two questions in the survey which try to measure the COO. The respondents are asked about the origin of the car and the consumers are asked about the how they think about the car industry of the chosen country.
Dependent variables 

Perceived quality
Quality perception is a dependent variable. To measure the quality perception, we used
the study of Han & Terpstra (1988). They measured the perceived quality with the following indicators: tech. advanced, prestige, service, workmanship, economy and overall quality. I excluded service, because it is difficult to judge about service when you didn’t buy the car. And this research is about the purchase intention.
Price perception

Price perception is a dependent variable. To measure the price perception of consumers, we follow Kulwani and Chi (1992) and Pecotich & Rosenthal, (2001). First, we ask the consumers to indicate the amount of money they are willing to pay for the car. And we ask also what they think about the costs of the car. We used a scale from 1 to 7 (the price range of the segments) in thesistools. 
Purchase intention

Purchase intention is also a dependent variable. In this research we use the tree- item scale (Dodds, Monroe, and Grewal's 1991).

· If I were going to buy a bicycle, the probability of buying this model is 

· The probability that I would consider buying this bicycle is 

· The likelihood that I would purchase this bicycle is

We can answer this question with a scale from high to low (Grewal, Monroe and Krishnan 1998). 

Brand Perceived Quality (BPQ)

Brand Perceived quality is a dependent variable. To measure the brand perceived quality, we use the six Likert statements ( Dodds, Monroe, and Grewal, 1991; Roa and Monroe, 1989). 

Brand Perceived Quality (BPQ)

· Likelihood that bicycle will be reliable

· This bicycle appears to be of quality

· This bicycle appears to be durable

· This bicycle appears to be dependable

· My image of the __ brand name is

· I view the brand name positively

There is an overview of the measurements of the variables in table 4.4.1.

Table 4.4.1:  Measurement overview

	Measurement overview
	

	Variables
	Questions

	Country of origin effect
	17,18

	Perceived quality 
	1,2,3,4 and 5

	Price perception
	6,7 and 8

	Purchase intention
	9 and 10

	Brand Perceived Quality
	11,12,13,14,15 and 16


4.5 Questionnaire design

The first part of the survey consists of an opening, telling what the respondents can expect and about the structure of the survey. After the opening, we show four different cars, with the specifications and features next to it. And below the pictures, there are related questions to the cars. 
The four different cars (different brands) are from four different countries and two different segments. The first two cars are from the economy segment and the last two cars are from the middle class segment. After each car, the respondents are asked about their: quality perception, purchase intention, price perception and brand perceived quality. The last question is meant to measure the Country of Origin effect. The process is repeated for all four cars.
Finally some general questions are asked, like the gender, residency, age, education. And we asked also about the duration, comprehensiveness of the survey and if they are any comments, we give them space to write it down. The last page is devoted to thank the respondents and ask them to forward the link to friend and family (see appendix A for the questionnaire).
5. Data
5.1 Description of the data

The data is collected using an online questionnaire. The questionnaire was online from 19 July until 26 July. It was very intensive and difficult to collect the data, because of the summer vacation and the lovely weather. There were also respondents who filled in the questionnaire, but didn’t complete it. We decided to delete these respondents from the database.
The data that I have collected consists of 130 respondents, 21 respondents didn’t complete the survey, they are eliminated. So the data after cleaning consists of 109 respondents, 59 ( 54.1%) of the respondents are male and 50 (45.9%) are female. 
All the respondents are living in the Netherlands, this is very important because the thesis is about the Dutch Automobile market.

The age distribution is very skewed; most of the respondents have an age between the 18 and the 25. The second largest group is the group with the age between the 25 and the 35. The third largest group is the group with an age between the 35 and the 45. The group with an age between the 45 and the 55 is the smallest. There are no respondents in the group older than 55, which is not problematic for this research, because it is more relevant to focus on the current generation. The older generation has a very different view. See table 5.1.1 for the age distribution.

Table 5.1.1:  Age distribution

	Average age
	

	Age
	Number of respondents (%)

	18 - 25
	67 ( 61.5 %)

	25 - 35
	26 ( 23.9 %)

	35 - 45
	11 ( 10.1%)

	45 - 55
	5 ( 4.6%)

	55 – 65
	0 ( 0%)

	> 65
	0 (0%)


The ethnic background is summarized in the table 5.1.2, because of the limited number of respondents, we don’t have representative sample. The largest group is the Dutch one, the second largest group are the Moroccans. The third largest group are the Turkish.
Table 5.1.2:  Ethnic background
	Ethnic background respondents
	

	Ethnic background 
	Number of respondents (%)

	Dutch
	50 ( 45.9%)

	Moroccan
	32 ( 29.4 %)

	Turkish 
	11 ( 10.1%)

	Afghan
	6 ( 5.5%)

	Egyptian
	1 (0.9%)

	Indian 
	1 (0.9%)

	Colombian
	1 (0.9%)

	Surinamese 
	3 (2.8%)

	Palestinian 
	1 (0.9%)

	Romanian
	1 (0.9%)

	English
	1 (0.9%)

	German
	1(0.9%)


Table 5.1.3:  Education

	Education
	

	Ethnic background 
	Number of respondents (%)

	Primary school
	4  (3.7%)

	Secondary school
	14 (12.8%)

	MBO
	17 (15.6 %)

	HBO
	39 (35.8%)

	University Bachelor
	26 ( 23.9%)

	University master
	9 ( 8.3%)


The education of the sample is high. The majority of the respondents have completed HBO or Bachelor at the university. See table 5.1.3, for an overview of education distribution. 

5.2 Analyse plan

The most important in this research is to find out the importance of the COO and the brand name when consumers have the intention to buy a car. But we look also at how COO affects the quality perception and price perception, because these are also very important factors when you have a purchase intention.
On the basis of the research question, we formulated ten hypotheses. To gather the data we conducted a survey. We use SPSS to test all the hypotheses (see appendix for the SPPS output).
First we will execute some correlations. We would like to check if the questions sorted on topic are significantly related to each other.  If the correlation are too low or too high (multicollinearity), than we should delete that question or statement. In our research all the correlations were significant, so we can use all the variables (see Appendix).
We also tested the adequacy of our sample test with the KMO and Bartlett's Test, the Kaiser-Meyer-Olkin Measure and if is higher than 0.5 than the sample is adequate (Field 2005).  In our case it is 0.852. A value close to 1 means that the patterns of correlations are compact. So the factor analysis leads to distinctive and reliable factors. The test is significant (0.000 < 0.05), sow the factor analysis can be executed. That the test is significant means that there are some relationships between the variables.
So we did the factor analysis to test if the statement sorted by topic all measure want they supposed to measure (see 4.4) If this is not the case we have to delete the statements, that do not measure the right thing. We used a principal component analysis and the rotation method was varimax. To have a clear picture we supressed factors lower than 0.45. Varimax, Quartimax and equamax are orthogonal rotations and direct oblimin and promax are oblique rotations (see Field 2005). Which one you choose depends on whether the underlying factors are related or not. In our case the underlying factors are unrelated and that’s why need an orthogonal rotation, we have chosen for varimax, because Field recommend varimax.
The factor analysis was good for all the measurement, but we decided not to take the two questions together for COO. Because one question is categorical and one is continues. So it is not meaningful to take these two questions together.

After the factor Analysis (see table 5.2.1) we conducted some regressions to test whether the hypotheses will be accepted or rejected.
We are doing the linear regression, because there is one predictor variable. We constantly are looking which effect the predictor variable (COO) has on the other variables. And the predictor and response are both numeric. In the end we interpret the results and try to make valuable conclusions.
Table 5.2.1 Rotated Component Matrix

	Rotated Component Matrix

	 
	1
	2
	3
	4
	5

	BPQ_4_Car_1
	0.841
	 
	 
	 
	 

	BPQ_2_Car_1
	0.822
	 
	 
	 
	 

	BPQ_1_Car_1
	0.798
	 
	 
	 
	 

	BPQ_3_Car_1
	0.784
	 
	 
	 
	 

	BPQ_5_Car_1
	0.764
	 
	 
	 
	 

	BPQ_6_Car_1
	0.748
	 
	 
	 
	 

	QP_2_Car_1
	 
	0.798
	 
	 
	 

	QP_3_Car_1
	 
	0.796
	 
	 
	 

	QP_1_Car_1
	 
	0.786
	 
	 
	 

	QP_5_Car_1
	 
	0.775
	 
	 
	 

	QP_4_Car_1
	 
	0.597
	 
	 
	 

	PI_2_Car_1
	 
	 
	0.870
	 
	 

	PI_1_Car_1
	 
	 
	0.867
	 
	 

	PI_3_Car_1
	 
	 
	0.855
	 
	 

	PP_2_Car_1
	 
	 
	 
	0.811
	 

	PP_1_Car_1
	 
	 
	 
	0.780
	 

	COO_1_Car_1
	 
	 
	 
	 
	(-)0.891

	COO_2_Car_1
	 
	 
	 
	 
	0.508


6. Analyses and results
In this chapter, we present the analyses and results that are based on the data gathered by an online survey. All the SPPS output is in appendix B, we will include only important tables, in the other cases we refer to the appendix. 

We are going to use linear regression to test the hypotheses with a significance level of 5%. The reason why we have chosen for linear regression is because we have one explanatory variable (Country of Origin) and each time we look at the effect it has on the other variables (dependent variables), so we look at relationships between the variables. In the end we look at which effect the COO and brand name has on the purchase intention and then we have two predictor variables.
6. 1 Quality perception

Hypothesis 1: The Country of Origin has a significant effect on the quality perception of consumers.
Hypothesis 2: The County of Origin effect on quality perception is significantly higher for developed countries than for developing countries.
· Quality perception of the Kia Picanto.

The model summary provides the R and the R square. The R is 0.369 and is the simple correlation. The R square is the extent to which the Quality perception is explained by the Country of Origin. So 13.6 % is explained, that is not so large. In the Anova table, we see that the regression is significant (0.004<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.301) effect (0.000<0.05) on the quality perception, this was about the quality of the car industry of a country. This means that the quality of the car industry of a country has a significant effect on the Quality perception. But the countries, with Romania as reference point don’t show a significant effect. The effect of COO effect is already captured in COO_2_Car_1. So in the other cases we only look at COO_2.
· Quality perception of the Dacia Sandero

The model summary provides the R and the R square. The R is 0.313 and is the simple correlation. The R square is the extent to which the Quality perception is explained by the Country of Origin. So 6.3 % is explained, that is not so large. In the Anova table, we see that the regression is significant (0.028<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.268) effect (0.002<0.05) on the quality perception, this was about the quality of the car industry of a country. This means that the quality of the car industry of a country has a significant effect on the Quality perception. 
· Quality perception of the Nissan Qashqai
The R is 0.459 and the R square is 0.211. So 21.1 % is explained of the Quality perception is explained by the Country of Orgin. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.373) effect (0.000<0.05) on the quality perception. This means that the quality of the car industry of a country has a significant effect on the Quality perception. 
· Quality perception of the Opel Vectra

The model summary provides the R and the R square. The R is 0.494 and R square is the extent to which the Quality perception is explained by the Country of Origin. So 24.4 % is explained, that is larger in comparison with the other three cars. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.532) effect (0.000<0.05) on the quality perception. This means that the quality of the car industry of a country has a significant effect on the Quality perception. 
If we look at the segments we see that the effect of the quality perception is the highest for cars from the middle class segment.
Hypothesis 1 is accepted, because COO_2 was significant for all the cars.

The Dacia Sandero (Romania- developing country) has the lowest R square so this means that the quality perception isn’t highly explained by the Country of Origin. Kia Picanto (South Korea- developed country), Nissan Qashqai (Japan- developed country) and Opel Vectra (Germany- developed country) all have higher R squares.  And the COO_2 has a significant positive effect for all the cars, but the positive effect was the lowest for the Dacia Sandero from Romania. So hypotheses 2 is accepted. See tables 6.1.1,6.1.2,6.1.3 for an overview of the important results and see Appendix B3 for the total output for these two hypotheses.
Table 6.1.1: Model summary



Table 6.1.2: Anova
	Model Summary

	Model
	R
	R square

	Car 1
	0.369
	0.136

	Car 2
	0.313
	0.098

	Car 3
	0.459
	0.211

	Car 4
	0.494
	0.244


	Anova

	Model
	Sig.

	Car 1 Regression
	0.004

	Car 2 Regression
	0.028

	Car 3 Regression
	0.000

	Car 4 Regression
	0.000


Table 6.1.3: Coefficients
	Coefficients

	Model
	B
	Sig.

	COO_2_Car_1
	0.301
	0.000

	COO_2_Car_2
	0.268
	0.002

	COO_2_Car_3
	0.373
	0.000

	COO_2_Car_4
	0.532
	0.000


6. 2 Price Perception
Hypothesis 3: The Country of Origin effect has a significant effect on the price perception of consumers.
Hypothesis 4: The County of Origin effect on price perception is significantly higher for developed countries than for developing countries.
· Price Perception of the Kia Picanto.

The model summary provides the R and the R square. The R is 0.387(simple correlation) and the R square is the extent to which the Price perception is explained by the Country of Origin. So 15 % is explained. In the Anova table, we see that the regression is significant (0.002<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.268) effect (0.001<0.05) on the price perception, this was about the quality of the car industry of a country. This means that the quality of the car industry of a country has a significant effect on the price perception. 

· Price perception of the Dacia Sandero

The model summary provides the R and the R square. The R is 0.490 and the R square is the extent to which the Price perception is explained by the Country of Origin. So 24 % is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.388) effect (0.000<0.05) on the price perception. This means that the quality of the car industry of a country has a significant effect on the price perception. 
· Price perception of the Nissan Qashqai

The model summary provides the R and the R square. The R is 0.428 and the R square is the extent to which the price perception is explained by the Country of Origin. So 18.4% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.534) effect (0.000<0.05) on the price perception. This means that the quality of the car industry of a country has a significant effect on the price perception. 
· Price perception of the Opel Vectra

The model summary provides the R and the R square. The R is 0.303 and the R square is the extent to which the price perception is explained by the Country of Origin. So 9.2% is explained. In the Anova table, we see that the regression is significant (0.040<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.545) effect (0.002<0.05) on the price perception. This means that the quality of the car industry of a country has a significant effect on the price perception. 
If we look at the segments we see that the effect of the COO on price perception is the highest for cars from the middle class segment.
Hypothesis 3 is accepted, because COO_2 was significant for all the cars.

The Dacia Sandero (Romania- developing country) has not the lowest R square. And the COO_2 has a significant positive effect for all the cars, but the positive effect wasn’t the lowest for the Dacia Sandero from Romania. So hypotheses 4 is rejected. See tables 6.2.1,6.2.2,6.2.3 for an overview of the important results and see Appendix B4 for the total output for these two hypotheses.
Table 6.2.1: Model Summary


6.2.2: Anova
	Model Summary

	Model
	R
	R square

	Car 1
	0.387
	0.150

	Car 2
	0.490
	0.240

	Car 3
	0.428
	0.184

	Car 4
	0.303
	0.092


	Anova

	Model
	Sig.

	Car 1 Regression
	0.002

	Car 2 Regression
	0.000

	Car 3 Regression
	0.000

	Car 4 Regression
	0.040


6.2.3: Coefficients

	Coefficients

	Model
	B
	Sig.

	COO_2_Car_1
	0.268
	0.001

	COO_2_Car_2
	0.388
	0.000

	COO_2_Car_3
	0.534
	0.000

	COO_2_Car_4
	0.545
	0.002


6. 3 Purchase intention
Hypothesis 5: The Country of Origin effect has indirect a significant effect on Purchase intention of consumers.

Hypothesis 6: The County of Origin effect on purchase intention is significantly higher for developed countries than for developing countries.
· Purchase intention of the Kia Picanto.

The model summary provides the R and the R square. The R is 0.386 and is the simple correlation. The R square is the extent to which the Purchase intention is explained by the Country of Origin. So 14.9 % is explained. In the Anova table, we see that the regression is significant (0.002<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.350) effect (0.000<0.05) on the price perception, this was about the quality of the car industry of a country. This means that the quality of the car industry of a country has a significant effect on the purchase intention. 

· Purchase intention of the Dacia Sandero

The model summary provides the R and the R square. The R is 0.371 and the R square is the extent to which the Purchase intention is explained by the Country of Origin. So 13.8 % is explained, that is not so large. In the Anova table, we see that the regression is significant (0.004<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.398) effect (0.000<0.05) on the purchase intention. This means that the quality of the car industry of a country has a significant effect on the purchase intention.
· Purchase intention of the Nissan Qashqai

The model summary provides the R and the R square. The R is 0.399 and the R square is the extent to which the purchase intention is explained by the Country of Origin. So 15.9% is explained, that is larger in comparison with the other two cars. In the Anova table, we see that the regression is significant (0.001<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.333) effect (0.006<0.05) on the purchase intention. This means that the quality of the car industry of a country has a significant effect on the purchase intention. 
· Purchase intention of the Opel Vectra

The model summary provides the R and the R square. The R is 0.364 and the R square is the extent to which the purchase intention is explained by the Country of Origin. So 13.2% is explained. In the Anova table, we see that the regression is significant (0.005<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.557) effect (0.001<0.05) on the purchase intention. This means that the quality of the car industry of a country has a significant effect on the purchase intention. 
If we look at the segments we see that the effect of the COO on the purchase intention don’t differ a lot. Only that car 4 from the middle class segment has the largest effect of COO on purchase intention, so this means that because the car is from Germany, the purchase intention of the consumer gets higher.
Hypothesis 5 is accepted, because COO_2 was significant for all the cars.

The Dacia Sandero (Romania- developing country) has not the lowest R square. And the COO_2 has a significant positive effect for all the cars, but the positive effect wasn’t the lowest for the Dacia Sandero from Romania. So hypotheses 6 is rejected. See tables 6.3.1,6.3.2,6.3.3 for an overview of the important results and see Appendix B5 for the total output for these two hypotheses.
	Anova

	Model
	Sig.

	Car 1 Regression
	0.002

	Car 2 Regression
	0.004

	Car 3 Regression
	0.001

	Car 4 Regression
	0.005


	Coefficients

	Model
	B
	Sig.

	COO_2_Car_1
	0.350
	0.000

	COO_2_Car_2
	0.398
	0.000

	COO_2_Car_3
	0.333
	0.006

	COO_2_Car_4
	0.557
	0.001


Table 6.3.1: Model summary


Table 6.3.2: Anova


Table 6.3.3: Coefficients
	Model Summary

	Model
	R
	R square

	Car 1
	0.386
	0.149

	Car 2
	0.371
	0.138

	Car 3
	0.399
	0.159

	Car 4
	0.364
	0.132


6. 4 Brand Perceived quality
Hypothesis 5: The Country of Origin effect has a significant effect on brand perceived quality of consumers.

Hypothesis 6: The County of Origin effect on brand perceived quality is significantly higher for developed countries than for developing countries.

· Brand perceived quality of the Kia Picanto.

The model summary provides the R and the R square. The R is 0.353 and is the simple correlation. The R square is the extent to which the Brand perceived quality is explained by the Country of Origin. So 12.4 % is explained. In the Anova table, we see that the regression is significant (0.007<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.284) effect (0.000<0.05) on the brand perceived quality, this was about the quality of the car industry of a country. This means that the quality of the car industry of a country has a significant effect on the brand perceived quality. 

· Brand perceived quality of the Dacia Sandero

The model summary provides the R and the R square. The R is 0.431 the R square is the extent to which the Brand perceived quality is explained by the Country of Origin. So 18.6 % is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.329) effect (0.000<0.05) on the brand perceived quality. This means that the quality of the car industry of a country has a significant effect on the brand perceived quality. 
· Brand perceived quality of the Nissan Qashqai

The model summary provides the R and the R square. The R is 0.548 and the R square is the extent to which the brand perceived quality is explained by the Country of Origin. So 30.1% is explained, that is larger in comparison with the other two cars. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.445) effect (0.000<0.05) on the brand perceived quality. This means that the quality of the car industry of a country has a significant effect on the brand perceived quality. 

· Brand perceived quality of the Opel Vectra

The model summary provides the R and the R square. The R is 0.551 and the R square is the extent to which the brand perceived quality is explained by the Country of Origin. So 30.3% is explained, that is larger in comparison with the other three cars. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that COO_2_Car_1 has a significant positive (0.587) effect (0.000<0.05) on the brand perceived quality. This means that the quality of the car industry of a country has a significant effect on the brand perceived quality. 
If we look at the segments we see that the effect of the COO on brand perceived quality is the highest for cars from the middle class segment.

Hypothesis 7 is accepted, because COO_2 was significant for all the cars.

The Dacia Sandero (Romania- developing country) has not the lowest R square. And the COO_2 has a significant positive effect for all the cars, but the positive effect wasn’t the lowest for the Dacia Sandero from Romania, it was South Korea. So hypotheses 8 is rejected. See tables 6.4.1,6.4.2,6.4.3 for an overview of the important results and see Appendix B6 for the total output for these two hypotheses.
	Model Summary

	Model
	R
	R square

	Car 1
	0.353
	0.124

	Car 2
	0.431
	0.186

	Car 3
	0.548
	0.301

	Car 4
	0.551
	0.303


Table 6.4.1: Model Summary


Table 6.4.2: Anova


Table 6.4.3: Coefficients


	Anova

	Model
	Sig.

	Car 1 Regression
	0.007

	Car 2 Regression
	0.000

	Car 3 Regression
	0.000

	Car 4 Regression
	0.000


	Coefficients

	Model
	B
	Sig.

	COO_2_Car_1
	0.284
	0.000

	COO_2_Car_2
	0.329
	0.000

	COO_2_Car_3
	0.445
	0.000

	COO_2_Car_4
	0.587
	0.000


                                                                                                                                                                                                  6. 5 Brand Perceived quality and purchase intention
Hypothesis 9: Brand Perceived has a significant effect on the purchase intention.
· Relationship between brand perceived quality and the intention to purchase a Kia Picanto.

The model summary provides the R and the R square. The R is 0.461 (simple correlation). The R square is the extent to which the purchase intention is explained by the Brand Perceived Quality. So 21.2% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.590) effect (0.000<0.05) on the purchase intention. So this means that the brand name has a significant important role in when consumers have the intention to buy a car.
· Relationship between brand perceived quality and the intention to purchase a Dacia Sandero.
The model summary provides the R and the R square. The R is 0.439 and the R square is the extent to which the purchase intention is explained by the Brand Perceived Quality. So 19.2% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.582) effect (0.000<0.05) on the purchase intention. So this means that the brand name has a significant important role in when consumers have the intention to buy a car.
· Relationship between brand perceived quality and the intention to purchase a Nissan Qashqai
The model summary provides the R and the R square. The R is 0.592 and the R square is the extent to which the purchase intention is explained by the Brand Perceived Quality. So 35.1% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. 
And in the coefficients table, we see that brand perceived quality has a significant positive (0.749) effect (0.000<0.05) on the purchase intention. So this means that the brand name has a significant important role in when consumers have the intention to buy a car.

· Relationship between brand perceived quality and the intention to purchase an Opel Vectra.
The model summary provides the R and the R square. The R is 0.697 and the R square is the extent to which the purchase intention is explained by the Brand Perceived Quality. So 48.6 % is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.970) effect (0.000<0.05) on the purchase intention. So this means that the brand name has a significant important role in when consumers have the intention to buy a car.

If we look at the segments we see that the effect of the brand name on the purchase intention has the biggest effect in the middle class segment in we compare it with the economy class.
	Coefficients

	Model
	B
	Sig.

	BPQ_Total_Car_1
	0.590
	0.000

	BPQ_Total_Car_2
	0.582
	0.000

	BPQ_Total_Car_3
	0.749
	0.000

	BPQ_Total_Car_4
	0.970
	0.000


In all the four cases the brand perceived quality has a significant positive effect on the purchase intention. The coefficients are also very high, this means that the brand name has a very important role in when consumers have the intention to buy a car. Hypothesis 9 is supported. See tables 6.5.1,6.5.2,6.5.3 for an overview of the important results and see Appendix B7 for the total output for this hypothesis.
	Anova

	Model
	Sig.

	Car 1 Regression
	0.000

	Car 2 Regression
	0.000

	Car 3 Regression
	0.000

	Car 4 Regression
	0.000


Table 6.5.1: Model Summary

    Table 6.5.2: Anova


    Table 6.5.3: Coefficients
	Model Summary

	Model
	R
	R square

	Car 1
	0.461
	0.212

	Car 2
	0.439
	0.192

	Car 3
	0.592
	0.351

	Car 4
	0.697
	0.486


6. 6 effect of Brand Perceived quality and Country of origin effect on the purchase intention.
Hypothesis 10: The Country of Origin effect and the brand perceived quality have a significant effect on the purchase intention.

· Relationship between brand perceived quality, Country of Origin and the intention to purchase a Kia Picanto.

The model summary provides the R and the R square. The R is 0.592 ( simple correlation) and the R square is the extent to which the purchase intention is explained by the Brand Perceived Quality and the Country of Origin. So 28% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.496) effect (0.000<0.05) on the purchase intention. And Country of Origin has also a significant positive (0.209) effect (0.027<0.05). So this means that the brand name has a significantly more important role than the Country of Origin when consumers have the intention to buy a car.
· Relationship between brand perceived quality, Country of Origin and the intention to purchase a Dacia Sandero.
The model summary provides the R and the R square. The R is 0.494 (simple correlation) the R square is the extent to which the purchase intention is explained by the Brand Perceived Quality and the Country of Origin. So 24.4% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.479) effect (0.000<0.05) on the purchase intention. And Country of Origin has also a significant positive (0.241) effect (0.026<0.05). So this means that the brand name has a significantly more important role than the Country of Origin when consumers have the intention to buy a car.

· Relationship between brand perceived quality, Country of Origin and the intention to purchase a Nissan Qashqai.
The model summary provides the R and the R square. The R is 0.613 and is the simple correlation. The R square is the extent to which the purchase intention is explained by the Brand Perceived Quality and the Country of Origin. So 37.5% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (0.703) effect (0.000<0.05) on the purchase intention. And Country of Origin has no significant positive effect (0.865<0.05). So this means that the brand name has a significantly important role when consumers have the intention to buy a car. The higher the effect of brand perceived quality, leads to no significant effect of the Country of Origin.

· Relationship between brand perceived quality, Country of Origin and the intention to purchase an Opel Vectra.
The model summary provides the R and the R square. The R is 0.703 and is the simple correlation. The R square is the extent to which the purchase intention is explained by the Brand Perceived Quality and the Country of Origin. So 49.4% is explained. In the Anova table, we see that the regression is significant (0.000<0.05), so this means that the regression model forecast the outcome variable well, significantly. And in the coefficients table, we see that brand perceived quality has a significant positive (1,000) effect (0.000<0.05) on the purchase intention. And Country of Origin has no significant positive effect (0.834<0.05). So this means that the brand name has a significantly important role when consumers have the intention to buy a car. The higher the effect of brand perceived quality, leads to no significant effect of the Country of Origin.
If we look at the differences in segments we see that brand perceived quality has a larger effect in the middle class segment, the effect of the brand perceived quality is lower in the economy class. And we see that the Country of Origin has no significant effect on the purchase intention in the middle class segment, while in the economy class, the Country of Origin is still significant.

The brand perceived quality of the Kia Picanto and the Dacia Sandero have a reasonable effect on the purchase intention and the Country of Origin has also plays a small role in the purchase intention. So they both have effect, hypothesis 10 is supported.

But the brand perceived quality for the Nissan Qashqai and the Opel Vectra has a very large effect on the purchase intention. So the brand name is perceived high and Country of Origin is not significant. This means that the Country of Origin is not important anymore. So hypothesis 10 is rejected. See tables 6.6.1,6.6.2,6.6.3 for an overview of the important results and see Appendix B8 for the total output for this hypothesis.
Table 6.6.1: Model Summary



Table 6.6.2: Anova
	Model Summary

	Model
	R
	R square

	Car 1
	0.529
	0.280

	Car 2
	0.494
	0.244

	Car 3
	0.613
	0.375

	Car 4
	0.703
	0.494


	Anova

	Model
	Sig.

	Car 1 Regression
	0.000

	Car 2 Regression
	0.000

	Car 3 Regression
	0.000

	Car 4 Regression
	0.000


Table 6.6.3: Coefficients
	Coefficients

	Model
	B
	Sig.

	BPQ_Total_Car_1
	0.496
	0.000

	BPQ_Total_Car_2
	0.479
	0.000

	BPQ_Total_Car_3
	0.703
	0.000

	BPQ_Total_Car_4
	1.000
	0.000

	COO_2_Car_1
	0.209
	0.027

	COO_2_Car_2
	0.241
	0.026

	COO_2_Car_3
	0.020
	0.865

	COO_2_Car_4
	(-)0.029
	0.834


6.7 results
In this chapter we tested 10 hypotheses with linear regression. Hypothesis 4, 6, 8 are rejected and hypothesis 10 is partially rejected. Hypotheses 4, 6 and 8 are rejected because there were no significant differences between developed and developing countries. There were significant differences between South Korea, Romania versus Japan and Germany. The differences were not significant for the purchase intention. But that doesn’t count, in this thesis; we compared Romania versus South Korea, Japan and Germany. 

And hypothesis 10 is rejected, because if consumers have a high perceived quality, than the brand name is the most important and then the COO doesn’t have a significant effect anymore. But if the brand perceived quality is not so high than the COO plays also a role, hypothesis 10 is partially accepted.

All the other hypothesis are accepted. The Country of Origin has a significant effect on the quality perception, price perception, purchase intention and on the brand perceived quality. And the brand perceived quality has a significant effect on purchase intention (see table 6.5.1 for an overview of the results sorted on hypotheses on the next page).
Table 6.5.1: overview of the results sorted on hypotheses.
	Overview Hypotheses
	


	 
	Hypotheses 
	Accepted/

Rejected

	H 1
	The Country of Origin has a significant effect on the quality perception of consumers.
	Accepted


	H 2
	The County of Origin effect on quality perception is significantly higher for developed countries than for developing countries.
	Accepted

	H 3
	The Country of Origin effect has a significant effect on the price perception of consumers.
	Accepted

	H 4
	The County of Origin effect on price perception is significantly higher for developed countries than for developing countries.
	Rejected

	H 5
	The Country of Origin effect has indirect a significant effect on Purchase intention of consumers.
	Accepted

	H 6
	The County of Origin effect on purchase intention is significantly higher for developed countries than for developing countries.
	Rejected

	H 7
	The Country of Origin effect has a significant effect on brand perceived quality of consumers.
	Accepted

	H 8
	The County of Origin effect on brand perceived quality is significantly higher for developed countries than for developing countries.
	Rejected 

	H 9
	Brand Perceived has a significant effect on the purchase intention.
	Accepted

	H 10
	The Country of Origin effect and the brand perceived quality have both a significant effect on the purchase intention.
	Partially
Accepted (see 6.4)


7. Conclusions

7.1 General conclusion 

There is plenty of information available on COO, but still the conclusions are very different and after years there is still no consensus about the effect of COO and it is still not well understood. A lot of researchers found a significant effect of the COO effect (Dichter (1962), Schooler (1965), Bilkey & Nes (1982), Diamantopoulos et al. (1995) etc).  But there are big differences in the size of the Country of Origin effect. A study of L. Y. Lin & Chen, (2006) showed us that the County of origin effect is a factor that creates worries, because they don`t know the size of the impact. 
The role of the brand name in this context is also not well understood. Han and Terpstra found that the COO effect have more power than the brand name. Haubl (1996) found that the country of origin effect and the brand name have a significant effect on the evaluations of consumers. Seaton & Laskey (1999) claims the opposite; they found that the brand name has more power than Country of Component Manufacture and Country of Assembly.


In this thesis we examined the effect of COO and brand name on the purchase intention and we looked also at the effect that COO has on quality perception, price perception and brand perceived quality. We looked also at the differences between cars from developed countries and from developing countries.

We found that the quality perception, price perception and brand perceived quality are significantly affected by the Country of Origin. And we found also that the brand perceived quality has a significant effect on the purchase intention, which means that the brand is very important. But if we look at the effect of COO and brand perceived quality on the purchase intention, we see that if consumers have a high perceived brand quality, than the brand name is the most import and then the COO doesn’t have a significant effect anymore. But if the brand perceived quality is not so high than the COO plays also a role.
If we look at the origin of the car, we see that it has a significant effect on quality perception. So cars from Romania are seen as lower in quality than cars from Germany, Japan and South Korea. 
If we look at the price perception, purchase intention and at the brand perceived quality, we didn’t find significant results. 

With this research we added value to the existed literature, because there is no research available that focus on the Dutch Automobile market. And the combination of COO and brand name, price perception and quality perception enriches the existing literature.
7.2 Managerial implications
Considering both the literature overview and the statistical analysis, we formulated a general advice for marketing departments of car manufactures and decision makers of car manufactures.
Car manufactures who are active in other countries, because it is more feasible than before the globalisation, can also think about entering the Dutch car market.
The Dutch car market don’t have an own car which is very popular. As we have seen, the amount of sold car and cars that are used is very high. Because the Netherlands don’t have an own car, they are depending on the import from other countries. So there is always space for some entrants.
When the decision makers of car manufactures want to enter the Dutch car market, they have to consider a few things. For example the Country of Origin is very important. It has a significant effect on the purchase intention, price perception, quality perception and brand perceived quality. So it is very important that the quality of the car industry of the country/countries, where the car is made, is seen as a good car industry. So when the manufactures enter the market with a new car, they should take the time to make good decision and taking into account our findings.
For the marketing it is important to take into account the brand name. If the brand becomes very familiar, than the Country of Origin isn’t important anymore. But if this isn’t the case, than the Country of Origin plays a significant role. So the advice to the marketing department is that they have to work constantly on building a strong brand. And only emphasizing on the COO in marketing campaigns, if the quality of that car industry is perceived as good. Because than it will have a positive significant effect on the quality perception, price perception, purchase intention and brand perceived quality.
7.3 Limitations and  further research

This study examined the Country of Origin effect on price perception, quality perception and brand perceived quality. In addition, we examined also the effect of the brand perceived quality on COO. We compared developed (Germany, Japan and South Korea) with a developing country (Romania). Still this study has several limitations.
First of all, there are so many countries that we can compare and we compared only 4 countries. And the amount of respondents was 130, but it was better if we had a larger group of respondents. They survey was also too long, so we had to exclude 21 surveys from the research, because they didn’t complete it.

There were two questions to measure the country of origin. In the first question they had to mention the Country of Origin and in the second question, they had to mention on a scale of 1-7, what they thought about the quality of the car industry of that country. The second question is more meaningful to measure the COO, maybe it was better to exclude the first question and gave the respondents the country name.

We didn’t take moderators into account. There are a lot of intrinsic cues and extrinsic cues, COO and Brand name are examples of extrinsic cues. So there are a lot of other cues which can have an effect on the quality perception, price perception, quality perception and purchase intention.
In this research we didn`t take into account that we can split up the country of origin effect. A car is produced in many countries, what are the criteria for given a car one country of origin? This is very important to think about and to take this into account for the following researches.
Maybe it will be valuable to the same study again, but then with moderators and a larger group of respondents. To accomplish, a larger group of respondents, this survey have to be shortened. And maybe it is better to distribute the survey in person, because if you send it online, then it takes a long time until you get it back. This slows down the data collection.

It will also be valuable to include more countries, this way you can get more valuable insights. If the findings then are the same again, than the managerial implications will be more useful for the car manufactures.
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Appendix
A. The Questionnaire
The Questionnaire
Dear participant,

It is very appreciated that you are willing to fill in this questionnaire. It will take around the 7 minutes. It is essential for this study to question a large number of participants. The topic of this questionnaire is about passenger cars in the Dutch automobile market. The success of this study is necessary for my graduation. The answers will be treated anonymously and confidential, so please fill in the survey honestly.

The survey consist of 4 pictures of different cars from different segments. After each picture, there are related questions. Finally, some general questions will be asked.

For questions or remarks, please contact me by email: m_issati@hotmail.com.

Thanks for you participation!

Maryam el Issati

Economy segment – Kia Picanto
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1. Does the car show technological advancement?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

2. Does the car show prestige?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

3. Does the car show a good workmanship?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

4. Is the car economic?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

5. Is the car good on the overall quality?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

The cars in the economy segment have an average price of 14.000 euros. Consider you want to buy a car in the economy segment.

6. If I were going to buy a car, the probability of buying this model is 

Very low
1
2
3
4
5
6
7
Very high

7. The probability that I would consider buying this car is 

Very low
1
2
3
4
5
6
7
Very high

8. The likelihood that I would purchase this car is

Very low
1
2
3
4
5
6
7
Very high

9. What do you think this car costs?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
10. What is the maximum amount that you want to pay for this car?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
11. Likelihood that car will be reliable

Very low
1
2
3
4
5
6
7
Very high

12. This car appears to be of quality

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
13. This car appears to be durable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree
14. This car appears to be dependable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree
15. My image of the Kia Picanto brand name is

Very negative

1
2
3
4
5
6
7
Very positive

16. I view the brand name positively

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
17. This car that was shown, originated from:

· Japan
· Germany

· South Korea

· Romania
18. The selected country has a great car industry.

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
Economy segment – Dacia Sandero
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19. Does the car show technological advancement?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

20. Does the car show prestige?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

21. Does the car show a good workmanship?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

22. Is the car economic?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

23. Is the car good on the overall quality?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

The cars in the economy segment have an average price of 14.000 euros. Consider you want to buy a car in the economy segment.

24. If I were going to buy a car, the probability of buying this model is 

Very low
1
2
3
4
5
6
7
Very high

25. The probability that I would consider buying this car is 

Very low
1
2
3
4
5
6
7
Very high

26. The likelihood that I would purchase this car is

Very low
1
2
3
4
5
6
7
Very high

27. What do you think this car costs?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
28. What is the maximum amount that you want to pay for this car?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
29. Likelihood that car will be reliable

Very low
1
2
3
4
5
6
7
Very high

31. This car appears to be of quality
Strongly disagree
1
2
3
4
5
6
7
Strongly agree

32. This car appears to be durable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree

33.  This car appears to be dependable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree

34. My image of the Dacia Sandero brand name is

Very negative

1
2
3
4
5
6
7
Very positive

35. I view the brand name positively

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
36. This car that was shown, originated from:

· Japan
· Germany

· South Korea

· Romania

37. The selected country has a great car industry.

Strongly disagree
1
2
3
4
5
6
7
Strongly agree

Economy segment – Nissan Qashqai
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38. Does the car show technological advancement?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

39. Does the car show prestige?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

40. Does the car show a good workmanship?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

41. Is the car economic?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

42. Is the car good on the overall quality?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

The cars in the middle class segment have an average price of 35.000 euros. Consider you want to buy a car in the middle class segment.

43. If I were going to buy a car, the probability of buying this model is 

Very low
1
2
3
4
5
6
7
Very high

44. The probability that I would consider buying this car is 

Very low
1
2
3
4
5
6
7
Very high

45. The likelihood that I would purchase this car is

Very low
1
2
3
4
5
6
7
Very high

46. What do you think this car costs?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
47. What is the maximum amount that you want to pay for this car?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
48. Likelihood that car will be reliable
49. 
Very low
1
2
3
4
5
6
7
Very high

50. This car appears to be of quality
Strongly disagree
1
2
3
4
5
6
7
Strongly agree
51. This car appears to be durable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree
52. This car appears to be dependable

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
53. My image of the Nissan Qashqai brand name is

Very negative

1
2
3
4
5
6
7
Very positive
54. I view the brand name positively

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
55. This car that was shown, originated from:

· Japan
· Germany

· South Korea

· Romania

56. The selected country has a great car industry.

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
Middle class segment – Opel Vectra
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57. Does the car show technological advancement?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

58. Does the car show prestige?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

59. Does the car show a good workmanship?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

60. Is the car economic?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

61. Is the car good on the overall quality?

Not at all
1
2
3
4
5
6
7
Yes, definitely 

The cars in the middle class segment have an average price of 35.000 euros. Consider you want to buy a car in the middle class segment.

62. If I were going to buy a car, the probability of buying this model is 

Very low
1
2
3
4
5
6
7
Very high

63. The probability that I would consider buying this car is 

Very low
1
2
3
4
5
6
7
Very high

64. The likelihood that I would purchase this car is

Very low
1
2
3
4
5
6
7
Very high

65. What do you think this car costs?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
66. What is the maximum amount that you want to pay for this car?

€8000

€10.000
€12.000
€14.000
€16.000
€18.000       €20.000
67. Likelihood that car will be reliable
Very low
1
2
3
4
5
6
7
Very high

68. This car appears to be of quality
Strongly disagree
1
2
3
4
5
6
7
Strongly agree
69. This car appears to be durable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree

70. This car appears to be dependable
Strongly disagree
1
2
3
4
5
6
7
Strongly agree

71. My image of the Opel Vectra brand name is

Very negative

1
2
3
4
5
6
7
Very positive
72. I view the brand name positively

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
73. This car that was shown, originated from:

· Japan
· Germany

· South Korea

· Romania

74. The selected country has a great car industry.

Strongly disagree
1
2
3
4
5
6
7
Strongly agree
General questions
75. What is your gender?
· Male

· Female

76. What is your residency?
· Dutch

· ……………………....

77. What is your ethnic background?

· Dutch

· ……………………....
78. What is your age?
· 18 – 25

· 25 – 35 

· 35 – 45

· 45 – 55

· 55 – 65

· >  65
79. What is the highest level of education that you have completed?
· Primary school

· Secondary school

· MBO

· HBO

· University Bachelor

· University master

· …………………….

80. Are the questions clear and understandable?

…………………………………………………………………………………………………

81. How long did it take you to complete the survey?

…………………………………………………………………………………………………

82. Do you have any comments about the survey?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Thank you very much for filling in the survey!

If you know someone who can also fill in the questionnaire, please forward them the mail or link. Thank you for your help!

Maryam el Issati
B. SPSS output
B 1.  Correlations for  the questions of the survey

Table 1: Quality perception

	Correlations

	
	
	QP_1_Car_1
	QP_2_Car_1
	QP_3_Car_1
	QP_4_Car_1
	QP_5_Car_1

	QP_1_Car_1
	Pearson Correlation
	1
	,733**
	,788**
	,366**
	,661**

	
	Sig. (2-tailed)
	
	,000
	,000
	,000
	,000

	
	N
	109
	109
	109
	109
	109

	QP_2_Car_1
	Pearson Correlation
	,733**
	1
	,740**
	,250**
	,662**

	
	Sig. (2-tailed)
	,000
	
	,000
	,009
	,000

	
	N
	109
	109
	109
	109
	109

	QP_3_Car_1
	Pearson Correlation
	,788**
	,740**
	1
	,401**
	,806**

	
	Sig. (2-tailed)
	,000
	,000
	
	,000
	,000

	
	N
	109
	109
	109
	109
	109

	QP_4_Car_1
	Pearson Correlation
	,366**
	,250**
	,401**
	1
	,543**

	
	Sig. (2-tailed)
	,000
	,009
	,000
	
	,000

	
	N
	109
	109
	109
	109
	109

	QP_5_Car_1
	Pearson Correlation
	,661**
	,662**
	,806**
	,543**
	1

	
	Sig. (2-tailed)
	,000
	,000
	,000
	,000
	

	
	N
	109
	109
	109
	109
	109

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	
	


Table 2: Purchase Intention

	Correlations

	
	
	PI_1_Car_1
	PI_2_Car_1
	PI_3_Car_1

	PI_1_Car_1
	Pearson Correlation
	1
	,779**
	,814**

	
	Sig. (2-tailed)
	
	,000
	,000

	
	N
	109
	109
	109

	PI_2_Car_1
	Pearson Correlation
	,779**
	1
	,818**

	
	Sig. (2-tailed)
	,000
	
	,000

	
	N
	109
	109
	109

	PI_3_Car_1
	Pearson Correlation
	,814**
	,818**
	1

	
	Sig. (2-tailed)
	,000
	,000
	

	
	N
	109
	109
	109

	**. Correlation is significant at the 0.01 level (2-tailed).
	


Table 3 : Price perception

	Correlations

	
	
	PP_1_Car_1
	PP_2_Car_1

	PP_1_Car_1
	Pearson Correlation
	1
	,583**

	
	Sig. (2-tailed)
	
	,000

	
	N
	109
	109

	PP_2_Car_1
	Pearson Correlation
	,583**
	1

	
	Sig. (2-tailed)
	,000
	

	
	N
	109
	109

	**. Correlation is significant at the 0.01 level (2-tailed).


Table 4: Brand Perceived Quality

	
	
	
	
	

	Correlations

	
	
	BPQ_1_Car_1
	BPQ_2_Car_1
	BPQ_3_Car_1
	BPQ_4_Car_1
	BPQ_5_Car_1
	BPQ_6_Car_1

	BPQ_1_Car_1
	Pearson Correlation
	1
	,659**
	,632**
	,640**
	,588**
	,557**

	
	Sig. (2-tailed)
	
	,000
	,000
	,000
	,000
	,000

	
	N
	109
	109
	109
	109
	109
	109

	BPQ_2_Car_1
	Pearson Correlation
	,659**
	1
	,826**
	,857**
	,635**
	,621**

	
	Sig. (2-tailed)
	,000
	
	,000
	,000
	,000
	,000

	
	N
	109
	109
	109
	109
	109
	109

	BPQ_3_Car_1
	Pearson Correlation
	,632**
	,826**
	1
	,839**
	,550**
	,549**

	
	Sig. (2-tailed)
	,000
	,000
	
	,000
	,000
	,000

	
	N
	109
	109
	109
	109
	109
	109

	BPQ_4_Car_1
	Pearson Correlation
	,640**
	,857**
	,839**
	1
	,572**
	,637**

	
	Sig. (2-tailed)
	,000
	,000
	,000
	
	,000
	,000

	
	N
	109
	109
	109
	109
	109
	109

	BPQ_5_Car_1
	Pearson Correlation
	,588**
	,635**
	,550**
	,572**
	1
	,757**

	
	Sig. (2-tailed)
	,000
	,000
	,000
	,000
	
	,000

	
	N
	109
	109
	109
	109
	109
	109

	BPQ_6_Car_1
	Pearson Correlation
	,557**
	,621**
	,549**
	,637**
	,757**
	1

	
	Sig. (2-tailed)
	,000
	,000
	,000
	,000
	,000
	

	
	N
	109
	109
	109
	109
	109
	109

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	
	
	


Table 5 :Country of  Origin 

	Correlations

	
	
	COO_1_Car_1
	COO_2_Car_1

	COO_1_Car_1
	Pearson Correlation
	1
	-,363**

	
	Sig. (2-tailed)
	
	,000

	
	N
	109
	109

	COO_2_Car_1
	Pearson Correlation
	-,363**
	1

	
	Sig. (2-tailed)
	,000
	

	
	N
	109
	109

	**. Correlation is significant at the 0.01 level (2-tailed).


B2. Factor analysis

Table 1 
	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	,852

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	1,467E3

	
	df
	153

	
	Sig.
	,000


Table 2
	Communalities

	
	Initial
	Extraction

	QP_1_Car_1
	1,000
	,761

	QP_2_Car_1
	1,000
	,789

	QP_3_Car_1
	1,000
	,857

	QP_4_Car_1
	1,000
	,511

	QP_5_Car_1
	1,000
	,812

	PI_1_Car_1
	1,000
	,874

	PI_2_Car_1
	1,000
	,863

	PI_3_Car_1
	1,000
	,895

	PP_1_Car_1
	1,000
	,748

	PP_2_Car_1
	1,000
	,802

	BPQ_1_Car_1
	1,000
	,716

	BPQ_2_Car_1
	1,000
	,843

	BPQ_3_Car_1
	1,000
	,792

	BPQ_4_Car_1
	1,000
	,863

	BPQ_5_Car_1
	1,000
	,748

	BPQ_6_Car_1
	1,000
	,684

	COO_1_Car_1
	1,000
	,819

	COO_2_Car_1
	1,000
	,471

	Table 3


	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	7,688
	42,710
	42,710
	7,688
	42,710
	42,710
	4,441
	24,670
	24,670

	2
	2,507
	13,927
	56,637
	2,507
	13,927
	56,637
	3,411
	18,953
	43,623

	3
	1,485
	8,248
	64,885
	1,485
	8,248
	64,885
	2,756
	15,311
	58,934

	4
	1,245
	6,916
	71,801
	1,245
	6,916
	71,801
	1,790
	9,945
	68,880

	5
	,922
	5,124
	76,924
	,922
	5,124
	76,924
	1,448
	8,045
	76,924

	6
	,840
	4,666
	81,591
	
	
	
	
	
	

	7
	,706
	3,920
	85,511
	
	
	
	
	
	

	8
	,483
	2,683
	88,194
	
	
	
	
	
	

	9
	,369
	2,050
	90,244
	
	
	
	
	
	

	10
	,365
	2,027
	92,271
	
	
	
	
	
	

	11
	,289
	1,605
	93,876
	
	
	
	
	
	

	12
	,275
	1,528
	95,404
	
	
	
	
	
	

	13
	,203
	1,127
	96,531
	
	
	
	
	
	

	14
	,174
	,969
	97,500
	
	
	
	
	
	

	15
	,156
	,867
	98,367
	
	
	
	
	
	

	16
	,110
	,614
	98,981
	
	
	
	
	
	

	17
	,105
	,582
	99,563
	
	
	
	
	
	

	18
	,079
	,437
	100,000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.
	
	
	
	
	
	


Table 4
	Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	BPQ_2_Car_1
	,821
	
	
	
	

	QP_3_Car_1
	,820
	
	
	
	

	QP_5_Car_1
	,802
	
	
	
	

	BPQ_3_Car_1
	,797
	
	
	
	

	BPQ_4_Car_1
	,770
	
	
	
	

	QP_1_Car_1
	,747
	
	
	
	

	BPQ_6_Car_1
	,711
	
	
	
	

	BPQ_5_Car_1
	,691
	
	
	
	

	PI_3_Car_1
	,690
	,486
	
	
	

	QP_2_Car_1
	,679
	
	-,513
	
	

	BPQ_1_Car_1
	,670
	
	
	
	

	PI_1_Car_1
	,647
	,477
	
	
	

	PI_2_Car_1
	,632
	,488
	
	
	

	COO_2_Car_1
	,491
	
	
	
	

	QP_4_Car_1
	
	
	
	
	

	PP_2_Car_1
	
	,664
	
	
	

	PP_1_Car_1
	
	,572
	
	
	

	COO_1_Car_1
	
	
	
	,583
	,453

	Extraction Method: Principal Component Analysis.
	

	a. 5 components extracted.
	
	
	


Table 5
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	BPQ_4_Car_1
	,841
	
	
	
	

	BPQ_2_Car_1
	,822
	
	
	
	

	BPQ_1_Car_1
	,798
	
	
	
	

	BPQ_3_Car_1
	,784
	
	
	
	

	BPQ_5_Car_1
	,764
	
	
	
	

	BPQ_6_Car_1
	,748
	
	
	
	

	QP_2_Car_1
	
	,798
	
	
	

	QP_3_Car_1
	
	,796
	
	
	

	QP_1_Car_1
	
	,786
	
	
	

	QP_5_Car_1
	
	,775
	
	
	

	QP_4_Car_1
	
	,597
	
	
	

	PI_2_Car_1
	
	
	,870
	
	

	PI_1_Car_1
	
	
	,867
	
	

	PI_3_Car_1
	
	
	,855
	
	

	PP_2_Car_1
	
	
	
	,811
	

	PP_1_Car_1
	
	
	
	,780
	

	COO_1_Car_1
	
	
	
	
	-,891

	COO_2_Car_1
	
	
	
	
	,508

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.
	

	a. Rotation converged in 6 iterations.
	
	


Table 6
	Component Transformation Matrix

	Component
	1
	2
	3
	4
	5

	1
	,664
	,559
	,426
	,199
	,158

	2
	-,477
	-,150
	,542
	,589
	,330

	3
	,523
	-,773
	,207
	,171
	-,240

	4
	-,239
	,139
	,593
	-,321
	-,685

	5
	-,025
	,222
	-,359
	,694
	-,583

	Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 


B 3. Regressions For hypotheses 1 and 2
Regression for Quality perception (Kia Picanto)
Table 1

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea, Germany, COO_2_Car_1, Japana
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: QP_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,369a
	,136
	,103
	1,18310

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan


Table 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	22,918
	4
	5,730
	4,093
	,004a

	
	Residual
	145,571
	104
	1,400
	
	

	
	Total
	168,490
	108
	
	
	

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan
	

	b. Dependent Variable: QP_Total_Car_1
	
	
	


Table 4

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	2,937
	,559
	
	5,256
	,000
	1,829
	4,045

	
	COO_2_Car_1
	,301
	,082
	,379
	3,692
	,000
	,139
	,463

	
	Japan
	-,072
	,599
	-,028
	-,121
	,904
	-1,260
	1,115

	
	Germany
	-,270
	,845
	-,041
	-,319
	,750
	-1,945
	1,406

	
	SouthKorea
	-,052
	,562
	-,021
	-,092
	,927
	-1,166
	1,063

	a. Dependent Variable: QP_Total_Car_1

	
	
	
	
	


Regression for Quality perception (Dacia Sandero)

Table 5

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea2, COO_2_Car_2, Germany2, Japan2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: QP_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,313a
	,098
	,063
	1,14534

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2


Table 7
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	14,831
	4
	3,708
	2,827
	,028a

	
	Residual
	136,427
	104
	1,312
	
	

	
	Total
	151,258
	108
	
	
	

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2

	b. Dependent Variable: QP_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,526
	,249
	
	14,173
	,000
	3,033
	4,020

	
	COO_2_Car_2
	,268
	,085
	,348
	3,150
	,002
	,099
	,437

	
	Japan2
	-,221
	,325
	-,075
	-,679
	,499
	-,866
	,424

	
	Germany2
	-,266
	,443
	-,062
	-,602
	,549
	-1,145
	,612

	
	SouthKorea2
	-,320
	,319
	-,101
	-1,005
	,317
	-,953
	,312

	a. Dependent Variable: QP_Total_Car_2
	
	
	
	
	


Regression for Quality perception (Nissan Qashqai)

Table 9
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea3, Germany3, COO_2_Car_3, Japan3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: QP_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,459a
	,211
	,180
	1,05425

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3


Table 11
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	30,841
	4
	7,710
	6,937
	,000a

	
	Residual
	115,590
	104
	1,111
	
	

	
	Total
	146,431
	108
	
	
	

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3

	b. Dependent Variable: QP_Total_Car_3
	
	
	


Table 12
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,996
	,646
	
	6,188
	,000
	2,715
	5,277

	
	COO_2_Car_3
	,373
	,093
	,434
	4,034
	,000
	,190
	,557

	
	Japan3
	-,559
	,682
	-,230
	-,820
	,414
	-1,911
	,793

	
	Germany3
	-1,398
	,768
	-,348
	-1,819
	,072
	-2,921
	,126

	
	SouthKorea3
	-,779
	,661
	-,282
	-1,179
	,241
	-2,089
	,531

	a. Dependent Variable: QP_Total_Car_3
	
	
	
	
	


Regression for Quality perception (Opel Vectra)

Table 13
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea4, Japan4, COO_2_Car_4, Germany4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: QP_Total_Car_4


Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,494a
	,244
	,215
	1,256

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	52,553
	4
	13,138
	8,328
	,000a

	
	Residual
	162,486
	103
	1,578
	
	

	
	Total
	215,039
	107
	
	
	

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4

	b. Dependent Variable: QP_Total_Car_4
	
	
	


Table 16
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,306
	1,038
	
	1,258
	,211
	-,753
	3,365

	
	COO_2_Car_4
	,532
	,119
	,456
	4,455
	,000
	,295
	,769

	
	Japan4
	,655
	1,026
	,106
	,639
	,524
	-1,379
	2,690

	
	Germany4
	,676
	,923
	,139
	,733
	,466
	-1,154
	2,506

	
	SouthKorea4
	,098
	1,269
	,009
	,077
	,939
	-2,418
	2,614

	a. Dependent Variable: QP_Total_Car_4
	
	
	
	
	


B 4. Regression for hypotheses 3 and 4
Regression for Price Perception (Kia Picanto)

Table 1
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea, Germany, COO_2_Car_1, Japana
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PP_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,387a
	,150
	,117
	1,13151

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan


Table 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	23,430
	4
	5,858
	4,575
	,002a

	
	Residual
	133,152
	104
	1,280
	
	

	
	Total
	156,583
	108
	
	
	

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan
	

	b. Dependent Variable: PP_Total_Car_1
	
	
	


Table 4
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,411
	,534
	
	2,641
	,010
	,352
	2,471

	
	COO_2_Car_1
	,268
	,078
	,349
	3,427
	,001
	,113
	,422

	
	Japan
	,105
	,573
	,042
	,183
	,855
	-1,031
	1,241

	
	Germany
	,675
	,808
	,106
	,836
	,405
	-,927
	2,278

	
	SouthKorea
	,082
	,537
	,034
	,152
	,879
	-,984
	1,148

	a. Dependent Variable: PP_Total_Car_1
	
	
	
	
	


Regression for price perception (Dacia Sandero)

Table 5

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea2, COO_2_Car_2, Germany2, Japan2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PP_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,490a
	,240
	,211
	1,14151

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2

	Table 7


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	42,897
	4
	10,724
	8,230
	,000a

	
	Residual
	135,516
	104
	1,303
	
	

	
	Total
	178,413
	108
	
	
	

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2

	b. Dependent Variable: PP_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	2,397
	,248
	
	9,666
	,000
	1,905
	2,889

	
	COO_2_Car_2
	,388
	,085
	,464
	4,571
	,000
	,220
	,556

	
	Japan2
	-,473
	,324
	-,149
	-1,460
	,147
	-1,116
	,170

	
	Germany2
	,422
	,441
	,091
	,957
	,341
	-,453
	1,298

	
	SouthKorea2
	,338
	,318
	,098
	1,063
	,290
	-,292
	,968

	a. Dependent Variable: PP_Total_Car_2
	
	
	
	
	


Regression for price perception (Nissan Qashqai)

Table 9

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea3, Germany3, COO_2_Car_3, Japan3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PP_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,428a
	,184
	,152
	1,30444

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3
Table 11 
ANOVAb
Model

Sum of Squares

df

Mean Square

F

Sig.

1

Regression

39,776

4

9,944

5,844

,000a
Residual

176,963

104

1,702

Total

216,739

108

a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3

b. Dependent Variable: PP_Total_Car_3




	Table 12

Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	2,921
	,799
	
	3,656
	,000
	1,337
	4,506

	
	COO_2_Car_3
	,534
	,114
	,510
	4,663
	,000
	,307
	,761

	
	Japan3
	-1,588
	,844
	-,537
	-1,883
	,063
	-3,261
	,085

	
	Germany3
	-2,370
	,951
	-,485
	-2,493
	,014
	-4,256
	-,485

	
	SouthKorea3
	-1,054
	,817
	-,314
	-1,289
	,200
	-2,675
	,567

	a. Dependent Variable: PP_Total_Car_3
	
	
	
	
	


Regression for price perception (Opel Vectra)

Table 13
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea4, Japan4, COO_2_Car_4, Germany4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PP_Total_Car_4



Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,303a
	,092
	,057
	1,78523

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	33,260
	4
	8,315
	2,609
	,040a

	
	Residual
	328,265
	103
	3,187
	
	

	
	Total
	361,525
	107
	
	
	

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4

	b. Dependent Variable: PP_Total_Car_4
Table 16
	
	
	


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,547
	1,475
	
	1,048
	,297
	-1,380
	4,473

	
	COO_2_Car_4
	,545
	,170
	,360
	3,212
	,002
	,209
	,882

	
	Japan4
	,091
	1,458
	,011
	,062
	,950
	-2,801
	2,982

	
	Germany4
	-,862
	1,311
	-,137
	-,657
	,512
	-3,463
	1,739

	
	SouthKorea4
	,568
	1,803
	,042
	,315
	,753
	-3,009
	4,144

	a. Dependent Variable: PP_Total_Car_4
	
	
	
	
	


B 5. Regression for Hypotheses 5 and 6

Regression for purchase intention (Kia Picanto)

Table 1
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea, Germany, COO_2_Car_1, Japana
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,386a
	,149
	,116
	1,36833

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan


Table 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	33,998
	4
	8,500
	4,540
	,002a

	
	Residual
	194,723
	104
	1,872
	
	

	
	Total
	228,721
	108
	
	
	

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan
	

	b. Dependent Variable: PI_Total_Car_1
	
	
	


Table 4
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,631
	,646
	
	2,523
	,013
	,349
	2,912

	
	COO_2_Car_1
	,350
	,094
	,378
	3,704
	,000
	,163
	,537

	
	Japan
	-,146
	,693
	-,048
	-,211
	,833
	-1,520
	1,228

	
	Germany
	,608
	,977
	,079
	,623
	,535
	-1,329
	2,546

	
	SouthKorea
	,100
	,650
	,034
	,154
	,878
	-1,189
	1,389

	a. Dependent Variable: PI_Total_Car_1
	
	
	
	
	


Regression for purchase intention (Dacia Sandero)
Table 5
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea2, COO_2_Car_2, Germany2, Japan2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,371a
	,138
	,104
	1,40065

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2


Table 7
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	32,533
	4
	8,133
	4,146
	,004a

	
	Residual
	204,031
	104
	1,962
	
	

	
	Total
	236,564
	108
	
	
	

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2

	b. Dependent Variable: PI_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	2,331
	,304
	
	7,661
	,000
	1,728
	2,934

	
	COO_2_Car_2
	,398
	,104
	,413
	3,824
	,000
	,192
	,605

	
	Japan2
	-,845
	,398
	-,230
	-2,123
	,036
	-1,633
	-,056

	
	Germany2
	-,168
	,542
	-,031
	-,310
	,757
	-1,242
	,906

	
	SouthKorea2
	-,251
	,390
	-,063
	-,644
	,521
	-1,025
	,522

	a. Dependent Variable: PI_Total_Car_2
	
	
	
	
	


Regression for purchase intention (Nissan Qashqai)

Table 9

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea3, Germany3, COO_2_Car_3, Japan3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,399a
	,159
	,127
	1,33746

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3


Table 11
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	35,143
	4
	8,786
	4,912
	,001a

	
	Residual
	186,035
	104
	1,789
	
	

	
	Total
	221,178
	108
	
	
	

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3

	b. Dependent Variable: PI_Total_Car_3
	
	
	


Table 12
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,004
	,819
	
	3,667
	,000
	1,379
	4,629

	
	COO_2_Car_3
	,333
	,117
	,315
	2,834
	,006
	,100
	,565

	
	Japan3
	-,126
	,865
	-,042
	-,146
	,884
	-1,842
	1,589

	
	Germany3
	-,398
	,975
	-,081
	-,408
	,684
	-2,331
	1,535

	
	SouthKorea3
	-,668
	,838
	-,197
	-,798
	,427
	-2,330
	,994

	a. Dependent Variable: PI_Total_Car_3
	
	
	
	
	


Regression for purchase intention (Opel Vectra)
Table 13
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea4, Japan4, COO_2_Car_4, Germany4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_4


Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,364a
	,132
	,099
	1,66527

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	43,612
	4
	10,903
	3,932
	,005a

	
	Residual
	285,632
	103
	2,773
	
	

	
	Total
	329,243
	107
	
	
	

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4

	b. Dependent Variable: PI_Total_Car_4
	
	
	


Table 16
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,658
	1,376
	
	,478
	,634
	-2,071
	3,388

	
	COO_2_Car_4
	,557
	,158
	,386
	3,519
	,001
	,243
	,871

	
	Japan4
	1,040
	1,360
	,136
	,764
	,446
	-1,658
	3,737

	
	Germany4
	,550
	1,223
	,091
	,450
	,654
	-1,876
	2,976

	
	SouthKorea4
	1,171
	1,682
	,090
	,696
	,488
	-2,165
	4,507

	a. Dependent Variable: PI_Total_Car_4
	
	
	
	
	


B6. Regressions for Hypotheses 7 and 8

Regression for brand perceived quality (Kia Picanto)

Table 1
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea, Germany, COO_2_Car_1, Japana
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: BPQ_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,353a
	,124
	,091
	1,08414

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan


Table 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	17,373
	4
	4,343
	3,695
	,007a

	
	Residual
	122,237
	104
	1,175
	
	

	
	Total
	139,610
	108
	
	
	

	a. Predictors: (Constant), SouthKorea, Germany, COO_2_Car_1, Japan
	

	b. Dependent Variable: BPQ_Total_Car_1

	
	
	


	Table 4

Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,242
	,512
	
	6,332
	,000
	2,227
	4,257

	
	COO_2_Car_1
	,284
	,075
	,392
	3,791
	,000
	,135
	,432

	
	Japan
	-,384
	,549
	-,162
	-,700
	,485
	-1,473
	,704

	
	Germany
	-,748
	,774
	-,124
	-,966
	,336
	-2,283
	,788

	
	SouthKorea
	-,111
	,515
	-,049
	-,216
	,830
	-1,132
	,910

	a. Dependent Variable: BPQ_Total_Car_1
	
	
	
	
	


Regression for brand perceived quality (Dacia Sandero)

Table 5
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea2, COO_2_Car_2, Germany2, Japan2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: BPQ_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,431a
	,186
	,155
	1,02628

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2


Table 7
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	25,015
	4
	6,254
	5,937
	,000a

	
	Residual
	109,538
	104
	1,053
	
	

	
	Total
	134,552
	108
	
	
	

	a. Predictors: (Constant), SouthKorea2, COO_2_Car_2, Germany2, Japan2

	b. Dependent Variable: BPQ_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,001
	,223
	
	13,462
	,000
	2,559
	3,443

	
	COO_2_Car_2
	,329
	,076
	,453
	4,317
	,000
	,178
	,481

	
	Japan2
	-,167
	,291
	-,060
	-,573
	,568
	-,745
	,411

	
	Germany2
	-,002
	,397
	,000
	-,004
	,997
	-,789
	,785

	
	SouthKorea2
	-,127
	,286
	-,043
	-,446
	,657
	-,694
	,439

	a. Dependent Variable: BPQ_Total_Car_2
	
	
	
	
	


Regression for brand perceived quality (Nissan Qashai)

Table 9
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea3, Germany3, COO_2_Car_3, Japan3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: BPQ_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,548a
	,301
	,274
	,96472

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3


Table 11
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	41,601
	4
	10,400
	11,175
	,000a

	
	Residual
	96,792
	104
	,931
	
	

	
	Total
	138,393
	108
	
	
	

	a. Predictors: (Constant), SouthKorea3, Germany3, COO_2_Car_3, Japan3

	b. Dependent Variable: BPQ_Total_Car_3
	
	
	


Table 12
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	3,405
	,591
	
	5,761
	,000
	2,233
	4,577

	
	COO_2_Car_3
	,445
	,085
	,532
	5,259
	,000
	,277
	,613

	
	Japan3
	-,517
	,624
	-,218
	-,828
	,410
	-1,754
	,721

	
	Germany3
	-1,414
	,703
	-,362
	-2,011
	,047
	-2,809
	-,020

	
	SouthKorea3
	-,716
	,605
	-,267
	-1,184
	,239
	-1,915
	,483

	a. Dependent Variable: BPQ_Total_Car_3
	
	
	
	
	


Regression for brand perceived quality (Opel Vectra)
Table 13
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea4, Japan4, COO_2_Car_4, Germany4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: BPQ_Total_Car_4


Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,551a
	,303
	,276
	1,07549

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	51,893
	4
	12,973
	11,216
	,000a

	
	Residual
	119,138
	103
	1,157
	
	

	
	Total
	171,032
	107
	
	
	

	a. Predictors: (Constant), SouthKorea4, Japan4, COO_2_Car_4, Germany4

	b. Dependent Variable: BPQ_Total_Car_4
	
	
	


Table 16
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,860
	,889
	
	2,093
	,039
	,097
	3,623

	
	COO_2_Car_4
	,587
	,102
	,564
	5,737
	,000
	,384
	,789

	
	Japan4
	-,457
	,878
	-,083
	-,521
	,604
	-2,199
	1,285

	
	Germany4
	-,247
	,790
	-,057
	-,312
	,755
	-1,814
	1,320

	
	SouthKorea4
	,545
	1,086
	,058
	,502
	,617
	-1,610
	2,699

	a. Dependent Variable: BPQ_Total_Car_4
	
	
	
	
	


B7. Regressions for Hypothesis 9

Regression for brand perceived quality on purchase intention (Kia Picanto)

Table 1
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	BPQ_Total_Car_1a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,461a
	,212
	,205
	1,29760

	a. Predictors: (Constant), BPQ_Total_Car_1


Tables 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	48,558
	1
	48,558
	28,839
	,000a

	
	Residual
	180,163
	107
	1,684
	
	

	
	Total
	228,721
	108
	
	
	

	a. Predictors: (Constant), BPQ_Total_Car_1
	
	
	

	b. Dependent Variable: PI_Total_Car_1
	
	
	


Tables 4
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,611
	,473
	
	1,292
	,199
	-,326
	1,548

	
	BPQ_Total_Car_1
	,590
	,110
	,461
	5,370
	,000
	,372
	,807

	a. Dependent Variable: PI_Total_Car_1
	
	
	
	
	


Regression for brand perceived quality on purchase intention (Dacia Sandero)

Table 5
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	BPQ_Total_Car_2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,439a
	,192
	,185
	1,33628

	a. Predictors: (Constant), BPQ_Total_Car_2


Table 7
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	45,500
	1
	45,500
	25,481
	,000a

	
	Residual
	191,064
	107
	1,786
	
	

	
	Total
	236,564
	108
	
	
	

	a. Predictors: (Constant), BPQ_Total_Car_2
	
	
	

	b. Dependent Variable: PI_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	1,021
	,473
	
	2,161
	,033
	,085
	1,958

	
	BPQ_Total_Car_2
	,582
	,115
	,439
	5,048
	,000
	,353
	,810

	a. Dependent Variable: PI_Total_Car_2
	
	
	
	
	


Regression for brand perceived quality on purchase intention (Nissan Qashqai)
Table 9
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	BPQ_Total_Car_3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,592a
	,351
	,345
	1,15859

	a. Predictors: (Constant), BPQ_Total_Car_3


Table 11
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	77,549
	1
	77,549
	57,772
	,000a

	
	Residual
	143,629
	107
	1,342
	
	

	
	Total
	221,178
	108
	
	
	

	a. Predictors: (Constant), BPQ_Total_Car_3
	
	
	

	b. Dependent Variable: PI_Total_Car_3
	
	
	


Table 12
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,652
	,505
	
	1,291
	,199
	-,349
	1,652

	
	BPQ_Total_Car_3
	,749
	,098
	,592
	7,601
	,000
	,553
	,944

	a. Dependent Variable: PI_Total_Car_3
	
	
	
	
	


Regression for brand perceived quality on purchase intention (Opel Vectra)

Table 13

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	BPQ_Total_Car_4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_4


Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,697a
	,486
	,481
	1,26844

	a. Predictors: (Constant), BPQ_Total_Car_4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	162,625
	1
	162,625
	101,076
	,000a

	
	Residual
	172,156
	107
	1,609
	
	

	
	Total
	334,781
	108
	
	
	

	a. Predictors: (Constant), BPQ_Total_Car_4
	
	
	

	b. Dependent Variable: PI_Total_Car_4
	
	
	


Table 16
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	-,400
	,518
	
	-,773
	,441
	-1,426
	,626

	
	BPQ_Total_Car_4
	,970
	,097
	,697
	10,054
	,000
	,779
	1,162

	a. Dependent Variable: PI_Total_Car_4
	
	
	
	
	


B 8. Regressions for hypothesis 10

Regression for brand perceived quality and Country of Origin on purchase intention (Kia Picanto)
Table 1
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea, BPQ_Total_Car_1, Germany, COO_2_Car_1, Japana
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_1


Table 2
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,529a
	,280
	,245
	1,26450

	a. Predictors: (Constant), SouthKorea, BPQ_Total_Car_1, Germany, COO_2_Car_1, Japan


Table 3
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	64,028
	5
	12,806
	8,009
	,000a

	
	Residual
	164,693
	103
	1,599
	
	

	
	Total
	228,721
	108
	
	
	

	a. Predictors: (Constant), SouthKorea, BPQ_Total_Car_1, Germany, COO_2_Car_1, Japan

	b. Dependent Variable: PI_Total_Car_1
	
	
	


Table 4
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,024
	,703
	
	,034
	,973
	-1,370
	1,418

	
	BPQ_Total_Car_1
	,496
	,114
	,387
	4,334
	,000
	,269
	,722

	
	COO_2_Car_1
	,209
	,093
	,226
	2,247
	,027
	,025
	,394

	
	Japan
	,044
	,642
	,015
	,069
	,945
	-1,228
	1,317

	
	Germany
	,979
	,907
	,127
	1,079
	,283
	-,820
	2,778

	
	SouthKorea
	,155
	,601
	,053
	,259
	,796
	-1,036
	1,347

	a. Dependent Variable: PI_Total_Car_1
	
	
	
	
	


Regression for brand perceived quality and Country of Origin on purchase intention (Dacia Sandero)
Table 5
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea2, BPQ_Total_Car_2, Germany2, Japan2, COO_2_Car_2a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_2


Table 6
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,494a
	,244
	,207
	1,31797

	a. Predictors: (Constant), SouthKorea2, BPQ_Total_Car_2, Germany2, Japan2, COO_2_Car_2


Table 7
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	57,648
	5
	11,530
	6,637
	,000a

	
	Residual
	178,916
	103
	1,737
	
	

	
	Total
	236,564
	108
	
	
	

	a. Predictors: (Constant), SouthKorea2, BPQ_Total_Car_2, Germany2, Japan2, COO_2_Car_2

	b. Dependent Variable: PI_Total_Car_2
	
	
	


Table 8
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,894
	,474
	
	1,885
	,062
	-,046
	1,834

	
	BPQ_Total_Car_2
	,479
	,126
	,361
	3,802
	,000
	,229
	,729

	
	COO_2_Car_2
	,241
	,106
	,250
	2,261
	,026
	,030
	,452

	
	Japan2
	-,764
	,375
	-,208
	-2,039
	,044
	-1,508
	-,021

	
	Germany2
	-,167
	,510
	-,031
	-,328
	,744
	-1,178
	,844

	
	SouthKorea2
	-,190
	,367
	-,048
	-,518
	,606
	-,919
	,538

	a. Dependent Variable: PI_Total_Car_2
	
	
	
	
	


Regression for brand perceived quality and Country of Origin on purchase intention (Nissan Qashqai)
Table 9
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea3, Germany3, BPQ_Total_Car_3, COO_2_Car_3, Japan3a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_3


Table 10
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,613a
	,375
	,345
	1,15830

	a. Predictors: (Constant), SouthKorea3, Germany3, BPQ_Total_Car_3, COO_2_Car_3, Japan3


Table 11
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	82,988
	5
	16,598
	12,371
	,000a

	
	Residual
	138,190
	103
	1,342
	
	

	
	Total
	221,178
	108
	
	
	

	a. Predictors: (Constant), SouthKorea3, Germany3, BPQ_Total_Car_3, COO_2_Car_3, Japan3
Table 12

	b. Dependent Variable: PI_Total_Car_3
	
	
	


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	,610
	,815
	
	,749
	,456
	-1,006
	2,227

	
	BPQ_Total_Car_3
	,703
	,118
	,556
	5,972
	,000
	,470
	,937

	
	COO_2_Car_3
	,020
	,114
	,018
	,171
	,865
	-,207
	,246

	
	Japan3
	,237
	,752
	,079
	,315
	,753
	-1,254
	1,727

	
	Germany3
	,596
	,861
	,121
	,693
	,490
	-1,110
	2,303

	
	SouthKorea3
	-,165
	,731
	-,049
	-,226
	,822
	-1,614
	1,284

	a. Dependent Variable: PI_Total_Car_3
	
	
	
	
	


Regression for brand perceived quality and Country of Origin on purchase intention (Opel Vectra)
Table 13

	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SouthKorea4, Japan4, BPQ_Total_Car_4, COO_2_Car_4, Germany4a
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: PI_Total_Car_4


Table 14
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,703a
	,494
	,469
	1,27803

	a. Predictors: (Constant), SouthKorea4, Japan4, BPQ_Total_Car_4, COO_2_Car_4, Germany4


Table 15
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	162,641
	5
	32,528
	19,915
	,000a

	
	Residual
	166,602
	102
	1,633
	
	

	
	Total
	329,243
	107
	
	
	

	a. Predictors: (Constant), SouthKorea4, Japan4, BPQ_Total_Car_4, COO_2_Car_4, Germany4

	b. Dependent Variable: PI_Total_Car_4
	
	
	


Table 16
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	-1,201
	1,078
	
	-1,114
	,268
	-3,340
	,938

	
	BPQ_Total_Car_4
	1,000
	,117
	,720
	8,537
	,000
	,767
	1,232

	
	COO_2_Car_4
	-,029
	,140
	-,020
	-,210
	,834
	-,306
	,248

	
	Japan4
	1,497
	1,045
	,196
	1,432
	,155
	-,576
	3,569

	
	Germany4
	,797
	,939
	,132
	,848
	,398
	-1,066
	2,660

	
	SouthKorea4
	,626
	1,293
	,048
	,484
	,629
	-1,938
	3,190

	a. Dependent Variable: PI_Total_Car_4
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Specifications:


Body: Hatchback (5 Seats)�Mileage: 10 km�Fuel: Petrol�Colour: White �Transmission: Manual�Gears: 5�Displacement: 998 cm ³�Cylinders: 3�Doors: 3�Seats: 5


Features: Airbag driver, central locking, Electronic Stability Program, navigation, Side airbags





Specifications:


Body: Hatchback�Mileage: 10 km�Power: 66 kW (90 hp)�Fuel: Petrol�Fuel consumption: 5.2 l/100 km Colour: Blue Metallic�Equipment: Other Fabric�Transmission: Manual�Gears: 5�Displacement: 898 cm ³�Cylinders: 3�Empty weight in kg: 937 kg�Doors: 5


Features: ABS, Airbag driver, passenger airbag, central locking, Electronic Stability, Program, electric windows, multifunction steering wheel, Radio / CD, full service history, Side airbags





Specifications:�Body: SUV / Off-road / Pick-Up (5 Seats)�Mileage: 10 km�Year 01/2013�Power: 86 kW (117 hp)�Fuel: Petrol�Fuel consumption: 5.9 l/100 km �Color: Silver (light silver)�Equipment: Cloth�Transmission: Manual�Gears: 5�Displacement: 1598 cm ³�Cylinders: 4�Empty weight in kg: 1225 kg


Features: ABS, Airbag driver, passenger airbag, Board computer, central locking, Electronic Stability Program, electric windows,  Alloy Wheels 18'', fog lights, multifunction steering wheel, navigation, Panorama roof, Radio / CD, power steering, Traction Control, Side airbags





Specifications:


Mileage: 46,143�Fuel: gasoline�Transmission: manual


Features:


�ABS, Folding rear seats, airbags, air conditioning, Interior aut. Dimming, Board computer, Exterior mirrors in body color, Bumpers in body color, central locking, Climate Control, Cruise Control, Elec. Windows, tinted glass, rear headrests, Height adjustable steering wheel, Alloy Wheels, fog lights, navigation, Radio / cassette player, Radio / CD player, rain Sensor, spoiler, Sports seats, power steering, Traction Control, Xenon Headlights





Specifications:


Body: Hatchback (5 Seats)�Mileage: 10 km�Fuel: Petrol�Colour: White �Transmission: Manual�Gears: 5�Displacement: 998 cm ³�Cylinders: 3�Doors: 3�Seats: 5


Features: Airbag driver, central locking, Electronic Stability Program, navigation, Side airbags





Specifications:


Body: Hatchback�Mileage: 10 km�Power: 66 kW (90 hp)�Fuel: Petrol�Fuel consumption: 5.2 l/100 km Colour: Blue Metallic�Equipment: Other Fabric�Transmission: Manual�Gears: 5�Displacement: 898 cm ³�Cylinders: 3�Empty weight in kg: 937 kg�Doors: 5


Features: ABS, Airbag driver, passenger airbag, central locking, Electronic Stability, Program, electric windows, multifunction steering wheel, Radio / CD, full service history, Side airbags





Specifications:�Body: SUV / Off-road / Pick-Up (5 Seats)�Mileage: 10 km�Year 01/2013�Power: 86 kW (117 hp)�Fuel: Petrol�Fuel consumption: 5.9 l/100 km �Color: Silver (light silver)�Equipment: Cloth�Transmission: Manual�Gears: 5�Displacement: 1598 cm ³�Cylinders: 4�Empty weight in kg: 1225 kg


Features: ABS, Airbag driver, passenger airbag, Board computer, central locking, Electronic Stability Program, electric windows,  Alloy Wheels 18'', fog lights, multifunction steering wheel, navigation, Panorama roof, Radio / CD, power steering, Traction Control, Side airbags





Specifications:


Mileage: 46,143�Fuel: gasoline�Transmission: manual


Features:


�ABS, Folding rear seats, airbags, air conditioning, Interior aut. Dimming, Board computer, Exterior mirrors in body color, Bumpers in body color, central locking, Climate Control, Cruise Control, Elec. Windows, tinted glass, rear headrests, Height adjustable steering wheel, Alloy Wheels, fog lights, navigation, Radio / cassette player, Radio / CD player, rain Sensor, spoiler, Sports seats, power steering, Traction Control, Xenon Headlights










