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Abstract 

Country and Product Images of Taiwan in the Czech Republic: 

The Role of Country and Product Familiarity 

by 

Borek Janeček 

 

In the globalized economy of today, countries compete among each other for tourists, 

investors or shares in export markets. In order to achieve their goals, they must carefully build 

and maintain their reputations internationally, much like commercial brands do. This study 

evaluates the country image of Taiwan in the Czech Republic, and its effect on perception of 

Made-in-Taiwan products by Czech consumers. For comparative purposes, images and 

product perceptions of Japan and China are also included in the study. Extra focus is also 

placed on the impact of consumers‟ knowledge of the country on their perception of country 

image and country products. The data was gathered through an online survey (252 

respondents) and the research reveals several important findings.  

First, the country and product perceptions of Taiwan in the Czech Republic are on average 

slightly positive to positive, dismissing the negative assessment of the Made-in-Taiwan 

product label. Second, the knowledge of the Czech people about Taiwan is extremely limited. 

Third, perception of Taiwan‟s country image shows a strong positive correlation with 

consumers‟ subjective and objective knowledge of Taiwan. Fourth, the stereotypical positive 

image of Japanese products and negative image of Chinese products is confirmed here.   

 

Keywords: Country image, country of origin, country familiarity, product knowledge, 

consumer behavior 
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1. Country and Product Images of Taiwan in the Czech Republic 

Over the second half of the 20
th

 Century, Taiwan achieved tremendous economic growth 

and by most indicators became a developed, high-income economy. However, the initial 

development strategy of the past, which focused on contract manufacturing of unbranded 

export products, mainly in the consumer electronics sector, also created a negative image for 

the Made in Taiwan (MIT) brand. Consumers in developed markets interpreted the low price 

of MIT products as an indicator of low quality. Taiwanese producers generally assumed 

anonymity and paid little attention to marketing and branding of their products. The lack of 

brand names only reinforced the poor image of MIT goods (Amine, Chao, Arnold, 2005).  

Despite its role in the world economy (the world‟s 19
th

 largest economy per country GDP, 

18
th

 largest exporter and importer in 2009 [CIA World Factbook, n.d.]), Taiwan remains quite 

unknown to most people around the world. It is a functional, de-facto state, though it is not 

recognized as an independent country by most governments. These do not maintain official 

diplomatic relations with the territory due to the One China Policy enforced by the People‟s 

Republic of China. Owing to its small size, lack of international recognition, constraining 

efforts from the side of the PRC and consequently lack of participation in international 

structures and organizations, Taiwan has a considerably more difficult position than most 

countries in promoting itself and having its voice heard internationally. In the globalized 

world today, being visible and having a good reputation is as important for countries as it is 

for commercial organizations. 

“Countries, cities and regions that are lucky or virtuous enough to have acquired a positive 

reputation find that everything they or their citizens wish to do on the global stage is easier: their 

nation brand goes before them like a calling card, opening doors, creating trust, generating respect and 

raising the expectation of quality, competence and integrity. Places with a reputation for being poor, 

uncultured, backward, dangerous or corrupt will find that everything they or their citizens try to 

achieve outside their own neighbourhood is harder, and the burden of proof is always on them to prove 
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that, as individuals or as organisations, they do not conform to the national stereotype.” (Anholt, 2009, 

p. 207) 

1.1. Motivation 

With the development of the Taiwanese economy and moving of the manufacturing to 

technologically higher product segments, the Taiwanese government recognized the need to 

promote the island internationally and change the unfavorable perception of its products. 

Achieving international success in the more advanced industries required a change in the 

marketing and promotion strategies, and manufacturer anonymity was no longer desirable. 

The first Taiwan product quality and Taiwan image enhancement plans were launched around 

1988-1990 (Dinnie, 2007), and various campaigns have been in place ever since, with the goal 

of transforming Taiwan from a regional manufacturing center into a global R&D and 

innovation center (Branding Taiwan, n.d.). Despite these long-running efforts, the image of 

MIT products among consumers internationally still appears to be based on the low-quality 

manufacturing stereotype. One reason for the pertaining image may be Taiwan‟s low 

international visibility, and subsequently insufficient consumers‟ knowledge (familiarity) of 

Taiwan and Taiwanese products, especially in regions geographically and culturally distant 

from Taiwan. My personal experience and observation also suggests that my Czech and 

European peers‟ level of knowledge about Taiwan is very low. Support for the argument of 

the importance of consumers‟ familiarity with a country can be found in Anholt‟s nation 

branding study (2009), which shows that Taiwan‟s image is considerably more favorable in 

Japan, Korea and China, i.e. countries that are geographically closer and likely more exposed 

to Taiwan‟s communication channels. Anholt suggests that the international perception of 

more visible countries tends to be closer to reality than the perception of less visible nations, 

mostly unknown to people abroad, whose opinion of these countries is likely to be based on 

dated images and stereotypes. 
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1.2. Research Objectives 

This paper sets out to examine the relations between the consumers‟ (subjective and 

objective) knowledge of a foreign country and perception of the country (national image) on 

the one hand, and their perception of products made in that particular country on the other 

hand. The aim of the thesis is to elucidate the perception of East-Asian countries and their 

products in the eyes of Czech consumers, and how this perception is influenced by the 

consumers‟ familiarity with these countries. This thesis strives in particular to examine the 

image of Taiwan and Taiwanese products in the Czech Republic, as well as the factors that 

may possibly hinder Taiwan‟s effort to become recognized as a producer of innovative and 

high-technology goods. Based on the literature review, variables which may influence the 

relationship, and which are therefore included in the study as covariates, include: specific 

product category (laptop computers as technologically advanced products), consumers‟ 

knowledge of product category, consumer involvement with product category and consumers‟ 

previous experience with country products. The research will be conducted within the 

framework of country of product origin and country image theories.   

This study will evaluate country images and product perceptions of three East Asian 

nations. Along with Taiwan, which is the main focus of the research, Japan and China are also 

included in the study. Japan‟s position as one of the world‟s economic powerhouses is well 

established. Previous studies have confirmed a favorable perception of the Japanese national 

image, as well as the fact that Japanese products are consistently ranked among the best by 

consumers worldwide (Anholt, 2009; Ahmed & d‟Astous, 2008; Gurhan-Canli & 

Maheswaran, 2000). It is notable that Japan has undergone the same type of industrialization 

and economic transformation as Taiwan, only several decades earlier, after the end of World 

War 2. In the early stages of the transformation, foreign consumers showed a negative bias 

against Japanese products (Schooler & Wildt, 1968). The image of Japanese products changed 
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from very poor at the beginning of the transformation, to the current reputation of a pinnacle 

of product quality worldwide. From this viewpoint, Japan undoubtedly serves as a role model 

for Taiwan, which has not yet been able to achieve a similar change of national image and 

product perception in the eyes of international consumers. While Japan‟s positive country and 

product quality images have been undisputed in recent decades, the Toyota scandals in 2009 

and 2010 may have had a negative influence on the perception of Japanese products. This is a 

very recent concern, certainly worth a closer look. Therefore, this study also hopes to find out 

whether the Toyota issue has had an effect on the perception of Japanese products in the 

Czech Republic.  

China trails behind the other two countries in terms of economic development, but as one 

of the world‟s biggest exporters, Chinese products are well known and available to consumers 

worldwide. However, the general perception of China is that of a manufacturer of low-price 

consumer goods, and the image of Chinese products tends to be negative, with frequent 

consumer concerns regarding the quality and safety considerations of the products (Interbrand, 

2009). In the eyes of many consumers, the Made-in-China product label nowadays evokes 

low price and low product quality associations. Such stereotypical image was inherent to 

Made-in-Taiwan products several decades ago, and Made-in-Japan products still earlier. 

Today, Taiwan likely stands between Japan and China in terms of national image and product 

perception. While Taiwan is an industrialized and developed economy aiming to become a 

high-tech hub like Japan, the lingering negative stereotype of Taiwanese products and 

presumably also low consumer familiarity with the country might constrain its efforts, in that 

consumers may perceive Taiwan as “just the other China.” 

1.3. Research Questions 

The research interests of this study are formalized into the following research questions: 
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1. How positive or negative is the perception of Taiwanese products in the Czech 

Republic, and how is this perception similar to or different from the perception of 

Japanese and Chinese products? 

2. How positive or negative is the image of Taiwan and Taiwanese people in the Czech 

Republic, and how is this image similar to or different from the images of Japan and 

China? 

3. How does Czech consumers‟ subjective and objective knowledge of Taiwan, Japan 

and China influence their perception of each country? 

4. How is the perception of products made in a Taiwan, China and Japan influenced by 

the image of the country in the eyes of Czech consumers? 

5. How is the perception of products from Taiwan, Japan and China influenced by Czech 

consumers‟ previous use experience of products made in these countries? 

6. How does the Czech respondents‟ subjective expertise in a product category (laptop 

computers) influence the respondents‟ evaluation of laptops made in Taiwan, China 

and Japan? 

7. How does the level of Czech consumers‟ involvement with a product category (laptop 

computers) influence their perception of laptops made in Taiwan, China and Japan? 

8. From what information sources do the Czech people gain information about Taiwan, 

China and Japan? 

 

1.4. Originality, Contribution 

This study aims to contribute to the body of research on country images and product-

country evaluations in several ways. While Taiwan has previously appeared in studies 

regarding country-product perceptions, it generally has not been the focal point of the studies 

and there has not been a concentrated effort to evaluate the position of the Made in Taiwan 

label. Similarly, the amount of information on Taiwan country image is extremely limited. 

The assessment of Taiwan‟s country image and product perceptions in relation with its 

neighbors (China and Japan) should provide an opportunity for comparison with countries 

more scrutinized in research, as opposed to producing isolated data.  
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Furthermore, although several papers have acknowledged the potential effect of country‟s 

visibility on the international scene, and subsequently the influence of consumers‟ familiarity 

with a country on their country and product evaluations, the actual research into this variable 

in relevant studies has been marginal at best. Country knowledge and product familiarity are 

among the key focuses of this study. Lastly, very few related studies have been carried out in 

the region of Central and Eastern Europe, and to my knowledge no country image study has 

been conducted with Czech respondents. There is a sound reason to believe that consumer 

evaluations vary depending on the nationality and cultural, political and historical specifics of 

the respondents‟ country, thus creating a gap in our knowledge which this study hopes to fill. 
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2. Literature Review 

2.1. Country of Origin Research 

The first study which suggested that consumers may use the country of origin of a product 

(COO) for their product evaluation was published by Robert D. Schooler in 1965. He found 

significant differences in consumers‟ evaluations of products, which were identical in every 

aspect except for the name of the country appearing on the product label. The initial studies 

further pointed out that products made in less-developed countries were not evaluated as 

quality products, with a conclusion of an existing bias against products (whether it be general 

products, classes of products or specific products) made in foreign, especially less developed, 

countries (Phau & Prendegast, 2000). Since then, COO has become one of the most widely 

researched topics in international business and marketing (Leonidou et al., 2007).  

Country of origin effects have been defined as the effect of the country of product origin 

on consumers‟ evaluation and purchase intention of the product. Most studies on the topic 

have defined a product‟s country of origin as “the country of manufacture or assembly” of a 

product (Bilkey and Nes, 1982, Han and Terpstra, 1988, Papadopoulos, 1993). In other words, 

country of origin is operationalized as the final point of manufacture of the product, which 

can, but does not have to be the same as the headquarters of a company (Al-Sulaiti & Baker, 

1998). This was the prominent approach especially in the early research. However, some 

studies are not concerned with the place of product manufacture (Johansson et al., 1985). 

Instead, they define country of origin as the country where corporate headquarters of the 

company marketing the product or brand is located. Typically, this is the home country for a 

company (Al-Sulaiti & Baker, 1998). More recently, researchers have also been focusing on 

concepts such as country of product assembly, country of product design and others. 
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2.2. Country of Origin Definitions 

Country of origin (COO) product perception looks at a country as an origin of a product 

(Roth Diamantopoulos, 2009). This country-product perception has been defined as: 

“Consumers' perceptions about the attributes of products made in a certain country; emotions 

toward the country and resulted perceptions about the social desirability of owning products 

made in the country” (Nebenzahl et al., 2003, p. 388). A narrower approach to the concept 

focuses exclusively on the consumers‟ beliefs about products from a particular country. It 

reflects product dimensions such as workmanship, innovation, design, and prestige (Pappu et 

al., 2007). Other frequently cited definitions of country of origin product perception include 

“the total of beliefs one has about the products of a given country” (Nagashima, 1977), 

“consumers' general perceptions of quality for products made in a given country” (Han, 1989, 

p. 222) as well as “the overall perception consumers form of products from a particular 

country, based on their prior perceptions of the country's production and marketing strengths 

and weaknesses” (Roth and Romeo (1992, p. 480). The country of origin is an extrinsic cue in 

product evaluations, serving as a cognitive shortcut when other product information is limited 

(Lee & Lee, 2009).  

2.3. Country Image Definitions 

Country of origin research originated with studies of evaluation of products from 

particular countries and comparisons across countries. A new research interest evolved from 

this topic later, to study a more complex construct of images of countries not only on the 

product level, but also from the perspective of the perception of the country, its people, its 

involvement in world affairs and other related areas (Roth & Diamantopoulos, 2009). This is 

the concept of country image, or country brand. While there is a long history and extensive 

body of research on the country of product origin effects, the country image construct which 

emerged from it is much younger and has so far been receiving considerably less attention 
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(Zeugner-Roth & Diamantopoulos, 2010). As such, there is yet no universally accepted 

consensus on conceptualization and operationalization of the country image construct (Roth & 

Diamantopoulos, 2009). Nevertheless, existing literature does propose a number of definitions 

which appear to describe the concept well. 

Country image has been defined as “the total of all descriptive, inferential and 

informational beliefs one has about a particular country” (Martin and Eroglu (1993; p. 193), 

or as “mental representations of a country's people, products, culture and national symbols” 

(Verlegh and Steenkamp, 1999, p. 525). Alternatively, some definitions also conceive the 

mental process of country image formation. “Country image is the sum of beliefs and 

impressions people hold about places. Images represent a simplification of a large number of 

associations and pieces of information connected with a place. They are a product of the mind 

trying to process and pick out essential information from huge amounts of data about a place” 

(Kotler & Gertner, 2002, p.251). Other, broader definitions treat country image is a generic 

construct, which consists of images created from the perception of the country products, 

economic and political status, people, historical events, relationships, traditions, 

industrialization, the degree of technological advancement, and others (Lee & Ganesh, 1999). 

These factors usually refer to cognitive beliefs about a country, but some studies also mention 

the affective component of country image (Peterson & Jolibert, 1995; Roth & 

Diamantopoulos, 2009).  

2.4. The Importance of Country Images 

In today‟s environment, countries, like commercial organizations, have to actively create 

and manage their reputations in order to gain and / or retain competitive advantage in relation 

to other countries. Countries attempt to take advantage of this reputation to show tourist 

potential, attract foreign investment, develop consumer products for domestic consumption 

and export, in international politics and other areas. It essentially means a competition of 
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nations in a commercial environment, trying to make self attractive and beat out the others 

(Passow, Fehlmann, Grahlow, 2005; Olins, 2002). Country image (in some literature also 

called country brand or country reputation) is a concept which attempts to describe how a 

particular country is perceived abroad by others. The „others‟ in this case can include anyone 

from government officials, businessmen, media representatives to the general population as 

consumers or tourists. Scholars, governments and managers of commercial organizations have 

agreed that country image is a vital information cue, which is of high interest for businesses 

striving to improve their competitiveness internationally, as well as for public policy makers 

concerned with the position of entire nations and industries on the macro-level (Roth & 

Diamantopoulos, 2009). 

According to Heslop et al. (2008), most country image constructs and models include the 

following variables: 

 Political and social character of the country – e.g. political stability, democracy 

level, human rights, environmental control, nation‟s role in world politics, quality of 

life, education standards. 

 Capacities / competencies of the country – e.g. technological development, 

industrialization, economic stability, well managed economy, wealth. 

 Character of the people – e.g. trustworthiness, friendliness, attitude to work. 

 Competency of the people – e.g. education, technical capability. 

 Country and people evaluations – e.g. likeability, attractiveness. 

 Desired country associations – e.g. interest in travel, relocation or relocation to the 

country, investment in the country, building closer ties with the country. 

When looking at the image of a country from the evaluator‟s perspective, it would be 

more accurate to add a subjective dimension to the variables, i.e. perceived capabilities of the 
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country, perceived economic strength etc., as consumers are unlikely to hold objective, up-to-

date information about realities of all countries. In fact, most images (country, brand) are 

stereotypes, extreme simplifications of reality which can be dated, based on exceptions rather 

than patterns, impressions rather that facts, and ignorance and prejudice rather than reality. 

Because of human‟s cognitive processing, stereotypical images can be long lasting and 

difficult to change (Kotler & Gertner, 2002). However, that does not mean that they can be 

ignored or excluded from political and economic debate, because perception can determine 

people‟s behavior as much as reality, if not more (Anholt, 2009). Also, “national images exist 

at different intellectual and cultural levels, and they have different meanings for different 

audiences” (O‟Shaughnessy & O‟Shaughnessy, 2000, p.58). 

2.4.1. The Country Image – Country of Origin Relationship 

The importance of country images is also widely recognized from the perspective of 

countries as producers of goods, and as players in the global trade (Ozretic-Dosen et al., 2007). 

This is where the concepts of country image and country of origin come together. Previous 

experimental studies have proven that a simple manipulation of the „product origin‟ or „made 

in‟ label associated with a product significantly influenced people‟s attitudes and purchase 

intentions towards the product (Kotler & Gertner, 2002). Wang and Lamb (1983) believed 

that country of origin effects are inherently negative, describing them as intangible barriers to 

enter new markets in the form of negative consumer bias toward imported products. However, 

the perspectives have changed dramatically since their article was published. Marketers 

nowadays see the country of origin information as a tool to influence the consumers‟ 

valuation of a product or a brand, positioning and distinguishing products in markets, and for 

formulation of a multinational marketing strategy (Agrawal & Kamakura, 1999; Ozretic-

Dosen et al., 2007). From this point of view, country of origin and country images function in 

ways very similar to a product‟s brand name and brand image. Country equity can serve as 
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one of the vital purchase-decision cues for the consumer in a situation of high supply-side 

competition and product standardization. Consumers have a tendency to treat the product 

origin or product brand name as indicators of quality and acceptability of the product, as a 

means of simplification of information processing. Product-country images are accentuated 

even more strongly in the era of global brands and global products (Papadopoulos, 1993).  

The desired country association can be conveyed through the brand name, company name, 

in advertisements, in product or package design, sales and service staff etc. Naturally, the 

marketer can freely choose which of the country image associations to emphasize and which 

ones to downplay, though they should always be believable in order for the advertising to be 

effective. It has been suggested that highly positive country association may be able to 

warrant premium product pricing, while products associated with countries with a negative 

image may require discount pricing strategy in order to find a market (Agrawal & Kamakura, 

1999). 

It is generally accepted that country image and country-product perception are two distinct, 

but in most instances correlated variables. Past research provides evidence that favorable 

country image generally leads to a favorable perception of products made in the country 

(country-product perception) (Pappu et al., 2007; Roth & Diamantopoulos, 2009). Heslop and 

Papadopoulos (1993) provide an empirical confirmation of the presence of explicit correlation 

between country image and product perceptions. They also present a breakdown of the 

country image construct and suggest that favorable product evaluations are most strongly 

linked to images of well managed, technologically advanced nations, with citizens who are 

described as hard-working, likeable, trustworthy, admirable for their role in world politics and 

possessing a refined taste. In relation to product evaluation, the impact of the country of 

product origin and its image is largest in relation to the perception of product quality (Pappu 

et al., 2006). Perceived product quality has been defined in many ways, for example as 
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“consumer‟s judgment about a product‟s overall excellence or superiority” (Insch & McBride, 

2004, p.257).  

2.5. Country Familiarity 

Consumers‟ familiarity with the country (or knowledge of the country) is a variable 

that has been linked to the research of country images and perception of country products only 

recently and its impact has not yet received sufficient attention (Lee & Ganesh, 1999; 

Josiassen & Karpen, 2007). However, its role should not be overlooked, as it is contended that 

country familiarity strongly affects country evaluation (Ahmed & d'Astous, 2008).  

As for country familiarity in COO research, the majority of studies to date have used 

large, developed countries (United States, Germany, Japan, France) for their country-product 

evaluations. These countries are big, global exporters with rich cultural and historical 

traditions, and they are also very involved in world affairs. Consumers are likely to have a 

fairly high level of self-perceived knowledge of such countries, as they often come across 

information, products or people connected to the countries. However, the same may not 

necessarily be the case for smaller, developing or newly industrialized countries.  

Most people probably “have no distinct image of any foreign country that is not the 

image of the region” (O‟Shaughnessy & O‟Shaughnessy, 2000, p.57).  It is wrong to assume 

that people have strong, clear beliefs and sharp images of other nations in the world. The lack 

of general familiarity with a country may create a substantial problem for the country image 

and perception of the country products. “By default, relatively unfamiliar countries are 

expected to receive neutral to lower attributions” (Chattalas, et al., 2008, p.61). Indeed, in his 

comparative study of national images, Anholt (2009) shows that smaller, less-visible, high-

income countries (Singapore, South Korea, United Arab Emirates) received significantly 

worse evaluation from international respondents on all dimensions of the research, in 
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comparison with large, high-income countries. Small countries with very limited brand 

exposure and marginal role in world affairs (Ecuador, Estonia) were rated towards the bottom 

of the list. Ahmed et al. (2002) show on the example of Asian Newly industrialized countries 

(Korea, Singapore, Taiwan), that consumers abroad tend to have a very stereotypical, and 

often somewhat negative, view of these countries. In an unrelated research, Hayo (1999) 

shows that knowledge of the European Union and European Monetary Union among citizens 

of European countries was positively related to respondents‟ support for the institutions. 

Theoretical foundation for this proposition can be found in the psychological theory of „mere 

exposure,‟ which maintains that repeated exposure to a stimulus leads to greater positive 

affect for the object portrayed and id a sufficient condition for attitude enhancement (Zajonc 

1968). This effect has been found for a wide variety of stimuli and is quite robust (Han, 1994).  

2.5.1. Objective and Subjective Knowledge 

There are two major approaches available for operationalizing and measuring 

familiarity with any given category (country, product, brand). One is to measure familiarity in 

terms of how much a person actually knows about the category (objective knowledge, 

objective familiarity). The other approach is to measure familiarity in terms of how much a 

person thinks he or she knows about the category (subjective knowledge, subjective 

familiarity) (Park and Lessig, 1981). Subjective knowledge includes the individual‟s degree of 

confidence in his/her knowledge, whereas objective knowledge only refers to what the 

individual really knows (Brucks, 1985). Therefore, subjective knowledge is likely to provide a 

better understanding of the biases and beliefs of decision makers than objective knowledge 

does. It is also believed to increase the reliance on previously stored information (Brucks, 

1985). Corresponding to intuition and real-life situations, there is a strong positive correlation 

between objective knowledge and subjective knowledge (Raju, Lonial, Mangold; 1994).  
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2.6. Variables Influencing the Product Perception 

Most of the recent COO research has treated product-country perceptions in a multi-cue 

variable context, and recognized a wide range of variables that affect it. The following section 

will review the variables which may play a role in consumer evaluations of country products, 

or influence the link between country of origin information and product evaluation. These 

variables will then either be directly included in this study, or they will be controlled for. 

2.6.1. Product Category, Product Characteristics, Product Involvement 

Consumers are more sensitive to the COO cues when evaluating some product 

categories and less sensitive with others. For example, in the automobile category, individual 

brands are almost always visibly affiliated with the country of origin of the brand, and the 

country cue is also frequently used in advertising (e.g. „Volkswagen: Das Auto‟ is an obvious 

reference to Germany). The COO serves here as highly diagnostic information, as it conveys 

additional information about product quality and other relevant ascriptions (Balabanis & 

Diamantopoulos, 2008). In other instances, it is quite unlikely that country superiority is 

attached to a product category. Research indicates that COO information is assigned high 

importance for products that are durable, expensive, high-involvement (products where the 

buyer is prepared to spend considerable time and effort in searching prior to purchase; Day, 

1970). On the other hand, country of origin is often non-diagnostic and unsubstantial with 

frequently purchased, inexpensive, non-durable, low-involvement products, where consumers 

assign little importance to the purchase (Hsieh, 2004; Samiee, Shimp, Sharma, 2005). 

Consequently, most COO research is conducted with high-involvement products, which 

present high monetary risk and also higher hedonistic value. Nevertheless, a weak to moderate, 

though still significant COO effect has been confirmed even in low-involvement products, 

such as food (Ahmed et al., 2004). The product categories which appear most often in COO 

research are consumer electronics, cars and textiles / apparel / shoes (Usunier, 2006).   
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Some particular product categories bear strong links to a particular country, usually 

the actual country of invention or strong tradition (i.e. vodka with Russia), or a group of 

several countries (Usunier & Cestre, 2007). In the minds of most consumers, wine is 

associated with France, fashion with Italy, watches with Switzerland and cars with Germany, 

Japan or the United States. When given the choice, consumers are likely to prefer products 

with such association, despite potential differences in price (Chattalas, Kramer, et al., 2008). 

These associations are known as „Product-country matches‟, or „Product ethnicity‟ (Usunier 

& Cestre, 2007). Similarly, „product-country associations‟ refer to the consumers‟ ability to 

evoke a country when the product category is mentioned (Pappu et al., 2006). Other than a 

stereotypical product-country association, a product-country match should occur when the 

perceived strengths of a country are important for the product features, or beneficial in that 

particular product category (Roth & Romeo, 1992). However, consumers from different 

countries don‟t necessarily make the same product-country or country-product associations. 

Moreover, most product categories do not carry such associations with a particular country. 

2.6.2. Product-Category Expertise 

One of the context-specific factors believed to play a role in the relationship between 

country image and product evaluation is product knowledge and expertise (Usunier, 2006).  

Previous studies mention several different types of knowledge, namely knowledge (expertise) 

of the product category, experience with country products, and knowledge of product brand 

(Lee & Ganesh, 1999).  

Product-category expertise refers to how knowledgeable a consumer is about a given 

product category (Josiassen et al., 2008), or to the consumer information about functional 

attributes of products and about brand differences on attributes (Lee & Lee, 2009). This 

concept has been conceptualized either through subjective assessment of self-perceived 

expertise in a particular product or product category, or in a more objective fashion through 
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behavioral considerations such as product information search experience, product usage 

experience, and product ownership status (Park & Lessig, 1981). Some studies, such as 

Brucks (1985) tested objective product category knowledge through asking the respondents 

product-related questions. It appears that the experience-based measures of knowledge are 

less directly linked to behavior than are the other types of knowledge measures. Subjective 

product class knowledge is likely to affect consumers‟ confidence in using information stored 

in memory. In the case of country of origin, consumers with high subjective expertise in the 

product category are likely to be more confident in using the COO cue, and therefore more 

likely to rely on COO than consumers with low subjective product expertise (Schaefer, 1997). 

Existing literature suggests several ways in which product expertise may influence 

product evaluation in connection with the country of product origin information. Some of the 

early studies on the subject suggested that COO is a proxy variable for missing product 

characteristics, only having value when more specific product information is unavailable. 

People with limited knowledge of a product category have to rely more heavily on their 

existing stereotypic biases (Heimbach et al., 1989). This line of thinking developed into a 

halo-construct approach to product knowledge, which contends that consumers use the COO 

image as indirect evidence of a product‟s performance, in situations where they are not 

familiar with the product itself. In other words, the importance of COO as an extrinsic cue in 

product evaluation grows when consumers are not familiar with the product category, because 

they do not possess the expertise necessary to evaluate the product and its quality based on 

intrinsic cues (Maheswaran, 1994; Zhang, 1996; Phau and Suntornnond, 2006; Lee & Lee, 

2009). If consumers had knowledge of similar products, they would have less need to rely on 

the product‟s COO information to evaluate the product (Han, 1989). Consumers who are 

unfamiliar or less familiar with a product are more likely to use extrinsic cues for product 

quality assessment, due to the lack of intrinsic product information and lack of ability to 
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process intrinsic cues (Lee & Lee, 2009). In contrast, more familiar consumers also have 

better ability to process intrinsic cues, which are informative about the product quality, thus 

decreasing the reliance on extrinsic cues (Lee & Ganesh, 1999). Josiassen and Karpen (2007) 

show that familiarity with products of a particular origin is positively correlated to product 

quality evaluations.  

2.6.3. Experience with Country Products 

Another type of product knowledge is the consumers‟ amount of knowledge or 

experience with products originating from a given country. Consumers develop some basic 

expectations about products originating from a particular country through direct or indirect 

product experience, word of mouth, and other sources of information (Johansson, 1994; 

Leonidou et al., 1999). In regards to this variable, literature suggests that the consumers have 

a tendency to generalize a particular previous experience with a country product on products 

from that country as a whole. This construct (sometimes called the summary construct) 

assumes that the more familiar the consumer is with products from a country, the more the 

COO information will be relied on during product evaluation. This is because the consumer is 

only able to rely on COO image as a useful performance indicator if he/she is already familiar 

with similar products from the same country (Josiassen et al., 2008). Such individuals are 

more willing to include COO cues in their product evaluations (Heimbach et al., 1989). Under 

this construct, consumers familiar with country‟s products infer a country‟s image from its 

product information, which then indirectly influences attitudes to country products 

encountered in the future (Han, 1989). Country image then serves as an indirect channel in 

affecting product attributes and brand attitudes (Ahmed et al., 2004). However, while 

familiarity with particular products of different national origins affects evaluations, it does not 

necessarily create more favorable perceptions of these products (Johansson, Douglas and 

Nonaka, 1985). At the same time, product familiarity appears to play a significant role in 
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acceptability of a product and its potential purchase intention. Johansson et al. (1994) shows 

that consumers interviewed in their study were reluctant to purchase, or even consider a 

product that they are unfamiliar with. Moreover, consumers were not likely to change this 

attitude until they experienced the comfort of familiarity. 

 Overall, consumers tend to hold stereotypes about products that originate in other 

countries, regardless whether they have any substantial experience with products from the 

foreign country or not. Country of origin of a product as a stereotype construct is used by 

consumers to predict that a product manufactured in a certain country will have certain 

features. These inferences, based entirely on stereotyped belief tend to be less accurate, 

context dependent and with variance across situations. While consumers knowledgeable with 

a particular product category tend to use attribute information for their product evaluation, 

consumers with little knowledge are more likely to rely on stereotypical information 

(Maheswaran, 1994).  

2.6.4. Consumer-Specific Variables 

As documented in a number of existing studies, the perception of foreign products is 

influenced by the personal attitudes and demographic variables of the consumer. High-

ethnocentric consumers are probably more sensitive to the COO cues than less ethnocentric 

ones, who pay less attention to the country information (Samiee, Shimp, Sharma, 2005). 

Consumers described as world-minded consumers (defined as younger, better educated and 

more affluent have displayed lower level of prejudice towards foreign products, in 

comparison with older, less educated and less wealthy consumers (Ahmed & d'Astous, 2008). 

It appears that foreign products are generally better accepted by consumers with higher 

income and higher education (Al-Sulaiti & Baker, 1998). Further, it has been suggested that 

women have higher COO bias against foreign products and in favor of domestic ones that 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

20 

 

men do. Also, older customers in general evaluate foreign products less favorably than young 

ones (Balabanis et al., 2002).  

2.6.5. Economic Development of COO 

Without a doubt, the image and the status of the COO is a significant factor in 

consumer product evaluations. It has been shown that there is a positive relation between 

product evaluations and the level of economic development of the COO. Products made in 

less-developed countries tend to be evaluated as inferior to those made in more developed 

countries (Leonidou et al., 2007). Higher levels of industrialization positively influence the 

perception of quality of products originating from a country (Ahmed & d'Astous, 2008). In 

contrast, consumers tend to show a bias against products from developing countries, because 

of stereotypical judgments. Therefore, products from developing countries face high 

psychological barriers in the international market (Lee & Lee, 2009). Moreover, even source 

credibility of a COO is higher for countries associated with more favorable product-country 

images. Advertising claims for products originating from countries with unfavorable country 

image are seen as less credible (Verlegh et al., 2005). In research, most operationalizations of 

country image in some way include the economic development of the country. 

There are exceptions to the general pattern of the effect of country development, as a 

less favorable general image of a country can be offset by a strong, positive product-country 

match. 

“For example, Afghanistan is considered as a third world underdeveloped country. When asked about 

its products, most would evaluate it on a lower scale. Yet, Afghan rugs are highly valued in the world 

markets” (Phau & Suntornnond, 2006, p.35). 

 

2.6.6. Country of Evaluation – Nationality of the Consumer 

There is little doubt that consumer orientations and consumer preferences vary across 

countries, and by the nationality of consumers (Roth & Romeo, 1992). Consequently, 
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consumer evaluations of other countries as well as of products from other countries can by no 

means be identical in every country. Indeed, past research has proposed that the country 

where the study is conducted as one of the most significant variables in the COO research. 

The evaluation of a countries and country products can be strongly influenced by direct 

contact between the two countries, cultural and historical links, as well as consumer‟s fluency 

in the language of the country of origin, which can create more objective evaluations of the 

country (Balabanis et al., 2002). As a result, it has been suggested that consumers tend to have 

preference for products that originate from culturally similar and geographically close 

countries. 

In economically developed countries, there appears to be a general home-country 

selection bias, with subjects showing preference for products and services from their own 

country, and a bias against products from other countries, especially less-developed countries 

(Al-Sulaiti & Baker, 1998). In general, consumers from developed countries tend to prefer 

products from their own country first, followed by products from other developed countries 

and finally products from less developed countries (Ahmed et al., 2004). In a study comparing 

Japanese and U.S. consumers, Gürhan-Canli and Maheswaran (2000) suggested that home-

country bias is particularly prominent in collectivist cultures (as outlined by G. Hofstede) in 

an effect they called „collectivism-based preference‟. This means that consumers from a 

collectivist culture (in this case, Japan) show a greater preference for products from their own 

country, even if the products are of lower quality. The same trend has been observed in Korea, 

also a collectivist country (Nebenzahl and Jaffe, 1996). In contrast, American consumers in a 

similar study showed clear preference for same-country products only when those products 

were superior to foreign products, suggesting that the COO may be of less importance in 

individualist cultures (Gürhan-Canli and Maheswaran, 2000; Fong & Burton, 2008). However, 

other studies confirm product ethnocentrism in most of the (generally individualist) developed 
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Western nations (Essoussi & Merunka, 2007). Second in order of preference (after domestic 

products) are goods from other developed countries, which are culturally and geographically 

close to home country (Hsieh, 2004; Amine, Chao, Arnold, 2005).  

Consumer preferences in less developed and developing countries or regions often 

follow a different pattern, in that consumers tend to prefer imported, branded products from 

more developed countries to domestic ones, because they imply high quality and fashionable 

styles. This trend can be called reverse ethnocentrism (Essoussi & Merunka, 2007). In China, 

for example, brands from developed countries imply high status, cosmopolitanism, and 

modernity, and the status of a foreign brand serves as an essential determinant in the 

consumer purchase decision. Even domestic Chinese brands often use foreign elements in an 

effort to improve the desirability of the product (Zhuang et al., 2008). Moreover, consumers 

in developing countries actually often have an unfavorable perception of products made in 

their own countries (Al-Sulaiti & Baker, 1998). Overall the volume of research on the COO 

effect in developing, transitional and newly industrialized countries is small in comparison 

with developed countries. However, this group of countries warrants considerably more 

attention from researchers as well as marketers, as it holds 80% of the world‟s population and 

provides much better market growth opportunity, compared to the strong over-supply and 

competition in markets in the developed world (Essoussi & Merunka, 2007). 

A special case of product-country choices based on the relationship between the 

country of study and country of product origin stems from country animosity. Animosity is a 

multi-dimensional construct, which is country-specific and involves different levels of 

intensity. It is defined as the “remnants of antipathy related to previous or ongoing military, 

political, or economic events” (Amine, 2008, p.408). Country animosity can be reflected in 

consumer attitudes towards products from a particular country. Klein et al. (1998) found that 

Chinese consumers demonstrated animosity towards Japanese products because of cruelties 
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committed by the Japanese during their occupation of China in World War 2, and a 

considerable number of Chinese consumers have been boycotting Japanese products (Ahmed 

& d'Astous, 2008). Following the publishing of the satirical cartoons of Prophet Mohammed 

in Danish newspapers in 2005 and 2006, a furious wave of anti-Denmark sentiments swept 

through Muslim nations, especially in the Middle East, where numerous protests took place, 

death threats were issued, Danish embassies were set on fire and massive boycotts of Danish 

products were carried out. In some countries, Danish products were taken down from the 

shelves altogether (Anholt, 2009). 

In this research, the nationality of consumers will be controlled, as Czech nationality is 

a prerequisite for all respondents in the study.  

2.6.7. Product Brands 

Brand name of a product is an important extrinsic cue, which bears many 

resemblances to the country of origin of the product in the way it acts and influences product 

evaluations (Han & Terpstra, 1988). Like the country of product origin, product brand gives 

consumers a cue based on which they make their stereotypical evaluations, without examining 

the actual intrinsic product cues. If country and brand cues are available to the consumer at 

the same time, they are both likely to influence the product evaluation. The magnitude of the 

effect of each cue varies from situation to situation, and there is evidence that the two 

variables also influence one another (Balabanis & Diamantopoulos, 2008). Brands can benefit 

from a positive image of their home country and conversely, the image of a country in a 

foreign market can be affected by the image of major brands originating from that country. In 

addition, brands can actually improve the image of their home country as a whole (Pappu et 

al., 2007). At the same time, there is evidence that a positive brand image may not be able to 

outweigh the effects of a negative image of the country of product origin. “Many Israeli 

consumers refused to buy Volkswagen cars made in Brazil, when it was known that identical 
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models were available from Germany, albeit at a higher price” (Nebenzahl and Jaffe, 1996, 

p.5). The overall perceived value of a product is therefore a combination of brand value and 

country value. However, controlling for relevant factors (such as brand names) to determine 

the exact effect of individual extrinsic cues like brand and COO in research settings is 

problematic (Han & Terpstra, 1988). 

Some brands choose to imply the country of origin cues intentionally to elicit desirable 

perceived COO associations in consumers, either directly through the brand name, or in their 

promotional appeals. Country image does not hold equal importance in all fields, but there 

undoubtedly are product categories where perceived origin and national identity are of 

tremendous importance. The perceived origin associations are also a major source of brand 

appeal. Leclerc et al. (1994) found that hedonic products are perceived better when France is 

the assumed COO, as opposed to the United States. Some companies purposely choose brand 

names that create associations with a particular country (different from the country of brand 

origin) to raise brand value through positive brand associations.  

In order to isolate the effects of country image in this research, the product brand 

information will not be provided. Respondents will be asked to evaluate products based on 

country image only.   

2.7. Design of COO studies 

Country image and country of origin research started with relatively simple single-cue 

studies. The early experimental studies involved a single cue, where COO was the only 

information provided to respondents for their product evaluation. This approach was later 

heavily criticized for biasing results in favor of stronger COO effects, and for the failure to 

account for a number of other variables which undoubtedly play a role in consumer product 

evaluation, causing an issue of internal validity of the COO studies (Han & Terpstra, 1988; 
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Johansson, 1993). The study of Johansson, Douglas and Nonaka (1985) confirms that single-

cue experiments create a bias in favor of COO effect, and urges the use of multi-cue tests. The 

COO image measures may vary in reliability due to differing levels of variables such as 

awareness, knowledge, familiarity, affect with the people, product types and categories, 

product brands and others (Parameswaran & Yaprak, 1987). Therefore, the focus saw a shift 

from the initial single-cue studies into a number of multi-cue tests that followed. Multi-cue 

tests evaluate the effect of COO when it is presented along with other information cues in the 

study, such as brand, price etc. Later studies then inquired into the effects of product type, 

cultural orientation, consumer expertise, involvement, ethnocentrism and other factors as 

outlined in the literature review (Chattalas et al., 2008).  “Nowadays, research on the COO 

effect typically concentrates on the impact that distinctive subcategories (country of 

manufacture, country of brand origin, country of design) or extrinsic cues (such as price or 

COO) in relation to intrinsic cues have on product evaluations and purchase intentions” 

(Zeugner-Roth & Diamantopoulos, 2010, p. 446).  

Today, COO research methods are based mostly on psychometric instruments and survey 

data (Usunier, 2006). Most research treats country of origin as an independent variable. 

Numerous studies have confirmed that the country of origin plays a significant role in product 

evaluation.  

Country of origin is regarded as an extrinsic cue (others include price, brand name, retailer 

reputation), as opposed to intrinsic information, i.e. product attributes derived from the actual 

physical product such as product size or function such as taste, design or performance. 

Product evaluations based on extrinsic cues are more common when intrinsic cues are not 

readily available (Samiee, 1994). In most cases, product evaluation based on intrinsic cues is 

problematic, as the quality of a product is usually not detectable prior to purchase (or repeated 

purchase) (Han & Terpstra, 1988). For that reason, most consumers who do not possess expert 
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knowledge on the particular product have a tendency to evaluate product based mostly on 

extrinsic cues. The COO cue may therefore be used as a heuristic in product evaluation 

(Leonidou et al., 1999). It is mainly studied as a cognitive cue (Verlegh & Steenkamp, 1999). 

The COO effect as a cognitive cue suggests that consumers make rational use of the COO 

information, and try to infer product‟s quality attributes from the COO. The study of affective 

effects of the COO (i.e. emotional reaction of the consumer to the COO information) and of 

conative/normative effects (moral reflections generated by the COO cue) is marginal 

(Bloemer et al., 2009).  

2.8. Limitations of COO studies 

Despite the massive body of literature in country of origin research, there are limitations 

that persist in the research. Most of the studies are conducted using developed North 

American, Western European and a handful of other countries as the researched country of 

origin. The United States is the most represented country of survey (36%), followed by 

France (10%), United Kingdom, Canada and Japan (Usunier, 2006). Of 30 country of origin 

and country image studies reviewed by Roth & Diamantopoulos (2009), 21 (70%) selected at 

least one of USA, Germany or Japan as the focal COO. Similarly, there is a heavy reliance on 

the United States samples in the COO studies (Roth & Diamantopoulos, 2009). There is only 

marginal interest in countries outside this cluster. The amount of COO studies conducted in 

former socialist countries of Central and Eastern Europe is especially limited. Leonidou et al. 

(1999) conducted a study with a Bulgarian sample, Rojsek (2001) presented a study of 

purchasing and consumption behavior in Slovenia, Ozretic-Dosen et al. (2007) measured 

attitudes of Croatian consumers to domestic and imported products and Dmitrovic et al. (2009) 

studied the effect of ethnocentrism and domestic product appraisal in four former 

Yugoslavian countries. Overall, the shift in research towards newly industrialized, 

transforming and developing economies (both as sources of products and as product markets) 
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is justified due to the rising importance of these countries in the world economy and their high 

share of product manufacturing (Amine, Chao, Arnold, 2005). Also, with the exception of 

Japan and South Korea, Asia Pacific countries have received little attention from the country-

product image researchers (Leonidou et al., 1999). Finally, while country of origin remains a 

popular and widely researched topic in international marketing and consumer research, some 

papers in the recent decade have questioned the relevance of COO on actual consumer 

decision making (Usunier, 2006).  

2.8.1. Country of Origin Identification, Hybrid Products 

Some critical voices in the area of COO research question the consumers‟ ability to 

correctly identify the origin of the product. In laboratory settings, many experimental studies 

present the respondents directly with the COO information as the only cue or one of several 

cues, thus artificially inflating the influence of the presented information. In reality, it is quite 

likely that many consumers do not know the true country of origin of a particular product, and 

neither do they consciously search for this information. “Associating a brand with the 

incorrect COO could affect consumers‟ perceptions of value directly and, thus, their 

willingness to purchase the brand at the stated price” (Balabanis & Diamantopoulos, 2008, 

p.40). 

This concern is particularly relevant due to the rising prominence of global companies and 

brands, where the product cannot be assigned to one single country, but rather has a dual or 

multinational origin (Chattalas, Kramer, et al., 2008). A single global product may indeed 

have a number of countries of origin at the same time, in a situation where the country of 

brand origin, country of product design, country of manufacture of components and country 

of assembly are all different from one another (Balabanis & Diamantopoulos, 2008). Such 

products with multi-country affiliations are known as hybrid products. COO research in recent 

years has reflected the increasing number of hybrid products, by focusing on the effects of the 
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various origins of the product. The prominence of hybrid products has also distorted the COO 

definitions, which can now be viewed through one of several different concepts (Al-Sulaiti & 

Baker, 1998). While the country of origin of a product was in the past operationalized mostly 

by „Made in‟, „Manufactured in‟ or „Assembled in‟ concepts, it has since moved on to include 

definitions such as „Designed in‟, „Engineered in‟, or „Parts supplied by‟. However, the 

findings of COO effects on brands of hybrid products to date have been largely inconclusive 

(Phau & Prendegast, 2000).  

2.9. Country Image Research in Asia 

Research shows that consumers evaluate products from industrialized and developed 

countries more favorably than products from newly industrialized or developing countries. In 

the Asian context, this means that Japan (developed country) has a better country image than 

Malaysia (newly industrialized country). Both Japan and Malaysia have been shown to have a 

more favorable country image than China (less developed country) (Pappu et al., 2007). 

Similarly, Japanese products are invariably ranked as the best of products from Asian 

countries, as well as among the best in the world (Han & Terpstra, 1988). The majority of 

consumers reported favorable perceptions of Japanese products due to their superior quality. 

In a study conducted by Leonidou et al. (1999) among Bulgarian consumers, Japanese 

products were rated as the best, with Hong Kong, India, Indonesia and Singapore following 

(in this order). The overall attitude of Bulgarian consumers to Asia Pacific products (with the 

exception of Japan) was moderately satisfactory to unsatisfactory. Japanese products were 

evaluated favorably (Leonidou et al., 1999). The study also provides a number of useful 

insights into the evaluation of products from the Asia Pacific region by customers in an 

Eastern-European country (Bulgaria), which once belonged to the socialist bloc, along with 

former Czechoslovakia. The source used most frequently for evaluating products made in 

region was knowledge gained through personal experience (regular or experimental) with 
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products made there. Closely following behind was the opinion provided by friends about 

these products, supporting the role of personal influence in formulating COO perceptions. 

Third in terms of usage frequency was information obtained from television, primarily 

through advertisements and other commercial programs. Information contained on the 

packaging was used fairly moderately in evaluating products made in Asian Pacific countries, 

while radio and newspapers/magazines were used to a lesser extent. Finally, salespeople were 

found to have a much weaker influence on Bulgarian consumers' opinions about Asia Pacific 

goods.  

2.9.1. Taiwan Image Studies - Review 

While Taiwan as a country of origin has not enjoyed the same amount of attention 

from researchers as some other countries, there are a handful of studies which have in some 

way touched upon Taiwan‟s image as a country and as a producer of goods.  

Yavas and Alpay (1986) examined the attitudes of consumers in Saudi Arabia and 

Bahrain towards products manufactured in seven countries, namely France, Germany, Italy, 

Japan, United Kingdom, United States and Taiwan. Of these countries, products made in 

Japan were evaluated as the best, while products made in Taiwan as the worst. The study of 

Chao (1993) showed that electronic products manufactured in Taiwan were rated more 

favorably than those made in Mexico and Thailand, but worse than products from Japan and 

the United States. 

Ahmed et al. (2002) measured the evaluation of products from a number of countries 

(Western developed countries, Asian newly industrialized countries (NICs) and Latin 

American countries) among Canadian consumers. The study shows that consumers evaluated 

products assembled in Taiwan as moderate in quality, with virtually the same score in product 

quality as China and South Korea. This cluster of countries was rated significantly worse than 

developed countries (Japan, Germany, USA, Canada) in terms of product quality, but better 
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than Latin American countries (Argentina, Chile, Mexico). The quality of technologically 

simple products from Asian countries was rated as better than the quality of technologically 

complex products from the same countries. All NICs were also rated more favorably as 

countries of product assembly, rather than countries of product design. 

Ahmed & d‟Astous (2008) conducted virtually the same study as above. Respondents 

in Canada, Morocco and Taiwan rated 14 countries in three clusters (highly industrialized 

countries, Latin American countries and East Asian countries) as countries of assembly and 

countries of design of high- and low-complexity products. The results were very similar to the 

previous study. Taiwan was evaluated by foreign respondents (Canadian and Moroccan) on 

all categories as at the same level with China and South Korea, ahead of Latin American 

countries and Thailand, but considerably behind highly industrialized European countries, 

North America and Japan. Consumers in this study also reported a moderate level of 

familiarity with Taiwanese products. 

Perhaps the most complex research of the perception of national images today is the 

Anholt-GfK Roper Nation Brands Index, developed by Simon Anholt, considered the founder 

of the nation images and nation branding research. The research was first conducted in 2005, 

and new data has since been gathered annually following the same method, allowing for 

comparability of data across time. Currently, the index includes 50 different countries from all 

continents. The data for the study is gathered through online interviews conducted in 20 

different countries, among 20,000 respondents in total. Respondents indicate their perception 

of target countries in categories of Exports, Governance, People, Culture, Tourism and 

Immigration/Investments. These six categories form the „Hexagon of Competitive Identity,‟ 

or the six basic channels, through which a country communicates with the outside world, and 

which therefore serve as the primary sources for national image formation for outsiders. The 
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categories of exports, governance and people are believed to be most important indicators of a 

country‟s international image.  

Table 2.1 provides an overview of the evaluations of Taiwan, China, Japan and other 

Eastern and South East Asian countries in the 2008 Anholt national image study. A 

breakdown of the results for the individual categories reveals that Taiwan is ranked better in 

Exports than in any other category. This appears to be the case for most East Asian nations. 

The Exports category measures the perception of the target country as one that creates 

products worth purchasing, contributes in innovation and technology and promotes cutting-

edge ideas and new ways of thinking. Of the 50 countries included in the study, Taiwan is 

ranked 25
th

, China 21
st
, South Korea 18

th
 and Japan sits at the top of the ranking. While this is 

the category where Taiwan is strongest, it is still trailing far behind the top of the chart. 

Further analysis (only available for China) shows that while China is seen as a country very 

strong in innovation and technological contribution, it also ranks as one of the worst in the 

reputation of its export products. It is noteworthy that Chinese products are assessed as among 

the worst by respondents in Japan and South Korea, perhaps as an effect of anti-Chinese 

animosity in these countries. 

This study confirms that Japanese export products are seen as the pinnacle of product 

quality, innovativeness and technological advancement around the world. Japan stands head-

and-shoulders above the rest of the world in the exports category, with only United States and 

Germany somewhat close behind. Japan‟s regional neighbors are considerably behind not 

only in the category of exports, but virtually in all assessed categories.  
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Table 2.1: Anholt Nation Brand Index 2008         

  Exports Governance People Culture Tourism 
Immigration 
Investment 

Overall 

Taiwan 25 31 33 43 41 32 35 

China 21 48 41 9 21 33 28 

Japan 1 17 8 8 8 10 5 

Malaysia 33 35 38 44 37 35 38 

South Korea 18 31 39 33 43 30 33 

Singapore 23 23 25 40 30 22 24 

Thailand 36 39 29 37 25 39 34 

note: 1 indicates the best ranked country in a given category, 50 indicates the worst rating. 

retrieved from: http://www.simonanholt.com/, 2010-01-12       
 

2.9.2. The Perception of Taiwan as a Country of Product Origin 

Taiwan began to emerge as a leading manufacturer in the electronics sector in the late 

1960s. However, the early development strategies of the newly industrialized Asian countries 

led to negative perceptions internationally. Countries like Taiwan and Korea still have to deal 

with negative country images in association with goods they produce, despite manufacturing 

products that rank at the highest levels in global markets nowadays (Chao, Samiee, et al., 

2003). Because Taiwan built its economic growth mostly on contract and original equipment 

manufacturing (OEM), in the past the Taiwanese companies did not have to worry about 

marketing themselves or about developing strong brands for their products. Especially early 

on, the approach of Taiwanese OEMs to marketing was simply to assume anonymity and 

disclose their Taiwanese origin as little as possible. This created a negative image of 

Taiwanese products  in developed markets, as “consumers interpreted the low-price marketing 

messages as denoting low quality, especially in the absence of any reassuring brand-name 

promise” (Amine, Chao, Arnold, 2005, p.129). The „Made in Taiwan‟ label has for many 

years had a strongly negative association, as it held a connection to poor-quality products in 

the eyes of foreign customers. Even today, when Taiwan is by most criteria an economically 

developed country, most Taiwanese electronics companies profile themselves as suppliers for 
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international companies and the Made-in-Taiwan brand is usually associated with low-cost, 

low-quality products, rather than innovative, cutting-edge technology goods (Berger & Lester, 

2005). The promotion and marketing activities of Taiwanese producers of high-quality goods 

have previously been too inadequate and insufficient for consumers to distinguish them from 

other poor-quality OEMs (Amine, Chao, Arnold; 2005). 

2.9.3. Taiwanese Brands 

As outlined in the literature review section, at least a part of a negative country image 

can be offset by a favorable brand image, provided that the brand possesses sufficient brand 

equity. Nevertheless, Taiwanese companies have not thus far been very successful with 

developing internationally recognized brands, despite the fact that building strong brands in 

Taiwan is one of the main goals of the government-sponsored promotion campaigns (Berger 

& Lester, 2005). Table 2.2 provides an overview of the most valuable Taiwanese brands as of 

2009, as evaluated by the Businessweek / Interbrand metric. Even the strongest Taiwanese 

brands with global presence, such as Acer (the world‟s second largest seller of personal 

computers, trailing only behind HP) have to overcome the somewhat negative „Made-in-

Taiwan‟ label (Shih, 2002).  

In terms of brand value, product brands originating from Taiwan are trailing far behind 

the most valued brands, both globally and regionally. According to Businessweek (Interbrand 

metric, also used for evaluation of Taiwanese brands in Table 2.2), the most valuable global 

brand for the year 2009 is Coca Cola, with brand value of 68734 million (68.7 billion) US 

dollars. IBM, the most valuable brand in the Computer services category, is in second place 

overall. Nokia is the most valuable brand in the Consumer electronics category in 5
th

 place 

overall. The most valuable computer hardware brands are Intel and HP, ranked in 9
th

 and 11
th

 

places, respectively. Taiwanese brands stand well outside the TOP100 brands globally, with 

the world‟s 100
th

 most valuable brand (Campbell‟s) being valued at 3081 million USD, 
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whereas the most valuable Taiwanese brand (Acer) has value of 1241 million USD. Taiwan‟s 

brands are also not up to par with those of its Asian neighbors, with Korea placing two brands 

in the TOP 100, along with seven Japanese brands (Businessweek, 2009). 

Table 2.2: Taiwan's Most Valuable Global Brands (2009)   

Position Brand Name 
Brand Value (Mil. 
USD) Field Established 

1 Acer 1241 Consumer Electronics 1987 
2 Trend Micro 1235 Software 1988 
3 Asus 1226 Consumer Electronics 1990 
4 htc 1203 Consumer Electronics 1997 

5 Master Kong 916 Food and Beverages 1991 
6 Want Want 421 Food and Beverages 1962 
7 Maxxis 345 Tires and Rubber 1967 
8 Giant 262 Bicycles 1972 
9 Synnex 255 IT Product Distributor 1980 

10 ZyXel 222 Network Hardware 1989 
11 Transcend 212 Computer Hardware 1988 
12 Advantech 204 Computer Hardware 1983 
13 D-Link 190 Network Hardware 1986 
14 Uni-President 173 Food and Beverages 1967 
15 Johnson 159 Gym Equipment 1975 
16 Merida 152 Bicycles 1972 

17 CyberLink 93 Software 1996 
18 Genius 69 Computer Hardware 1983 
19 DEPO 49 Automotive 1977 

20 msi 47 Computer Hardware 1986 

retrieved on 2010-01-05 from http://brandingtaiwan.org/    
 

2.9.4. Taiwanese Government Image Building Campaigns 

The Taiwanese government has recognized the need to promote the island 

internationally, and created what appears to be a consistent effort at improving Taiwan‟s 

national brand, with the ultimate aim of establishing Taiwan as the high-tech business center 

of Eastern Asia. The Taiwanese Ministry of Economic Affairs (MOEA) started an active 

effort to improve the island‟s negative image in the 1980‟s. Among the early promotion plans 

were the 1988 Quality Enhancement Plan, 1989 Product Design Ability Enhancement Plan, 

and the 1990 Image Enhancement Plan (Dinnie, 2007). The main goals of these campaigns 
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were to reverse and change the negative image of products Made in Taiwan through an 

integrated global information campaign, and to emphasize the concepts of innovation and 

added value in Taiwanese products. 

The latest campaigns focus on building the image of Taiwan as a “high-tech, high-

energy manufacturing center, with highly-skilled work force, sophisticated and economical 

manufacturing, capable of producing high-quality and affordable consumer goods” (Amine, 

Chao, Arnold, 2005, p.131). Considerable attention has also been given to building strong 

brands in Taiwan. MOEA and TAITRA (Taiwan External Trade Development Council) have 

put in place a Branding Taiwan Plan, which focuses on recognizing promising small to 

medium enterprises and helping them develop their own brands. Correspondingly, the Taiwan 

Excellence Awards is awarded to outstanding Taiwanese brands and products, based on the 

criteria of R&D, Design, Quality and Marketing. The award serves as a quality assurance of 

the product and aims to help promote the brands internationally (Branding Taiwan, n.d.). 

There have also been visible efforts to promote Taiwan in other areas. Tourism is 

endorsed in the „Taiwan: Touch Your Heart‟ campaigns, operated by the Taiwan Tourism 

Bureau under the Ministry of Transportation and Communications. The prospects are to make 

Taiwan one of the top tourist destinations in Asia externally, and internally to build public 

consensus and integrate government and private resources to create a hospitable and travel-

friendly environment (Taiwan Tourism Board, n.d.). The organization of international sports 

and cultural events in Taiwan (2009 Taipei Deaflympics, 2009 World Games in Kaohsiung, 

2010 Taipei Flora Expo) is undoubtedly a way to promote Taiwan internationally, as well as a 

means to gather experience with this type of events. In 2008, president Ma Ying-Jiu 

announced an ambition to hold the 2024 Olympic Games in Taiwan (China Post, 2008). 

Finally, the Taiwanese government also organized an advertising campaign protesting its 

exclusion from the United Nations, accompanying the bid to join the organization in 2004. 
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The ads appeared in the New York Times, Washington Post, unspecified Belgium media as 

well as public places near the U.N. headquarters in New York (China Post, 2004).   

2.9.5. The Image of Japan as a Country of Product Origin 

Japan is one of the most frequently researched countries of origin, as well as a 

consistently top-ranked manufacturer of products (Ahmed et al., 2002; Pappu et al, 2007; 

Nebenzahl et al., 2003; Lee & Ganesh, 1999; Zhang, 1996; Maheswaran, 1994). This has not 

always been the case. There are indicators that COO effect can change over time, as 

evidenced by the vast transformation of perceptions of the „Made in Japan‟ label, which has 

gone from highly negative to highly positive over the course of the second half of 20
th

 

Century (Amine, Chao, Arnold, 2005). One of the first COO studies, conducted by Schooler 

and Wildt (1968) still showed a bias against Japanese products in comparison with products 

from the United States. Later on, Japan managed to change its image of producer of cheap and 

poor quality products through the relentless pursuit of product quality. This appears to be a 

key factor in changing country-product perceptions, though the process is likely to take a long 

time (Johansson et al., 1994). 

A more in-depth product-country image study by Heslop and Papadopoulos showed 

that consumers showed a strong preference for durable, high-technology products from 

Japan – namely cameras, computers and cars. On the other hand, Japanese products in other 

categories (non-durable and semi-durable, low level of technology and purchase risk) were 

not evaluated particularly well in comparison to other countries. “To summarize then, there is 

a clear, crisp, widely spread image of Japan as „tops‟ in what it does well, and that is a narrow 

range of products which depend on complex, precision, technology-based mass 

manufacturing” (Heslop & Papadopoulos, 1993, p.53). O‟Shaughnessy & O‟Shaughnessy 

(2000) add that Japanese products have the image of high-volume excellence for mass 

markets, but they are rarely considered to be luxury products.  
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 However, the positive image of Japanese products may have been severely damaged 

by the widely-publicized scandal of Toyota cars in late 2009 and 2010. This issue involved 

faulty components in the cars, which caused a number of accidents, including fatal ones. 

Cover-up attempts, car recalls and lawsuits followed, and badly hurt Toyota‟s reputation. It is 

not clear whether or not this matter affected the image of Japanese products as a whole. 

Toyota is a very well-known brand, and the issue has always been referred to solely as a 

Toyota problem, not associated with Toyota‟s Japanese origin. Other Japanese products have 

not appeared to be involved in the scandal. At the same time, consumers are undoubtedly 

aware of Toyota‟s origin and may connect the negative perception with other Japanese 

products as well.  

2.9.6. The Image of China as a Country of Product Origin 

China‟s success in the international economy has so far been based mostly on low-cost 

manufacturing, both for domestic companies and international corporations, which have set 

up manufacturing operations in China. Several Chinese brands with an ambition to compete in 

the higher segments of global markets have emerged. Among these brands are Lenovo, 

Tsingtao, Geely and Haier (Interbrand, 2009).  

Chinese products in general have a distinct low-price image with international 

customers. What should be of a concern for Chinese businesses is the fact that this image is 

correlated with a perception of poor quality, and with consumers‟ concerns for product safety. 

This poor reception of „Made in China‟ products is a serious obstacle for Chinese brands in 

achieving success on a global scale. Chinese brands also lack attributes that are crucial to 

improving their image in the eyes of the customers and swaying purchase intentions, such as 

“Attractive, world class, fashionable” (Interbrand, 2009). Finally, they are at disadvantage in 

sectors where product choice and service are critical for success, due to lack of experience in 

global marketing and service delivery (Zeng & Williamson, 2003).  
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A “Made in China” survey conducted by Interbrand in 2008 among 700 business 

professionals showed a strong dislike for Chinese products, with 56% of respondents stating 

that they did not like buying products made in China, 38% were neutral to them, and 6% did 

like Chinese products. Further, only 12% of respondents thought that the quality of products 

made in China is improving. Even respondents who traveled to China in the last 12 months 

had similarly negative perceptions of Chinese goods. Also, 66% of the survey respondents 

believed that the Made in China label hurts the product and the brand. “In many cases, 

Chinese firms try to hide their country-of-origin weaknesses by purchasing foreign brands, 

manufacturing their products in countries with a better image, or masking the origin of their 

products” (Leonidou et al., 2007, p.812). It appears that at least a partial reason for the 

Lenovo acquisition of the IBM PC Company Division in 2005 was to create a connection with 

an established brand with global presence in a high-tech field. The Chinese government has 

also put an effort into improving the image of products made in China through advertising 

campaigns, most recently the “Made in China: Made with the World” campaign, launched at 

the beginning of December 2009 in global media such as CNN. The campaign is probably the 

first Chinese government-sponsored global branding campaign. The ad contains a series of 

product labels such as „Made in China with French designers‟, „Made in China with European 

styling‟, „Made in China with software from Silicon Valley‟ or „Made in China with 

American sports technology‟.   

The image of Chinese products has also suffered due to a string of scandals. In 2007, a 

case of Chinese-manufactured poisonous pet food in Canada and the United States kicked of 

the so-called “Made in China crisis”, with multiple allegations of product deficiencies 

targeted at a wide range of Chinese made consumer products, including toothpaste, toys, 

candies, pajamas etc. following in the next months. “While product recalls were not 

uncommon for organizations, this was arguably the first time that allegations of product 
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deficiencies were targeted at a country” (Cai, Ting, Pang, 2009, p.213). China has recovered 

from this only in 2008 due to the positive impact of the Beijing Olympic Games, building a 

significant goodwill and enhancing its image in the eyes of many, only to lose the 

improvement with the subsequent Chinese milk powder scandal, during which caterers started 

displaying signs that assured customers that their dairy products are not made with ingredients 

from China (Interbrand, 2009).  

2.10. Consumer Attitudes and Cultural Considerations in the Czech Republic 

As pointed out earlier, the country where the study is conducted has a potentially 

significant impact on the results, due to different general consumer attitudes of the 

respondents. Therefore, a short overview of the attitudes of Czech consumers is merited. 

There is evidence that international marketers are tempted to treat all new EU countries in 

Central and Eastern Europe as one homogenous market segment (Skinner et al., 2008), but 

relevant studies confirm that there are significant differences amongst countries in the region 

(Rojsek, 2001). Following the fall of communist regimes in Central and Eastern Europe and 

the opening up of the region, there was a clear preference of consumers for foreign products, 

due to their novelty and the perception of better quality than that of domestic products. More 

than two decades later, this may no longer be the case (Ozretic-Dosen et al., 2007). 

As for Czech consumers, Kolman et al. (2003) replicated Hofstede‟s study of cultural 

dimensions in the Czech Republic. The results show fairly high scores in all categories, i.e. 

power distance, uncertainty avoidance, masculinity and individuality. The results suggest that 

the Czech Republic is the most individualist country in Central and Eastern Europe. As shown 

in studies of other countries, a high level of individualism has been related to lower 

ethnocentrism, and more openness to foreign products. A study by Musil (1993) indicates that 

Czechs are rather cosmopolitan and less traditional in comparison with other nations in the 

region of Central and Eastern Europe, which should again relate to a better evaluation of 
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foreign products. A high level of uncertainty avoidance should indicate low propensity for 

risk-taking. In the context of purchase behavior, such a characteristic may relate to careful 

considerations of purchases that present high financial risk, more information search etc. 

(Skinner et al., 2008). 

2.11. Sources of Country Information 

Because this thesis is highly concerned with the public‟s knowledge and familiarity of 

foreign countries, a brief overview of different types of information sources and their effect 

on country image formation is in place.  

2.11.1. The Effects of Information from Different Sources on Opinion Formation 

There appears to be a significant influence of first-hand country information on the 

formation of consumer opinions. According to Heslop and Papadopoulos (1993), consumers 

who had traveled to a particular country did have different views about the country than those 

who had not visited it. There were very pronounced differences for consumer ratings of the 

country and its people, though there was not a clear direction of the effect of the travel, as the 

change was positive in some cases, and negative in others. Overall, it appears that personal 

experience leads to more objective views of the country. People who travelled to a particular 

country abandoned the usual stereotypical views of the country and its capabilities and 

adopted what appeared to be more objective attitudes (Baughn & Yaprak, 1993). Similarly, 

contact with foreigners has been observed to affect the evaluation of foreign country and 

foreign goods. “If the social linkages developed with foreigners were positive, then the 

importers‟ views of products from the country were more favorable” (Heslop & Papadopoulos, 

1993, p.63). 

The influence of the media on public has long been an interest of researchers in the 

fields of psychology, sociology, media studies, with a number of theories explaining the 
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effects of mass media on the public available. Without getting deeper in this complex field in 

this place, it is sufficient to say that the presence of media effects is undisputed. Stereotyping 

(in media audiences) is also acknowledged to be one of unintentional media effects (Perse, 

2001).  As for the differences of different types of information sources on establishing 

personal attitude, research confirms that more personal sources of information (such as first-

hand information and social interactions) are used predominantly when a personal topic of 

consumer nature is involved. On the other hand, media is relied on more strongly for “news” 

topics with less personal involvement (Chaffee, 1972). 

2.11.2. Media Coverage of Countries 

Considering the fact that most people only have a very limited or no personal 

experience with any given foreign country, the bulk of their information as well as perception 

of other countries is likely formed through the media. Therefore, it is a reasonable assumption 

that long-term positive or negative media coverage of a particular place will also eventually 

impact the image of the place in positive or negative ways, as “places get their brands from 

public opinion, not from marketers or governments” (Anholt, 2009, p. 206).  

The East West Global Nations Brand Index (EWBI) produced quarterly by EastWest 

Communications Company is a very informative tool on the coverage of countries in media 

worldwide. The metric uses complex automated text analysis of 38 global media sources to 

find mentions of each UN member country plus 8 major territories, and evaluates how 

positive or negative the media messages are. EWBI scores are distributed around a mean 50 

with a standard deviation of 10. The index was first published in 2008, and has been updated 

quarterly since then.  

Table 2.3 provides a summary of news coverage of Taiwan, Japan and China in the 

world media as presented by the EWBI. Taiwan‟s news coverage in the international media 

appears to be generally quite favorable, though significant drops in certain time periods can be 
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observed in some periods. News about Taiwan showed a significant drop in the score from 

66.5 to 49.3 between Q2 and Q3 of 2009, most likely due to the devastating typhoon Morakot 

in August 2009 and its aftermath, which received a fairly large attention from world media. 

The news coverage of China is also generally positive, though with sharp swings in 

favorability of news coverage, between very positive and very negative exposure. Coverage 

on average negative was for example Q2/2008 (perhaps because of the large unrest in Tibet in 

March and April 2008), Q3/2009 and Q1/2010. News coverage was very positive in Q3/2008 

(the Beijing Olympic Games) and Q4/2009. Likewise, Japan has generally been reported quite 

favorably, except for Q4 of 2008, where the coverage was very negative, with a score of 40.7. 

More interesting information can be found in the column „Mentions‟ in Table 2.3, 

which sums up the total amount of news stories connected to each country. Not surprisingly, 

China appears in global media most often among the countries under comparison. 

Corresponding to China‟s size, economic power and position in world affairs, China is one of 

the world‟s most talked about countries, with only the United States, United Kingdom and 

India receiving more mentions than China in 2009. As expected, the attention given to Taiwan 

is considerably lower, though it is comparable to other medium-sized, non-English speaking 

countries of Europe, Middle East and Asia (Sweden, Belgium, Turkey or Vietnam).  

A closer look at the table (updated data is published quarterly at the address 

http://www.eastwestcoms.com/) reveals that the metric is very easily influenced by events of 

large, global importance. The tendency for fragmentation in media coverage, as pointed out 

by some critical views in the literature (Bennett, 1988), shows that only selected, fashionable, 

currently hot issues are reported, often without providing context, and are soon again 

abandoned. Chronic problems, like famine, diseases or human right violations are reported 

only when they grow to a critical level. The trend for spotty news coverage is best observed 

on countries caught up in news of global importance. In the entire year of 2009, Haiti was 
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mentioned about 3400 times in the observed media. However, it received over 50000 

mentions in the first quarter of 2010 alone, following the devastating earthquake on January 

12
th

, 2010. Similarly, the worst score of any nation in any quarter (and the only recorded 

negative score) belongs to Mexico in Q2/2009, due to the first outbreak of the H1N1 flu. 

Table 2.3: EWBI Index Media Coverage of Selected Countries         

    Taiwan     Japan     China   

period rank score mentions rank score mentions rank score mentions 

Q1 2010 131 49,4 12014 20 59,9 79098 139 48,5 185552 

2009 24 57,1 42445 16 60,4 245412 26 56,9 570410 

Q4 2009 30 55,9 7845 8 71,6 47969 5 72,8 122762 

Q3 2009 130 49,3 13024 13 65 61940 172 42,5 159766 

Q2 2009 7 66,5 10945 40 54 64423 17 58,1 145634 

Q1 2009 28 56,6 10631 94 52 71080 39 54,2 142248 

2008 9 62,5 43205 90 51,6 200131 32 56,6 616935 

Q4 2008 113 51,6 12934 173 40,7 68021 43 55,2 142395 

Q3 2008 14 60,8 13757 56 53,7 61237 7 66,9 208058 

Q2 2008 4 75,2 16514 25 60,4 70873 138 47,8 266482 

Average   59,3     56,5     55,8   

Retrieved from: http://www.eastwestcoms.com on [2010-05-22]       
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3. Research Model 

 
Figure 3.1: Research Model 

 

3.1. Research Hypotheses 

This section will provide a brief summary of the key conclusions of the literature review 

that are relevant to this research, and research hypotheses derived from the literature review.   

An overwhelming majority of previous studies on COO and product perception place 

Japanese products, as perceived by consumers across different countries, at or near the top of 

the ranking. The exceptions, in which Japanese products are ranked poorly, usually come 

from countries like China and Korea, and they are likely rooted in historic or political 

animosity, rather than actual, objective product evaluations. As there is no such wide-spread 

animosity towards Japan in the Czech Republic, I propose that Japan‟s products (both general 
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products as well as laptops) should be evaluated as the best from the three countries under 

study in this research. China, on the other hand, has been receiving a fair amount of negative 

press on faulty and often even hazardous products. The Made-in-China product label carries 

the stereotypical association with poor product quality. For these reasons, I expect Chinese 

products to receive the lowest rating of the three countries under comparison. As for Taiwan, 

the prediction is rather unclear. The negative image of the Made-in-Taiwan brand from the 

past may play a role, even though nowadays the stereotype is not as widespread as it once was. 

Czech consumers today are most likely quite unfamiliar with Taiwanese products and do not 

have a clear positive or negative image of Taiwan in their minds. Therefore, I expect the 

appraisal of Taiwanese products to be mostly neutral, somewhere between Japan and China. 

H1: Japanese products are rated as the best of the country products in this study, while 

Chinese products receive the worst ranking. Taiwanese products are in between them in terms 

of product perception. 

General images of countries are not scrutinized in research nearly as much as 

perceptions of country products, and the amount of background research is consequently 

much smaller. However, I expect a similar trend here as in the case of perception of country 

products. China receives a fair amount of negative media attention in the Czech Republic not 

only for its products, but also for other reasons (Tibet annexation, censorship, lack of political 

and social freedom etc.). Because most Czech people probably do not have much personal 

experience with China, their view of the country is likely to be shaped by this, generally 

negative, media image. Japan‟s reputation in the Czech Republic is that of a distant, rather 

obscure and throughout different country, which is however highly developed, high-tech and 

with extremely hard-working inhabitants. This stereotypical image is likely to create a 

generally positive evaluation, especially as there is no large-scale animosity or lingering 

negative images of Japan in the Czech Republic. Taiwan is largely unknown for most Czech 
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people, who have very little information about the realities of the country. News regarding 

Taiwan is also very sparse in the mainstream Czech media (news appearing in recent 1-2 

years focused on the aftermath of typhoon Morakot, Chen Shui-bian‟s arrest, Kaohsiung 

World games 2009, United States‟ sale of arms to Taiwan). Since most Czech people 

probably do not have enough knowledge about Taiwan to develop positive or negative 

opinion of it, I expect the perceived image of Taiwan to be on average neutral.  

H2: Japan‟s country image is evaluated as the best, followed by Taiwan, and China with the 

worst ranked country image.  

Previous studies indicate that countries that are relatively unknown to the public tend 

to receive more neutral and negative attributions than large, internationally visible countries, 

and it is difficult for them to build a strong, positive country image (Chattalas, 2008; Anholt, 

2009). This may present a problem especially in the image-building efforts of Taiwan, which 

is as a country relatively unknown to people abroad. Paswan & Sharma (2004) suggest that 

the accuracy of country knowledge is positively related to country image. Inaccurate or 

missing country knowledge leads to a confusing and somewhat negative image about the 

country. Theory of mere exposure provides an explanation for this finding, stating that people 

develop a preference for things they are familiar with (Zajonc, 1968). Therefore, I propose 

that subjective and objective familiarity with a country is positively related to favorability of 

country image perception. 

H3: Higher familiarity (knowledge) with a country will lead to a better perception of the 

country image.  

Existing literature agrees that in most instances, there is a positive link between the 

image of a country and perception of country products (Lee & Ganesh, 1999; Gurhan-Canli & 

Maheswaran, 2000). Products made in (or strongly associated with) countries with a positive 

image also tend to receive positive appraisals from consumers. In general, it appears that the 
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impact of country image is largest in relation to the perception of product quality (Pappu et al., 

2006). While the country regarded by consumers as the pinnacle of product quality varies 

region by region (Gurhan-Canli & Maheswaran, 2000), it is estimated that the positive link 

between perception of a country and perception of country products will be valid regardless of 

the country under research. Therefore, in this study I expect a significant positive association 

between country image and product perception for Taiwan, Japan and China, for both general 

country products as well as for a specific product category (laptop computers). 

H4a: Better image of a country in the eyes of Czech consumers will lead to a better 

perception of country products in general. 

H4b: Better image of a country in the eyes of Czech consumers will lead to a better 

perception of country products in a specific product category (laptop computers).  

 Existing research suggests that the relationship between country image and perception 

of products made in the country can be further influenced by a number of other variables. 

Consumers‟ experience with using products made in the country is one such variable. The 

study of Ahmed & d‟Astous (2008), which assessed the perception of a number of countries 

as a country of origin by Canadian and Moroccan consumers pointed out that Chinese 

products were rated much more favorably than products originating from Singapore, in spite 

of the fact that Singapore is an industrialized country at a much higher level of economic 

development than China. This finding, which stands in a contrast with many of the theoretical 

assumptions of the COO research, may perhaps be explained by the fact that consumers are 

not very familiar with Singaporean products, whereas they do come across Chinese products 

very frequently. Past experience with country products appears to be an important predictor of 

consumer behavior, as consumers show preference for products they are familiar with, and 

reluctance to consider unknown products, including products originating from relatively 

unknown countries (Johansson et al., 1994). According to some studies, consumers also only 
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pay attention to the COO information if they are already familiar with products from the same 

country (Josiassen et al., 2008). To sum up, consumers‟ usage experience of country products 

can be expected to play a substantial role in the country image – country product evaluation 

relationship.  

H5: After controlling the other variables in the model, Czech consumers‟ user experience of 

products from Taiwan, China and Japan is a significant predictor in the relationship between 

the country image and the consumers‟ evaluation of products made in the country.  

It is widely established in COO literature that the influence of COO image information 

on product evaluation varies depending on the product category. In other words, the 

perception of country-products in a specific product category can differ from general product 

perception, and it may also be influenced by other relevant variables. One product-related 

variable that is consistently raised in relation to a product category is the consumers‟ expertise 

and knowledge of the product category (Lee & Lee, 2009). The rationale behind this attention 

is that consumers who know more about a product category are able to make more accurate 

product evaluations as well as more informed purchase decisions. Therefore, highly 

knowledgeable consumers treat the COO information differently than consumers with less 

product category knowledge. Despite this long-running interest of the research community in 

product category knowledge, its role in relation to COO remains unresolved (Josiassen & 

Harzing, 2008). On the one hand, some studies claim that the influence of the COO cue on 

product evaluation is stronger when consumers are unfamiliar with the product category (Han, 

1989; Usunier, 2006; Josiassen et al., 2008). The reasoning behind this approach is that with 

unfamiliar products, consumers may rely more strongly on extrinsic cues (such as COO) for 

product evaluation, due to their inability to infer product characteristics (quality) from 

intrinsic cues (Maheswaran, 1994; Phau & Suntornnond, 2006). On the other hand, other 

studies propose that higher product familiarity in fact leads to a higher use of the COO cue for 
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product evaluation (Johansson, 1989). Because the literature provides such ambiguous and 

inconclusive information, I deem it appropriate to establish in this study whether the product 

category knowledge is a significant predictor in the country image – country-product 

perception relationship. 

H6: After controlling the other variables in the model, the consumer‟s product category 

expertise is a significant predictor in the relationship between the COO image and the 

consumers‟ evaluation of laptop computers produced in corresponding countries. 

Another product category-related variable that has been of high interest to COO 

researchers is product involvement, which refers to “the general level of interest in the object 

or the centrality of the object to the person‟s ego structure” (Day, 1970, p. 10). High-

involvement products are thus ones where the buyer is prepared to spend considerable time 

and effort on product research and information seeking prior to selection and purchase of the 

product. Literature suggests that for high-involvement products and product categories, 

consumers will not only use cues such as price and design when evaluating a given product, 

but will draw on additional information including COO image (Ahmed & d‟Astous, 2004; 

Josiassen et al., 2008). On the other hand, consumers tend to pay little attention to COO and 

other cues with low-involvement products, where the purchase decision is of small 

importance and small financial risk (Ahmed et al., 2004). Ahmed et al. (2002) also suggest 

that for technologically complex products, higher level of consumer involvement leads to 

more favorable evaluation of country products. Therefore, for product category „Laptop 

computers‟ included in this study, consumer involvement should serve as a significant 

predictor in the product evaluation. 

H7: After controlling the other variables in the model, the consumer‟s product involvement is 

a significant predictor in the relationship between the COO image and the consumers‟ 

evaluation of laptop computers produced in corresponding countries.  
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3.2. Variables Not Included in the Research 

As outlined in the literature review section, some of the variables which have been 

recognized to play a role in consumers‟ product and country evaluations are not included in 

this research, as they are outside of the scope of this study. While the country and product 

perceptions are affected by the country where the study is conducted, due to different cultural 

dimensions and attitudes of the evaluating respondents (Ahmed & d'Astous, 2008; Fong & 

Burton, 2008), this fact does not play a role in this study, which will be conducted among 

Czech respondents only. Similarly, the effects of geographical and cultural proximity between 

the evaluating and evaluated countries, and the fact that the evaluation of a country image can 

be influenced by direct contact between the two countries by creating more objective 

evaluations of the country (Balabanis et al., 2002) are most likely irrelevant. All countries 

under evaluation (China, Japan, Taiwan) are very distant from the Czech Republic 

geographically, and share no strong historical or cultural links with it. Therefore, none of the 

countries under study is expected to have an advantage or disadvantage based on geographical 

or cultural links with the Czech Republic. 

Virtually any study of a country image in relation to product perceptions must recognize 

the importance of the product‟s brand. Like country of origin, product brand is an extrinsic 

variable which consumers use to assess the product features (Pappu, 2007). Situations where 

both brand equity and country equity are present create a challenge for researchers, who need 

to account for both variables in the assessment of consumer product evaluation (Thakor & 

Lavack, 2003). Studies which intend to examine solely the effect of country image (isolated 

from the effect of a recognized brand name) have to opt for some degree of abstraction. The 

method to do so is either to create a false brand name for the evaluated product, which should 

then be neutral in the evaluation as the consumer has no positive or negative experience of the 

brand (often used in experimental research), or to leave out the product brand altogether. In 
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the case of this research, respondents are asked to evaluate products based solely on the 

country of origin and product category cues. Other product cues and features, which are likely 

to influence product evaluation and purchase intention in a real-life situation (price, design, 

attributes, warranty and brand) are left out. This issue is further discussed in the debate of 

single-cue and multi-cue studies. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

52 

 

4. Research Design 

4.1. Measurement of Research Variables 

The main objective of this study is to elucidate the effect of country image and familiarity 

with a country (Taiwan, Japan, China) on perception of products originating from the 

countries of study. Other predictor variables, such as consumer‟s involvement with the 

product category, consumer‟s expertise in product category, consumer‟s experience with 

country products, as well as the demographic variables, are also included in the multiple 

regression analysis as covariates. Products are evaluated on the general level, as well as on 

product category specific level (laptop computers).  

  A structured, self-administered questionnaire is used for data collection. Virtually all 

of the questionnaire items are validated measures that have been adapted from previous 

research. The country / people image and product (general and specific) perception measures 

were first developed by Parameswaran and Yaprak (1987), and further modified and validated 

by the original authors (Parameswaran and Pisharodi, 1994) as well as other authors (Lee & 

Ganesh, 1999; Knight et al., 2003; Pereira et al., 2005). The external consistency of the test 

(applicability of the test across countries) has been confirmed by the multiple studies and 

settings where it was employed. Subjective familiarity with a country is based on an approach 

used by several past studies (Ahmed & d‟Astous, 2008; Josiassen, 2007; Paswan & Sharma, 

2004). The subjective familiarity with a product measure originates in a study by Flynn & 

Goldsmith (1999). The objective test of consumer experience with country products is taken 

from Heslop and Papadopoulos (1993). For the test of objective familiarity with a country, the 

approach of Hayo (1999) and Paswan & Sharma (2004) was modified to match the needs of 

the present study. The product category-specific involvement was adopted from a study by 

Ahmed & d‟Astous (2008).  
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For the purposes of this study, country of product origin is operationalized through the 

„Made in‟ or „Manufactured in‟ label, in other words as the final points of manufacture of the 

product, which remains the most common conceptualization of the concept in COO literature 

(Al-Sulaiti & Baker, 1998). Country image uses the definition of Verlegh & Steenkamp (1999), 

as “mental representations of a country's people, products, culture and national symbols”, 

assessing respondents‟ perception of the country and its people. Country familiarity refers to 

how familiar a consumer is with a particular country. It is measured both as self-reported 

subjective familiarity, as well as objective knowledge of the country. Experience with country 

products is measured by consumer behavioral considerations, assessed by product purchases 

and usage experience. Expertise in a product category is operationalized as a subjective 

variable, self-evaluated by the respondents. Product involvement is measured by consumer 

attitudes to a purchase of the product, such as difficulty of purchase, importance of purchase 

and product information search. Product evaluation includes measurement of general attitudes 

towards products made in a country, as well as a measurement of attitudes towards a specific 

product category made in the country.  

The questionnaire was assembled in consultation with related literature on 

questionnaire design (Hague, 1993; Bailey, 1994; Alreck and Settle, 1995). The majority of 

the survey measures employ a standard Likert scale with 5, 7 and 9 points scales present in 

the original studies. In order to make the questionnaire user-friendly and easy to follow, all 

measures using a Likert scale were transformed into 5-point scale answers. A 5-point ordinal 

scale was used for questions eliciting frequency (1 = never, 5 = very often) and amount (1 = 

none, 5 = very much).  

The first version of the questionnaire was created in English, as all the measures used for 

its construction come from literature written in the English language. The questionnaire was 

then submitted for peer review and modified accordingly. It was then translated into Czech 
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language, as the research is conducted exclusively among Czech respondents. A pilot study 

was then conducted with the Czech version of the questionnaire for length, clarity, logical 

order of questions etc., followed by a final modification, which produced the finalized version 

of the survey questionnaire. See appendix I and II for the survey questionnaire (in English and 

in Czech).    

4.2. Data Collection 

The data was collected from Czech respondents through a web-based survey platform 

http://www.vyplnto.cz/ between May 12
th

 and May 31
st
, 2010. The study employed a 

convenience (non-probability) sample, as obtaining a probability sample was beyond the 

resources available to this study. The use of convenience sample in this case appears to be 

acceptable, as “when the country-of-origin effect is inferred from estimated relationships 

between variables, the use of convenience samples is not a very serious drawback” 

(Johansson, 1993, p.79). Most respondents were unsolicited visitors to the survey platform, as 

well as respondents recruited from internet message boards, discussion forums and social 

networking sites (Facebook). Precautions were taken to exclude people with unusually high 

knowledge of Taiwan in my environment (e.g. other Czech students in Taiwan) from the 

sample. All responses were voluntary and no incentive for filling out the questionnaire was 

offered. The uniqueness of respondents was ensured by only permitting one questionnaire 

submission per one IP address. Responses were measured using mostly a five-point Likert 

scale ranging from 1 - strongly disagree to 5 – strongly agree and 5 points ordinal scale 

questions for measuring frequency (e.g. frequency of product use) and amount (e.g. amount of 

information received from a particular source).  
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4.3. Measurement Reliability Test 

As was pointed out previously, virtually all measurement items in this study are validated 

items adapted from previous research, and show internal consistency reliability (Cronbach‟s α) 

as well as internal and external validity. Nevertheless, following the collection of all data, a 

measurement reliability test was executed to ensure the reliability of multiple-item scales. 

Table 4.1 lists the items which were combined into the finalized multi-item scales as well as 

their factor loadings and Cronbach‟s α values. Cronbach‟s α of the majority of measurement 

scales are above 0.7, showing acceptable to good reliability (Leech, Barrett, Morgan; 2005). 

Alpha values between 0.6 and 0.7 are still considered acceptable, but the α value for Japan‟s 

specific product perception (0.485) is already quite low. Based on the reliability test, the 

measurement scale was modified for the „General Product Perception‟ variable, where the 

exclusion of one item from the scale caused a considerable improvement (at least .2) in 

Cronbach‟s α for all three countries. The questionnaire item excluded from the scale was: 

“Products made in [country] are unreasonably expensive.” The product perception 

measurement scale was thus reduced from a four-item to three-item scale. Item-factor 

loadings are estimates of the validity of observed variables, and they show whether the 

measured items represent their underlying constructs (Hsieh et al., 2004). According to Kline 

(1994), factor loadings can be regarded as high when they are greater than 0.6 and as 

moderately high when they are above 0.3. All items in used scales meet this condition. 
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Table 4.1: Factor Loadings and Reliabilities of Measurement Scales       

Measurement Items Taiwan Japan China 

  

Factor 

Loadings 

Cronbach's 

α 

Factor 

Loadings 

Cronbach's  

α 

Factor 

Loadings 

Cronbach's  

α 

Country Image   

.871 

  

.660 

  

.650 

Economically developed country .734 .522 .589 

Hardworking people .713 .587 .454 

Friendly towards Czech Rep. .881 .553 .527 

Well educated people .831 .831 .802 

People have high technical skills .896 .781 .846 

General Product Perception   

.769 

  

.757 

  

.749 
Country produces highly technical goods. .875 .845 .873 

Country products are immitations. .864 .822 .808 

Country products need frequent repairs. .740 .799 .776 

Specific Product Perception   

.699 

  

.485 

  

.713 
Laptops made in country are good value for money .877 .813 .885 

Laptops made in country are quality products due 

to their technical content. .877 .813 .885 

User Experience   

.763 

  

.842 

  

.794 I use products made in country. .900 .929 .911 

I buy products from country. .900 .929 .911 
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5. Data Analysis 

Of the 252 respondents, 146 (57.9%) were female, 106 (42.1%) were male. The 

average age in the respondent group was 24.2 years. All education levels (from elementary 

school to PhD as highest level of education achieved) and income groups were represented in 

the sample.  Tables 5.1 to 5.4 provide the exact numbers of the respondents‟ demographic 

data. 

Table 5.1: Gender of Survey Respondents 

  Frequency Percent Cumulative Percent 

Female 146 57.9 57.9 

Male 106 42.1 100.0 

Total 252 100.0   

 

Table 5.2: Age of Survey Respondents 

  Frequency Percent Cumulative Percent 

Under 16 2 .8 .8 

16-25 190 75.4 76.2 

26-35 49 19.4 95.6 

36-45 4 1.6 97.2 

46-55 6 2.4 99.6 

56-65 0 .0 99.6 

Over 65 1 .4 100.0 

Total 252 100.0   
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Table 5.3: Highest Completed Education 

  Frequency Percent Cumulative Percent 

Elementary 17 6.7 6.7 

High school 110 43.7 61.5 

Bachelors 78 31.0 81.3 

Masters 45 17.9 99.2 

PhD or higher 2 .8 100.0 

Total 252 100.0 
 

 

Table 5.4: Average Monthly Income in Czech Crowns 

  Frequency Percent Cumulative Percent 

No income 18 7.1 7.1 

< 5000 106 42.1 49.2 

5000 - 14999 53 21.0 70.2 

15000 - 24999 35 13.9 84.1 

25000 - 34999 23 9.1 93.3 

35000 - 44999 8 3.2 96.4 

> 45000 9 3.6 100.0 

Total 252 100.0 
 

 

5.1. Data Analysis Procedure 

Data analysis within this study was conducted using SPSS 15 software. The 

demographic data was explored with descriptive analysis, as were the mean values of country 

image and product perceptions. Significance in differences of country image and product 

perception (H1, H2) was tested using one-way ANOVA tests. Regression analysis was used to 
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test the relationship between country knowledge and country image perception (H3). The 

main directional hypotheses (H4, H5, H6, H7) of this research, which studied the impact of 

country image on country-product perception, were tested through hierarchical multiple 

regression. Correlation analysis, T-tests and ANOVA tests were also used for further 

exploration and analysis of the data. 

5.2. Hypothesis Testing 

5.2.1. Hypothesis 1 

Perception of general country products was measured using a three-item index, with all 

items within the measure using a 5-point Likert scale. Table 5.5 shows the results of a one-

way ANOVA test of the evaluation of products made in Japan, China and Taiwan.  

Table 5.5: Consumers‘ Product Perception of Three Countries (N = 252) 

  Mean SD 

Taiwanese products 3.28 0.74 

Japanese products 4.36 0.59 

Chinese products 2.18 0.79 

F (2, 753) = 597.38, p <.001      

 

The results show that respondents of the survey evaluated Japanese products as the best 

(M=4.36), indicating a clearly very positive product evaluation. Taiwanese products are 

evaluated on average as second, M=3.28, pointing to a product appraisal slightly better than 

neutral. Chinese products are rated as the worst of country products under study, M=2.18, and 

are evaluated on average as negative. One-way ANOVA test evaluating the composite 

measures of country-product perception reveals that the differences between perceptions of 

country products are significant, F (2, 753) = 597.38, p < .001. Post-hoc analysis using the 
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Scheffé test reveals that mean differences are significant at the .001 level for each pair of 

country product perceptions.  

Perception of category-specific products (laptop computers) from Taiwan, China and 

Japan was measured separately, using a two-item scale. The results are summarized in Table 

5.6. Japanese laptops were rated as the best, M = 3.70, SD = 0.70. Taiwanese laptops received 

the second-best evaluation, M = 3.40, SD = 0.71. Chinese laptops were perceived on average 

as the worst of the group, M = 2.93, SD = 0.86. The differences in laptop perceptions were 

significant, F (2, 753) = 65.743, p < .001. All pair-wise differences are significant at the .001 

level according to a post-hoc Scheffé test.  

Table 5.6: Consumers‘ Perception of Laptops (N = 252) 

  Mean SD 

Taiwanese products 3.40 0.71 

Japanese products 3.70 0.70 

Chinese products 2.93 0.86 

F (2, 753) = 65.743, p <.001      

 

Hypothesis 1 is therefore accepted. Japanese products (both general and category specific) 

were perceived as better than products from Taiwan or China. On the other hand, the 

evaluation of Chinese products in general is on average clearly negative, confirming the view 

of Chinese products as seriously lacking in quality. Quite surprising may be the finding that 

while general Chinese products receive such negative appraisal, Chinese laptop computers 

(representing a technologically advanced product) received a neutral ranking. 

The results for category-specific product evaluations therefore confirm the general 

product perceptions (Japanese laptops receiving the best appraisals, Chinese laptops the 

worst), though the differences between the countries are much less pronounced here. Japanese 
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laptops were evaluated considerably worse than Japanese products in general (t = 6.241, p 

< .001), whereas Chinese laptops received substantially better appraisal than Chinese products 

in general (t = -5.035, p < .001). Taiwanese laptops were evaluated only slightly better than 

Taiwanese products in general, though the difference was still statistically significant (t = -

2.042, p < .05). Finally, as expected, all three pairs of general product – specific product 

perception show fairly high, positive levels of correlation (r [JP] = .420, r [CN] = .447, r [TW] 

= .504, p < .001).  

5.2.2. Hypothesis 2 

Country image perceptions were tested using a five-item index, with all items measured 

on a five-point Likert scale. The measurement items evaluated the country‟s development, 

friendliness, education and people‟s skills and capabilities. Table 5.7 presents the descriptive 

statistics of the country image evaluation. The assessment of all country images was on 

average positive. The results clearly indicate that Czech respondents‟ image of Japan is 

strongly favorable, M = 4.51. The overall image of Taiwan among the respondents is fairly 

positive, M = 3.63, which is considerably better than the neutral assessment which was 

somewhat expected for this mostly unfamiliar country. China‟s country image is also slightly 

positive, M = 3.14. One-way ANOVA test assessing the country-image composite 

measurements shows that the differences between the perception of country images are 

significant, F (2, 753) = 299.750, p < .001. Post-hoc analysis using the Scheffé test shows that 

mean differences are significant at the .001 level for each pair of country images. Hypothesis 

2 is therefore accepted, Japan‟s country image among the respondents was the best, followed 

by Taiwan, and China with the least favorable country image.  
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Table 5.7: Perceived Country Image (N = 252) 

  Mean SD 

Taiwan image 3.63 0.77 

Japan image 4.51 0.44 

China image 3.14 0.65 

F (2, 753) = 299.750, p < .001     

 

 

5.2.3. Hypothesis 3 

Hypothesis 3 proposed that increased subjective and objective knowledge of a country has 

a positive impact on the perceived country image. Tables 5.8 and 5.9 present the data 

regarding the survey respondents‟ subjective (self-perceived) and objective knowledge of 

Taiwan, Japan and China. The subjective knowledge figures indicate that respondents do not 

feel very knowledgeable about any of the three countries, with data for all three countries 

below 3.0 on average. As expected, subjective knowledge of Taiwan is particularly low, M = 

1.96. The respondents on average feel that they know very little about Taiwan. The scores of 

subjective knowledge of China and Japan are very close to each other, and considerably 

higher than Taiwan‟s score, though still on the negative side of the scale. 

The objective knowledge data was gathered through asking the survey respondents 

several factual questions about each country. The indicator is measured on a scale between 0 

and 1, where 0 means that none of the questions were answered correctly, and 1 indicates 

correct answers to all questions. There was a slight concern that some respondents might look 

up correct answers to the questions, instead of using only their knowledge to answer the 

questions, as filling out the questionnaire was self-administered and unsupervised. To prevent 

this from happening, respondents were urged for the sake of result accuracy to only answer 

questions they knew the answer to, and to choose the option „I don‟t know‟ otherwise. Also, 
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searching for the correct answers would be relatively time consuming and did not bear any 

added incentive. The low amount of correct answers (especially in questions regarding 

Taiwan) suggests that vast majority of respondents indeed answered truthfully.  

 The results presented in Table 5.9 show that the respondents‟ objective knowledge of 

Taiwan is very low, with only about 37% of questions answered correctly. Objective 

knowledge of China and Japan is considerably higher. Japan‟s data shows that on average, 

respondents answered over 80% of questions correctly, which points to a very good 

elementary familiarity of the respondents with Japan. The respondents answered on average 

67% of questions about China correctly, which can also be assessed as a fairly good 

knowledge. This data confirms the prediction that Taiwan is mostly unknown to Czech 

respondents, even in comparison with other countries of the East-Asia region.  

Table 5.8: Country Subjective Knowledge (N = 252) 

  Mean SD 

Taiwan subjective knowledge 1.96 1.04 

Japan subjective knowledge 2.74 1.31 

China subjective knowledge 2.67 1.22 

 

 

Table 5.9: Country Objective Knowledge (N = 252) 

  Mean SD 

Taiwan objective knowledge 0.37 0.32 

Japan objective knowledge 0.82 0.23 

China objective knowledge 0.67 0.24 
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Table 5.10 shows the summary of the linear regression tests, which were used to test 

hypothesis 3. The respondents‟ subjective and objective knowledge of each respective country 

were inserted as the independent variables, and the perceived image of the corresponding 

country was treated as the dependent variable. The results from the analysis indicate that both 

objective and subjective knowledge are in each instance significant predictors of country 

image. For Taiwan, the relationships are significant at the .001 level, for Japan at the .001 or 

0.01 level. In China‟s case, the relationships are significant at the .05 level. In the case of 

Japan and Taiwan, there is a positive relationship between each type of country knowledge 

and country image, i.e. perceived country image improves with increased (objective as well as 

subjective) knowledge of the country. A significant positive relationship also exists between 

subjective knowledge of China and the China country image. However, the test reveals that 

increased objective knowledge of China actually leads to more negative perception of China‟s 

image. Hypothesis 3 (which proposed a positive relationship between each type of knowledge 

and the corresponding country image) is therefore partially accepted, as it has been confirmed 

for five of the six pair (the exception being the aforementioned negative impact of objective 

knowledge of China on China‟s image).   

Table 5.10: Regression Analysis for Country Knowledge Predicting Country Image     

  Taiwan Image Japan Image China Image 

Variable B SE B β B SE B β B SE B β 

Subj. Knowledge .259 .042 .349*** .072 .020 .213** .097 .034 .181** 

Obj. Knowledge .761 .138 .315*** .440 .114 .234*** -.425 .168 -.159* 

R2 .307 .118 .048 

F for change in R2 55.046 16.578 6.279 

*p  <  .05.  **p  <  .01. ***pp  <  .001.               
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 The influence of both subjective knowledge of Taiwan (β = .349, p < .001) and 

objective knowledge of Taiwan (β =.315, p < .001) on the perception of Taiwan country 

image is rather substantial. Therefore, we can conclude that the respondents who believed that 

they had better knowledge of Taiwan (as well as the respondents who objectively had better 

knowledge of Taiwan) perceived Taiwan‟s country image much more positively than the 

respondents who were less knowledgeable. This phenomenon might be very noteworthy for 

Taiwan country image building. It could suggest that the objective realities of Taiwan create a 

positive country image, but most people abroad are simply not aware of them. Therefore, 

Taiwan‟s international image could be best improved by raising the international communities‟ 

knowledge of Taiwan.  

 As for Japan, both objective knowledge (β = .234, p < .001) and subjective knowledge 

(β = .213, p < .01) are again significant predictors of the perception of Japan‟s country image. 

This finding is in line with Taiwan‟s data, where perception of country image improves with 

better country knowledge. The correlation may be weaker here perhaps because the perceived 

country image of Japan of all respondents was positive (the minimum score for Japan country 

image was 3.20), with a low standard deviation. Taiwan‟s perceived country image varied a 

lot more within the sample.  

 China‟s case is somewhat unusual, in that the country image improves with increasing 

subjective knowledge of China (β = .181, p < .01), but it becomes worse with higher objective 

knowledge of China (r = -.127, p < .05). The explanation for this finding is unclear. Although 

a drop in evaluation of country image with increased country knowledge is certainly feasible, 

the fact that the perceived image improves with an increase in one type of knowledge but 

worsens with other type appears very unusual. 

The β value is slightly higher with subjective knowledge of a country for Taiwan and 

China, but objective knowledge was the better predictor for Japan. However, for each country, 
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the differences are very small. As expected, the relationship between subjective and objective 

knowledge of a country is significant at the .01 level in each corresponding pair, though the 

Pearson correlation coefficient appears somewhat low especially for Japan‟s and China‟s data 

(r = .175 and .173, respectively, p < .01). This shows that some of the respondents who 

believed they had good knowledge of a country did not in fact often have a very deep 

objective knowledge. In Taiwan‟s case, people were able to assess their knowledge fairly well, 

with r = .387, p < .001.  

5.2.4. Hypothesis 4a & 5 

Hypothesis 4a tests the relationship between country image and general perception of 

country products. Hypothesis 5 examines whether user experience with country products is a 

significant predictor in this relationship. The test used to explore both of these hypotheses is 

hierarchical multiple regression. The dependent variable is perception of country products, 

and the main independent variable is (perceived) country image. Other possible predictors 

(covariates) entering the relationship are user experience with country products and 

demographic variables (gender, age, income, education). The hierarchical regression test is 

run once for each country with the corresponding data. Literature suggests several options for 

the order of entry of variables (Gliner and Morgan, 2000, Ch.19). In this case, the variables 

were inserted in the model in three steps, in a decreasing order of presumed importance, i.e. 

country image as presumably most important predictor in the first block, followed by user 

experience in the second block and demographic variables in the last one (Ho, 2006, Ch.14). 

Because some literature advises for inserting variables in a reverse order (least important 

variables in first block and most important ones in last block), the test was also performed to 

check for differences in results. However, the outcome was nearly identical with the original 

test. A test of multicollinearity was included in each regression test in the study, and 

multicollinearity was not found in any instance.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

67 

 

Results of the statistical tests are presented in tables 5.11, 5.12 and 5.13. Taiwan‟s data in 

Table 5.11 shows that Taiwan country image (TWimage5 variable) is the only significant 

predictor of perception of Taiwan‟s products. Neither user experience with Taiwanese 

products nor any of the demographic variables are significant predictors in the final model. In 

the case of Japan, country image is again the most significant predictor. As shown in Table 

5.12, user experience with Japanese products is also significant at the .05 level. Unlike the 

other tests, demographic variables – namely age and gender – also came out as variables 

significant at the .05 level in Japan‟s case. China‟s data (summarized in Table 5.13), reveals 

that country image is the most important predictor, significant at the .001 level. User 

experience with Chinese products is also significant at the .05 level (p = .038).  

Hypothesis 4a is therefore accepted. Country image is the most important predictor of 

perception of country products in each instance. Hypothesis 5 is partially accepted. User 

experience with country products is a significant predictor in two of the three regressions 

(Japan and China), but completely irrelevant in Taiwan‟s data.   
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Table 5.11: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Taiwanese 

Products (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

TW image 5 0.523 0.051 .547*** 0.520 0.051 .544*** 0.502 0.054 .525*** 

TW user experience       0.011 0.033 .017 0.006 0.034 .010 

Gender             0.113 0.083 .076 

Age             -0.007 0.006 -.070 

Education             0.037 0.043 .053 

Income             0.000 0.000 -.008 

R2 .299 .299 .310 

F for change in R2 106.660 .104 .933 

*p  <  .05.  **p  <  .01. ***pp  <  .001.               

 

Table 5.12: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Japanese 

Products (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

JP image 5 0.609 0.075 .459*** 0.549 0.077 .414*** 0.551 0.076 .415*** 

JP user experience       0.089 0.032 .158** 0.081 0.032 .144* 

Gender             0.159 0.065 .135* 

Age             0.010 0.005 .123* 

Education             -0.047 0.034 -.086 

Income             0.000 0.000 -.125 

R2 .211 .234 .276 

F for change in R2 66.689 7.500 3.537 

* p  <  .05.  **p  <  .01. ***pp  <  .001.               



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

69 

 

 

Table 5.13: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Chinese 

Products (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

CN image 5 0.454 0.071 .377*** 0.425 0.071 .353*** 0.429 0.073 .356*** 

CN user experience       0.097 0.045 .126* 0.096 0.046 .126* 

Gender             0.069 0.094 .044 

Age             -0.004 0.007 -.034 

Education             -0.044 0.049 -.060 

Income             0.000 0.000 .028 

R2 .142 .151 .164 

F for change in R2 41.335 4.559 0.474 

*p  <  .05.  **p  <  .01. ***p  <  .001.               

 

As for user experience with country products, this variable is mostly supplementary and it 

was included in this research based on literature review, where it was consistently mentioned 

as an important variable. Descriptive statistics show that respondents in the study have most 

(self-assessed) user / buyer experience with products originating from China, M = 3.82, SD = 

1.02, indicating that respondents buy and use Chinese products often. User experience with 

Japanese products (M =2.79, SD = 1.04) and Taiwanese products (M = 2.64, SD = 1.20) is 

much lower. For some consumers, this assessment might be strongly subjective, as many 

consumers do not consciously search for the product origin information (Balabanis & 

Diamantopoulos, 2008). In line with the user experience data presented here, many Czech 

consumers believe that „everything is made in China nowadays‟, and that there is often no 
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choice but to use Chinese products. On the other hand, almost one third of respondents in this 

survey answered „I don‟t know‟ to questions inquiring about the frequency of use and 

purchase of Taiwanese products, implying that they are not aware of the origin of products 

they buy and use.  

As pointed out in the literature review section, early studies on the topic of COO used 

economic development of the country as the main independent variable, and investigated its 

effect on the perception of country products. This thesis followed an example of more recent 

studies and included economic development in a multiple-item Country image measurement 

scale. A simple linear regression test of the relationship between country development and 

product perception was ran with each country‟s data, to assess country development as a 

predictor, compared to the multiple-item country image variable. For Taiwan, R
2
 = .231, F = 

75.059, p < .001. For Japan, R
2 

= .005, F = 1.205, p = .273.  For China, R
2 
= .104, F = 28.864, 

p < .001. Therefore, for product perception, country image is a better predictor than 

(perceived) economic development of a country in every instance. This finding justifies the 

use of a multiple-item country image scale. Quite surprising is the finding that in Japan‟s case, 

product perception is not predicted by economic development of the country on any level of 

significance.  

5.2.5. Hypothesis 4b, 6 and 7 

A hierarchical multiple regression test was used again to test the relationship between 

perceived country image and a perception of a specific product category (laptop computers) 

made in the country. Based on the literature review, variables which may influence this 

relationship and which were therefore included in the test were product category expertise, 

product category involvement and, like in the case of general product evaluations, user 

experience with country products and demographic variables.  
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Summaries of the hierarchical regression analysis can be found in Tables 5.14, 5.15 

and 5.16. For Taiwan, country image is the most significant predictor, p < .001. Product 

category expertise was also a significant predictor at the .05 level. A test with Japan‟s data 

reveals that country image was the most important variable, significant at the .001 level. Other 

predictors found to be significant in this relationship at the p < .05 level were user experience 

with Japanese products, product category involvement, and the respondent‟s gender.  

The test of the data relevant to China reveals that country image was the only 

significant predictor, at the p < .01 level. No other variables played a role at any of the usual 

levels of confidence.  

Hypothesis 4b is therefore accepted. Country image was the most important predictor 

in every test of evaluation of specific product categories, significant at the .001 or .01 level. 

Hypothesis 6 is partially supported. Product category expertise was a significant predictor for 

the evaluation Taiwan‟s laptops, but not significant on any usual level of confidence for 

laptops produced in Japan or China. Hypothesis 7 is partially supported. Product category 

involvement was a significant predictor of laptop quality perception in the case of Japan, but 

not significant for Taiwan or China. Hypothesis 5 (summarized in chapter 5.2.4.) is also 

partially supported. User experience with country products was a significant predictor for the 

evaluation of Japanese laptops only.   

Although the literature review does not provide any universally valid agreement on the 

effect of demographic variables on country-product perceptions, many studies show that 

perception of products from foreign countries can indeed vary across different population 

groups. In general, literature suggests that younger, better educated and more affluent 

consumers evaluate foreign products more positively. Some studies also propose that men 

tend to view foreign products more favorably than females. As for this study, it is noteworthy 

that in both regression tests regarding the perception of Japanese products (general and 
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category specific), some demographic variables (though different ones in every test) came out 

as significant. None of the demographics were significant in any of the tests examining 

Chinese and Taiwanese products. In the test of general perception of Japanese products, age 

and gender were significant at the .05 level. The relationship with age was positive, i.e. older 

respondents tend to have a better perception of Japanese products than younger ones. This 

might suggest that the perception of Japanese products was exceptionally positive in the 

Czech Republic in the past, but it is not as pronounced with younger consumers. However, the 

finding is in opposition with the effect of age proposed by previous studies. The relationship 

between general perception of Japanese products and gender was positive. Because females 

were coded as 0 and males as 1, the positive value of β indicates that male respondents 

evaluated Japanese products on average as better than female respondents.  

In the evaluation of Japanese laptops, the consumers‟ gender also came out as a 

significant variable. However, the value of β was negative in this case, indicating that females 

evaluated Japanese laptops more positively than males did. This finding appears fairly odd, 

considering that males were found to evaluate Japanese products in general more favorably 

than females.  
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Table 5.14: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Taiwanese 

Laptops (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

TWimage5 0.438 0.051 .477*** 0.416 0.051 .453*** 0.412 0.053 .448*** 

TWuserexperience       0.046 0.034 .077 0.049 0.034 .083 

involvement       0.034 0.054 .035 0.033 0.055 .035 

Product expertise       0.075 0.03 .147* 0.086 0.036 .167* 

Gender             -0.061 0.097 -.042 

Age             0.000 0.006 .000 

Education             0.017 0.043 .025 

Income             0.000 0.000 .041 

R
2 .228 .263 .267 

F for change in R
2 73.651 3.936 .351 

*p  <  .05.  **p  <  .01. ***pp  <  .001. 

               

Table 5.15: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Japanese 

Laptops (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

JPimage5 0.448 0.097 .281*** 0.352 0.099 .221*** 0.397 0.100 .248*** 

JPuserexperience       0.124 0.043 .183** 0.103 0.043 .152* 

Involvement       0.149 0.058 .156** 0.136 0.058 .142* 

Product expertise       -0.018 0.032 -.035 0.023 0.039 .046 

Gender             -0.211 0.103 -.148* 

Age             0.004 0.007 .042 

Education             -0.088 0.045 -.133 

Income             0.000 0.000 .052 

R
2 .079 .131 .159 

F for change in R
2 21.383 4.967 2.029 

*p  <  .05.  **p  <  .01. ***pp  <  .001.               
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Table 5.16: Summary of Hierarchical Regression Analysis for Variables Predicting Perception of Chinese 

Laptops (N = 252) 

  Model 1 Model 2 Model 3 

Variable B SE B β B SE B β B SE B β 

CNimage5 0.234 0.082 .178** 0.227 0.084 .172** 0.242 0.085 .183** 

CNuserexperience       0.072 0.053 .086 0.072 0.054 .086 

Involvement       -0.020 0.074 -.017 -0.013 0.074 -.012 

Product expertise       0.062 0.04 .100 0.034 0.049 .054 

Gender             0.171 0.132 .099 

Age             0.001 0.009 .009 

Education             0.056 0.057 .070 

Income             0.000 0.000 -.031 

R
2 .032 .050 .061 

F for change in R
2 8.169 1.593 .715 

*p  <  .05.  **p  <  .01. ***pp  <  .001.               

 

5.3. Sources of Country Information 

Because the literature review provides only a limited insight about information sources 

that people (Czech people in particular) use to gather information about East Asian countries, 

an exploratory research on the topic was conducted as a part of the thesis survey. The aim was 

to determine how much information about Taiwan, China and Japan the Czech respondents 

receive from each of the following sources: Personal experience with the country (travel in 

the country, meeting people from the foreign country), traditional media, new media and 

second-hand information (word of mouth, from friends, colleagues, peers etc.). Furthermore, 

respondents were asked to indicate the overall favorability of information they had received 

about each of the countries.  

Respondents in the survey were asked to self-assess the amount of information about 

each country under study that they receive from each of the information sources. They 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

75 

 

disclosed this information on the scale from 1 (no information received from that particular 

source) to 5 (a lot of information received from that particular source). The results 

summarized in Table 5.17 reveal that for each of the three countries included in the research, 

people get most of their information from traditional media, closely followed by new media. 

Second-hand information and finally personal experience with the country are next in order. 

Quite remarkably, the order of information sources is exactly the same for each country in 

research.  

The aggregated data in this section confirm that the information Czech respondents 

receive about Taiwan (from any information source) is on average very limited, with the 

amount of information coming from personal experience being especially low. Like in the 

case of subjective and objective country knowledge, all four information sources are 

significantly correlated with Taiwan‟s perceived country image, with Pearson correlation 

coefficient ranging from .339 to .427. This information confirms the finding that perceived 

Taiwan image improves with more knowledge and information about the country (regardless 

of the information source).  

As for Japan, respondents feel on average that they receive a fair amount of 

information from traditional and new media, some information from second-hand information 

and little information from personal experience. All four information sources are again 

positively correlated with country image, though the relationships are somewhat weaker than 

in Taiwan‟s case. Pearson correlation coefficient for Japan‟s information sources ranges 

from .215 to .247. 

 Respondents of the survey report that the amount of information they receive about 

China from all four sources is virtually the same as with Japan, i.e. a fair amount of 

information from traditional and new media sources, some from second-hand sources and 

little from personal experience. However, unlike the other two countries, the amount of 
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information received from any source is not significantly correlated with perceived country 

image. Pearson correlation coefficient ranges from .024 to .080. These results support the 

findings of hypothesis 3. Unlike the other two countries, having more knowledge and being 

better informed about China does not necessarily lead to a positive perception of the country 

image, suggesting that the information people receive about China is probably not very 

favorable.  

The previous assumption is confirmed in Table 5.18, which summarizes the overall 

favorability of information that the respondents of the study receive about each country (from 

any source). The overall favorability was self-reported, on a scale from 5 (very positive 

information) to 1 (very negative information). Information about Japan was on average 

positive to very positive. Information about Taiwan was on average neutral to positive. 

Information about China that respondents received was on average negative to neutral. This 

data provides a good explanation for the observation that having more knowledge and being 

better informed about China was in most instances not positively correlated with perceived 

country image of China, unlike to the other two countries.  
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Table 5.17: Respondents‘ Sources of Country Information 

  N Mean Std. Deviation 

TW personal INFO 247 1.68 0.99 

TW traditional media INFO 247 2.51 1.02 

TW new media INFO 246 2.46 1.09 

TW second hand INFO 246 2.17 1.02 

JP personal INFO 247 2.38 1.16 

JP traditional media INFO 247 3.26 0.95 

JP new media INFO 246 3.16 1.09 

JP second hand INFO 247 2.79 1.03 

CN personal INFO 245 2.44 1.2 

CN traditional media INFO 245 3.25 1.01 

CN new media INFO 246 3.09 1.04 

CN second hand INFO 246 2.81 1.07 

 

Table 5.18: Favorability of Received Country Information 

  N Mean Std. Deviation 

TW favorability 199 3.58 0.85 

CN favorability 239 2.33 0.91 

JP favorability 243 4.12 0.76 
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6. Discussion 

This chapter is going to integrate the results of the data analysis, summarize the findings 

and discuss possible implications, and also touch upon limitations and suggestions for future 

research. Table 6.1 lists the research hypotheses of this study together with the outcome of the 

hypothesis testing.  

Table 6.1: Summary of Research Hypotheses and Outcomes 

Research Hypothesis Outcome 

H1: Japanese products are rated as the best of the country products in this study, while 

Chinese products receive the worst ranking. Taiwanese products are in between them in 

terms of product perception. 

Supported 

H2: Japan‟s country image is evaluated as the best, followed by Taiwan, and China with 

the worst ranked country image.  

Supported 

H3: Higher familiarity with a country will lead to a better perception of the country 

image.  

Partially 

supported 

H4a: Better image of a country in the eyes of Czech consumers will lead to a better 

perception of country products in general.  

Supported 

H4b: Better image of a country in the eyes of Czech consumers will lead to a better 

perception of country products in a specific product category (laptop computers).  

  Supported 

H5: Czech consumers‟ user experience of products from Taiwan, China and Japan is a 

significant predictor in the relationship between the country image and the consumers‟ 

evaluation of products made in the country.  

Partially 

supported 

H6: Product category expertise is a significant predictor in the relationship between the 

COO image and the consumers‟ evaluation of laptop computers produced in 

corresponding countries. 

Partially 

supported 

H7: Product involvement is a significant predictor in the relationship between the COO 

image and the consumers‟ evaluation of laptop computers produced in corresponding 

countries.  

Partially 

supported 

 

6.1. Taiwan Country Image 

One of the main interests at heart of this thesis is the perception of the Taiwan country 

image abroad. As a country that is extremely restricted in participation in international 
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organizations, has only de facto independence, and that is seriously limited in its involvement 

in the international affairs, gathering soft power through a positive country image is vital for 

Taiwan‟s interests (Yang et al., 2008). Whereas most countries compete among each other for 

economic benefits, such as inward tourism, foreign investments or markets for their export 

products, Taiwan is fighting also for recognition and the right to participate in international 

structures, which most other countries take for granted.   

The results show that Czech people have in general a fairly positive image of Taiwan 

in their minds. Only about 8% of respondents reported a negative image of Taiwan and one 

third of the respondents held a neutral view. Almost 35% of respondents had a very positive 

view of Taiwan and its people. Considering the fact that the average Czech person comes 

across information about Taiwan only rarely, this finding should be considered as very 

encouraging. What is perhaps even more important is that the opinion of Taiwan improved 

dramatically with an increase in the respondents‟ familiarity with Taiwan. This finding shows 

that the respondents who had had the chance to get to know Taiwan and the Taiwanese people 

well tend to think of them highly. Therefore, Taiwan has an excellent potential for 

improvement of its picture abroad through methods that improve the general visibility and 

familiarity of Taiwan, such as informational and advertisement campaigns, activities in 

international non-governmental organizations, inward tourism, educational and cultural 

exchanges etc., as the existing objective realities of Taiwan already appear to provide a solid 

foundation for a positive country reputation. This potential is quite specific to Taiwan, as the 

improvement of country image with better country knowledge is not nearly as pronounced for 

Japan and especially not for China.  

Keeping the previous paragraph in mind, it must be added that, as shown in section 

2.9.4., the Taiwanese authorities have been engaging in promotion of Taiwan in various areas 

(brands, investment, tourism etc.) for nearly two decades. Nevertheless, as the results of this 
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study indicate, the amount of information and knowledge that people abroad have about 

Taiwan remains very low. This finding suggests that the promotion campaigns are either 

ineffective, or unable to reach the wide public in foreign countries. This is a crucial piece 

information which should be taken into account in formulation of future Taiwan promotion 

strategies.  

6.2. Made-in-Taiwan Product Label 

 Literature review as well as cursory observation hinted that the negative perception of 

the Made-in-Taiwan product label may still be lingering with some consumers. However, the 

results of this study do not confirm such finding. The Czech consumers‟ general perception of 

Taiwanese products was on average neutral. Only 9% of respondents showed a negative 

opinion of Taiwanese products. 46% of respondents held a neutral view, 37% viewed them 

positively and about 7% very positively. This finding suggests that among the overwhelming 

majority of Czech consumers, a Made-in-Taiwan product label does not carry a negative 

association. The fact that over 40% of the respondents had a moderately to very positive 

opinion of Taiwanese products in general is encouraging for Taiwan‟s efforts to focus its 

production on advanced product categories, in that consumers are unlikely to reject Taiwanese 

products based on their origin alone. What is more, respondents with higher expertise in a 

technologically advanced product category (laptop computers) in this study also evaluated 

Taiwanese products more favorably. Still, nearly one half of the respondents indicated neutral 

attitudes towards Taiwanese products, and it is likely that many of these respondents do not 

have any knowledge about products originating from or associated with Taiwan.  

At the same time, products from Japan (which is among possible Taiwan‟s 

competitors in the region) are perceived considerably better than Taiwanese products, which 

may be a reason for some consumers or investors to choose Japan over Taiwan. In the second 

half of the 20
th

 century, direct export competition between Japan and Taiwan was unlikely 
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according to the „Flying Geese‟ theory of regional economic development, first published by 

Kaname Akamatsu in the 1960‟s. However, some economists have pointed out that the theory 

is now outdated and no longer accurately reflects the trends of East Asian regional 

development. Nowadays, countries at different stages of development compete with each 

other for shares of export markets, which was rare several decades ago (Chen, 2008). 

 The study results further suggest that the respondents see a clear difference between 

Taiwanese and Chinese products, and that they evaluate products from Taiwan as much better 

than those made in China. The concerns that consumers are unable to distinguish Taiwanese 

products from Chinese ones are therefore void. It appears that consumers do not extend their 

negative stereotypes of Chinese products to Taiwanese ones. The unfavorable evaluation of 

Chinese products in this study also confirms the negative perception of the Made-in-China 

brand, as summarized in the literature review. 

 As for the perception of products from Japan, this study confirms previous findings, in 

that Japanese products receive overwhelmingly positive appraisals. While there is no 

comparable previous data from Czech respondents available to assess the effect of the recent 

Toyota issue, it appears that it has not harmed the perception of Japanese products as a whole. 

There have been no high-profile incidents or car recalls linked to Toyota in the Czech 

Republic, so most people probably did not feel personally affected by the situation. Overall, 

this study confirms the strongly positive stereotypical view of Japanese products, and negative 

stereotypical view of Chinese products.   

6.3. Country Knowledge 

One of the most unique aspects of this study, in comparison with other research on 

country image and country-product perceptions, is its attention to consumers‟ familiarity with 

the country. According to the findings of this study, the concern that knowledge of a country 
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plays a significant role in perception of the country is very legitimate at least in the case of 

small, less visible, newly industrialized or transitional countries. There are two reasons for 

this claim. First, the objective realities of these countries (such as social and economic 

development, political situation, infrastructure, production capabilities) have often changed 

relatively rapidly. Second, as was shown in chapter 5.3.6., the average individual abroad 

likely receives very limited information about any such country, and probably has limited and 

/ or inaccurate knowledge about the country. Therefore, a good country knowledge may be 

able to significantly improve the perception of country image of any country that has 

experienced some sort of significant transformation in recent years and decades (Asian newly 

industrialized economies, former socialist countries of Central, Eastern and South-Eastern 

Europe) but nowadays enjoys social and political stability and at least decent living standard 

for most of its inhabitants. It is quite plausible that a research of the country image and 

country knowledge of any such country would bring results similar to Taiwan in this study, in 

that the knowledge of a country has substantial influence on the country image. For the 

countries in question and their governments, this finding means that their international 

reputation can be significantly improved by means of effective promotional and informational 

activities. 

The fact that the impact of country knowledge / exposure to country information on 

country image was much weaker (or insignificant) for Japan‟s and China‟s data shows that 

this link is probably not as prominent for large, established, developed countries (Europe, 

North America, Australia, Japan), or for countries that are perceived as problematic in the 

eyes of consumers. The first group of countries is internationally visible and relatively well 

known to the average consumer, and probably has a fairly favorable image to begin with 

(barring existing animosity towards the country). The latter group of countries probably 

cannot attain a positive country image due to their (negatively received) objective realities, 
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which prevent the country from being viewed favorably even if the consumers possess 

relatively good knowledge. In some instances, better knowledge can probably lead to more 

negative opinions of the country. This is in line with existing literature, which suggested that 

better knowledge of a country (especially first-hand knowledge) created more objective 

evaluations of the country (Heslop and Papadopoulos, 1993).  

6.4. Country of Origin Research 

 Many of the theories and knowledge used to formulate this research were derived from 

the vast amount of literature on the topic usually referred to as „Country of origin‟ (COO). 

The body of literature on the topic is very extensive and this study was not aspiring to add to 

the theoretical foundation of COO research, but many of the existing assumptions of the COO 

research have been used in this study, mainly dealing with the country image – product 

perception link, and the predictors entering the relationship. This study confirms the strong 

positive linkage between country image and perception of country products. This relationship 

was present in each of the three country image – product perception pairs.  

However, none of the predictors included in this study based on existing literature was 

found to be a universally significant contributor to the evaluation of country products. User 

experience with country products came out as a significant variable in three of the six 

regression tests – in general and specific product evaluation of Japanese products, and general 

evaluation of Chinese products. The relationship was positive in each of these cases, showing 

that more user experience with country products leads to a better evaluation of the products. 

Alternatively, this output can be explained as lack of user experience with particular products 

causing negative evaluations of the country products. Some past studies already suggested 

that consumers who have little or no experience with products from a country tend to evaluate 

these products more negatively. This indeed appears to be a viable explanation for Japanese 

products, as respondents who reported no or little experience with Japanese products rated 
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them on as average considerably worse (M = 4.13, N = 92) than respondents with some (M = 

4.46, N = 106) or a lot of experience (M = 4.56, N = 54).   

Expertise in product category (laptops), often also referred to as product category 

knowledge, is a variable which has received a lot of attention from researchers. The existence 

of an effect of product category knowledge on product perception is generally acknowledged, 

though there is no consensus on the actual type of the effect. Some studies have argued that 

the importance of country image in product evaluation increases with product category 

expertise, while others show that it decreases. In the case of this research, product category 

expertise was found to be a significant predictor only for Taiwanese laptops, where better 

expertise in the product category contributed to better evaluation of Taiwanese laptops. This 

finding might indicate that consumers with high knowledge of computers and information 

technologies evaluate Taiwanese laptops more favorably than consumers with lower 

knowledge, because they are aware that Taiwan is one of the world‟s biggest producers of 

laptop computers, as well as the origin of some of the world‟s leading laptop brands (Asus, 

Acer). Presence of such strong brands may serve as a proof of quality of Taiwan‟s laptops in 

general. Alternatively, unlike other consumers, respondents with high level of expertise might 

be able to connect a positive experience with Taiwanese laptops to Taiwan as the country of 

product origin. The reason why product category expertise was not significant in evaluation of 

laptops from Japan and China is unclear.  

As for product category involvement, this variable is only significant in evaluation of 

Japanese laptops, but does not play a role for Chinese or Taiwanese laptops. While we can 

only guess the reason behind this finding, a possible explanation lies in the wide-spread view 

that regards Japan as an extremely capable producer of high-tech goods. Therefore, 

consumers who are highly involved in the laptop computers product category (i.e. attach high 

importance to the choice of a laptop, do a thorough research of the market prior to purchase of 
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a laptop etc.) might show preference for the best and most desirable products on the market, 

and Japanese IT-products are more likely to fill such role than products from Taiwan or China. 

No effect of product involvement on evaluation of laptop computers was observed in the case 

of the other two countries. To sum up, none of the variables mentioned in this section (user 

experience, product expertise, product involvement) were found to be significant in a majority 

of tests.  

6.5. Limitations 

With the globalization of product manufacturing and the ever increasing prominence 

of hybrid products in international trade today, studying the effects of country origins from 

the perspective of the „Made-in‟ label might be becoming obsolete. Nowadays, many products 

have an international origin and cannot simply be traced down to a single country. Some 

researchers have suggested the operationalization for product origin through „Country of 

Association‟ as more appropriate (Josiassen & Harzing, 2008). Country of association refers 

to “the country which consumers typically associate with a brand, irrespective of where it is 

actually manufactured” (Usunier, 2006, p.62). However, this approach is generally only 

applicable to evaluation of product brands, as is the operationalization of product origin 

through the „Country of Brand Origin‟. As was stated previously, the inclusion of both 

product brand and country of product origin in research is challenging, because the isolation 

of the brand effect and country effect is problematic. To my knowledge, the amount of studies 

that have attempted to do so is very limited.  

Related to the previous point is an issue relevant to any COO study. No research 

design can fully reproduce a realistic consumer product evaluation scenario and some degree 

of abstraction is always necessary. In this survey, respondents had only very limited amount 

of information to make their product evaluation, namely the country of product origin and 

product category. In a real-life situation, they would undoubtedly use other extrinsic and 
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intrinsic cues, such as price, brand, design, product attributes and others for their product 

evaluations and purchase decisions. This might lead to inaccurate results reported by the study, 

and inflated effects of the country of product origin information. Some scholars now suggest 

that consumers may actually not pay much attention to the COO cues (Samiee, 2010), though 

the debate is ongoing and support for continuing COO research is also strong. There are 

conflicting voices in the COO research community about the importance, relevance and future 

direction of the field (Josiassen & Harzing, 2008).  

 The fact that the entire study was conducted through quantitative analysis has brought 

along several limitations, which are quite inevitable in any research that is of quantitative 

nature only (Thomas, 2003). While the quantitative analysis was able to provide numerical 

measurements and confirm and reject the causal relationships between variables on a general 

level, it did not interpret the underlying reasons behind the observed phenomena. A 

qualitative study which would elicit the explicit attitudes of consumers about country images 

and product perceptions would be in place to provide a more complex, in-depth understanding 

of the topic. However, it is true that informal observations and interviews regarding my peers‟ 

attitudes of Taiwan and Taiwanese products in the very early stages of my work on this thesis 

helped with formulation of the research problem. More formalized qualitative research often 

provides insights into the setting of the problem in early stages of research projects. 

 A possible issue with sampling was that because of my life and studies in Taiwan, my 

peers, friends and relatives may have been exposed to information about Taiwan more than 

the average Czech person. If these people were to take part in the survey, they might have 

caused a bias in the sample. For that reason, I took extra precautions not to have the 

questionnaire filled out by any such respondents, but to recruit respondents who have not been 

affected by my Taiwan experience. However, the possibility that such respondent filled out 

the questionnaire cannot be completely ruled out. 
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 As for possible limitations stemming from the design of this study, there are several 

possible concerns. First, some past studies on country image and product perceptions have 

used much more complex measurements (with up to 20 items grouped within the measure). 

While such a measurement is undoubtedly able to encompass much more complex aspects of 

a variable like country image, it was not possible to use it, for the sake of maintaining a 

reasonable amount of respondents and questionnaire return rate. The measurements used in 

this study were previously validated, though some of the actual alpha values (as reported in 

table 4.1) are fairly low, pointing to a possible problem with reliability of the measures.  

6.6. Future Research 

 The outcome of this study reveals that the impact of country knowledge on country 

perception can be substantial. However, to my knowledge, there has been little or no focus on 

the topic in country image research. Future studies can use a larger sample of countries and 

attempt to generalize the findings, i.e. the effect of country knowledge on various groups of 

countries. Such knowledge can be beneficial for country image managers, country promotion 

campaigns for tourism and investment, business cooperation, etc.  

 The exploratory research regarding the sources of information people use to learn 

about distant countries also provides opportunities for future research. the results from the 

analysis indicate that the media (traditional and new) remain the most important source of 

information for most people. At the same time, in my casual observation of the coverage of 

Taiwan in mainstream Czech media over the past 2-3 years, I noticed that the news presented 

to the average Czech person about Taiwan is extremely spotty. The news does not provide 

any coherent information about Taiwan and its realities, and it appears highly unlikely that a 

person without personal experience with Taiwan would be able to form an objective opinion 

of the country based on news coverage alone. Nevertheless, this is based only on informal 
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observation, and an actual study of news coverage of Taiwan in the Czech media would 

undoubtedly bring interesting results.  
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Appendix I.: Questionnaire (English Version) 

Hello! This survey is presented for the purpose of a Master‟s thesis research at the 

International Master‟s program in International Communication Studies at the National 

Chengchi University in Taipei, Taiwan. The purpose of the study is to map the perception 

and images of Czech consumers towards three Asian nations and their products, namely 

Japan, Taiwan and China. 

I would appreciate your taking the time to complete the following survey to obtain accuracy 

of the research. The questionnaire will take about 20 minutes to complete. All your responses 

are voluntary and will be kept confidential. Responses will not be identified by individual. 

All responses will be compiled together and analyzed as a group. 

Your cooperation is strongly appreciated. Thank you. 

Borek Janecek 

Part 1  

In the following section, please indicate your perception of the general image of Japan, China 

and Taiwan by circling the number which best corresponds to your opinion, on a scale from 5 

(strongly agree) to 1 (strongly disagree).  

 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

1. Japan is an economically 

developed country. 
1 2 3 4 5 

2. Japanese people are hard 

working. 
1 2 3 4 5 

3. Japan is friendly towards the 

Czech Republic in world affairs. 
1 2 3 4 5 

4. Japanese people are well 

educated. 
1 2 3 4 5 

5. Japanese people have high 

technical skills. 
1 2 3 4 5 

6. China is friendly towards the 

Czech Republic in world affairs. 
1 2 3 4 5 

7. Chinese people are well educated. 1 2 3 4 5 

8. Chinese people are hard working. 1 2 3 4 5 

9. Chinese people have high 

technical skills. 
1 2 3 4 5 

10. China is an economically 

developed country. 
1 2 3 4 5 
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Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

11. Taiwanese people are hard 

working. 
1 2 3 4 5 

12. Taiwanese people have high 

technical skills. 
1 2 3 4 5 

13. Taiwan is friendly towards the 

Czech Republic in world affairs. 
1 2 3 4 5 

14. Taiwanese people are well 

educated. 
1 2 3 4 5 

15. Taiwan is an economically 

developed country. 
1 2 3 4 5 

 

Part 2 

In the following section, please indicate your position towards the statements regarding your 

familiarity with Taiwan, China and Japan by circling the number which best corresponds to 

your opinion, on a scale from 5 (strongly agree) to 1 (strongly disagree).  

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

16. I feel very knowledgeable about 

Taiwan. 
1 2 3 4 5 

17. I know Japan well. 1 2 3 4 5 

18. I know a lot about China 1 2 3 4 5 

 

 Never Rarely Sometimes Often 
Very 

Often 

19. I use products made in Taiwan. 1 2 3 4 5 

20. I buy products from China. 1 2 3 4 5 

21. I use products made in China. 1 2 3 4 5 

22. I buy products made in Taiwan. 1 2 3 4 5 

23. I use products made in Japan. 1 2 3 4 5 

24. I buy products from Japan. 1 2 3 4 5 
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Part 4 

In the following section, please answer the questions regarding Taiwan, Japan and China. In order to 

achieve accurate results, only answer the questions where you believe you know the answer, without 

looking the answers up. Otherwise, choose the „Don‟t know‟ option.  

 
Higher Lower 

About the 

same 

Don‟t 

know 

25.  In comparison with the average income of a Czech 

person, the average income of a person in China is: 
1 2 3 4 

26. In comparison with the average income of a Czech 

person, the average income of a person in Taiwan is: 
1 2 3 4 

27. In comparison with the average income of a Czech 

person, the average income of a person in Japan is: 
1 2 3 4 

 

28. The capital city of China is (Please fill in):  a. _______________   b. don‟t know 

29. The capital city of Taiwan is (Please fill in):  a. _______________   b. don‟t know 

30. The capital city of Japan is (Please fill in):  a. _______________   b. don‟t know 

Please look at the following list of product brands and indicate what country they in your 

opinion originate from.  

 
Japan China Taiwan 

South 

Korea 
Singapore 

Other 

country 
Don‟t 

know 

31. LG 1 2 3 4 5 6 7 

32. BenQ 1 2 3 4 5 6 7 

33. Toshiba 1 2 3 4 5 6 7 

34. Lenovo 1 2 3 4 5 6 7 

 

Part 5 

In the following section, please indicate whether you agree or disagree with the statements 

concerning products made in China, Taiwan and Japan by circling the number which best 

corresponds to your opinion, on a scale from 5 (strongly agree) to 1 (strongly agree).  

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

35. Products made in Taiwan are 

unreasonably expensive. 1 2 3 4 5 

36. Taiwan produces highly 

technical products. 1 2 3 4 5 

37. Products made in Taiwan are 

imitations, not innovations. 1 2 3 4 5 
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38. Taiwanese products need 

frequent repairs. 1 2 3 4 5 

39. Products made in China are 

unreasonably expensive. 1 2 3 4 5 

40. China produces highly technical 

products. 1 2 3 4 5 

41. Products made in China are 

imitations, not innovations. 1 2 3 4 5 

42. Chinese products need frequent 

repairs. 1 2 3 4 5 

43. Products made in Japan are 

unreasonably expensive. 1 2 3 4 5 

44. Japan produces highly technical 

products. 1 2 3 4 5 

45. Products made in Japan are 

imitations, not innovations. 1 2 3 4 5 

46. Japanese products need frequent 

repairs. 1 2 3 4 5 

47. Taiwanese laptops are quality 

products due to their technical 

content. 
1 2 3 4 5 

48. Taiwanese laptops are good 

value for money. 1 2 3 4 5 

49. Chinese laptops are quality 

products due to their technical 

content. 
1 2 3 4 5 

50. Chinese laptops are good value 

for money. 1 2 3 4 5 

51. Japanese laptops are quality 

products due to their technical 

content. 
1 2 3 4 5 

52. Japanese laptops are good value 

for money. 1 2 3 4 5 

 

Part 6 

In the following section, please indicate whether you agree or disagree with presented 

statements regarding your shopping behavior by circling the most suitable option. 

 Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

53. When shopping for a laptop, it is 

important to choose well. 1 2 3 4 5 

54. When I shop for a laptop, I do a 

lot of research about products on the 

market. 
1 2 3 4 5 
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55. I know a lot about laptops and 

computers. 1 2 3 4 5 

56. My friends often seek my advice 

when it comes to computers. 1 2 3 4 5 

 

 

Part 7 

People can learn and find information about countries around the world from different 

sources, like the media, opinions of friends, meeting people from the country, using products 

from the country and others. In the following section, please indicate how much knowledge 

about Taiwan, China and Japan you have received from each source by circling the 

corresponding number.  

How much of your knowledge about 

Taiwan comes from each of the sources 

below? 
None  Some  

Very 

much 

57. Personal experience with the country 

(Travel in the country, use of products, 

meeting people from the country) 
1 2 3 4 5 

58. Traditional media (newspapers, radio, 

television, magazines, books) 
1 2 3 4 5 

59. New media (internet, computer games, 

DVDs) 
1 2 3 4 5 

60. Things you heard from relatives, 

friends, colleagues 
1 2 3 4 5 

How much of your knowledge about Japan 

comes from each of the sources below? 
None  Some  Very 

much 

61. Personal experience with the country 

(Travel in the country, use of products, 

meeting people from the country) 

1 2 3 4 5 

62. Traditional media (newspapers, radio, 

television, magazines, books) 
1 2 3 4 5 

63. New media (internet, computer games, 

DVDs) 
1 2 3 4 5 

64. Things you heard from relatives, 

friends, colleagues 
1 2 3 4 5 

How much of your knowledge about China 

comes from each of the sources below? 
None  Some  Very 

much 

65. Personal experience with the country 

(Travel in the country, use of products, 

meeting people from the country) 

1 2 3 4 5 

66. Traditional media (newspapers, radio, 

television, magazines, books) 
1 2 3 4 5 
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67. New media (internet, computer games, 

DVDs) 
1 2 3 4 5 

68. Things you heard from relatives, 

friends, colleagues 
1 2 3 4 5 

 

Very 

negative 
 Neutral  

Very 

Positive 

No 

information 

69.  Overall, the information 

I‟ve received about Taiwan 

was: 
1 2 3 4 5 0 

70. Overall, the information 

I‟ve received about China was: 
1 2 3 4 5 0 

71. Overall, the information 

I‟ve received about Japan was: 
1 2 3 4 5 0 

 

Part 8 

Please fill in the following questions: 

 

72. Your age:  

a. Under 16 / b. 16-25 /  c. 26-35/  d. 36-45/  e. 46-55/  f. 56-65/  g. 66 and over 

 

73. Your gender: 

a. Male /   b. Female 

 

74. Your highest achieved level of education:  

a. Elementary school /   b. High school  /   c. Bachelor /   d. Master /   e. Doctor  

 

75. Your average monthly income  (in Czech Korunas): 

a.  less than 5,000  /   b. 5,000 – 14,999  /   c. 15,000 – 24,999 /   d. 25,000 – 

34,999 /   e. 35,000 – 44,999 /   f. 45,000 and more 

 

76. Your nationality: 

a.  Czech /     b. Other  

 

This is the end of the questionnaire. Thank you for your cooperation.  
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Appendix II.: Questionnaire (Czech Version) 

Dobrý den! 

Jsem studentem oboru Mezinárodní komunikace (International Communication Studies) na 

National Chengchi University v Taipei na Taiwanu (Tchaj-vanu). Tímto bych Vás rád požádal 

o spolupráci při vyplnění následujícího dotazníku, sestaveného pro sběr dat k mé diplomové 

práci. Tématem výzkumu je posouzení představy a informovanosti české populace o třech 

státech východní Asie (Čína, Japonsko, Taiwan), a zhodnocení názoru na výrobky pocházející 

z těchto zemí. Každá Vaše odpověď přispěje k přesnosti výzkumu, a je pro mě tedy velmi 

důležitá. Dotazník prosím vyplňte i v případě, že o zkoumaných zemích nemáte podle 

vlastního názoru jasnou představu. I to je důležitá informace. 

Vyplnění dotazníku Vám zabere zhruba 5 - 10 minut. Vaše odpovědi budou vyhodnoceny 

pouze v rámci skupiny, nikdy nebudou posuzovány indivuduálně. 

Děkuji za spolupráci a za Váš čas! 

Borek Janeček 

 

Nesouhlasí
m 

Spíše 
nesouhlasí

m 

Neutrální 
Spíše 

souhlasím 
Souhlasím 

1. Japonsko je ekonomicky vyspělou 

zemí. 
1 2 3 4 5 

2. Obyvatelé Japonska jsou 

pracovití. 
1 2 3 4 5 

3. Japonsko je vůči ČR přátelskou 

zemí. 
1 2 3 4 5 

4. Obyvatelé Japonska mají kvalitní 

vzdělání. 
1 2 3 4 5 

5. Obyvatelé Japonska mají vysoké 

odborné znalosti. 
1 2 3 4 5 

6. Čína je ekonomicky vyspělou 

zemí. 
1 2 3 4 5 

7. Obyvatelé Číny jsou pracovití. 1 2 3 4 5 

8. Čína je vůči ČR přátelskou zemí. 1 2 3 4 5 

9. Obyvatelé Číny mají kvalitní 

vzdělání. 
1 2 3 4 5 

10. Obyvatelé Číny mají vysoké 

odborné znalosti. 
1 2 3 4 5 
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Nesouhlasí

m 

Spíše 

nesouhlasí

m 
Neutrální 

Spíše 

souhlasím 
Souhlasím 

11. Taiwan je ekonomicky vyspělou 

zemí. 
1 2 3 4 5 

12. Obyvatelé Taiwanu jsou 

pracovití. 
1 2 3 4 5 

13. Taiwan je vůči ČR přátelskou 

zemí. 
1 2 3 4 5 

14. Obyvatelé Taiwanu mají kvalitní 

vzdělání. 
1 2 3 4 5 

15. Obyvatelé Taiwanu mají vysoké 

odborné znalosti. 
1 2 3 4 5 

 

  16. Mám dobré znalosti o Taiwanu.  1 2 3 4 5 

17. Japonsko znám velmi dobře. 
1 2 3 4 5 

18. O Číně toho vím hodně. 
1 2 3 4 5 

2. Část 

 Nikdy Zřídka Občas Často 
Velmi 

často 

1. Produkty vyrobené na Taiwanu 

používám: 
1 2 3 4 5 

2. Výrobky původem z Číny kupuji: 1 2 3 4 5 

3. Produkty vyrobené v Číně 

používám: 
1 2 3 4 5 

4. Výrobky původem z Taiwanu 

kupuji: 1 2 3 4 5 

5. Produkty vyrobené v Japonsku 

používám: 1 2 3 4 5 

6. Výrobky původem z Japonska 

kupuji: 1 2 3 4 5 

 

3. část 

V této sekci se pokuste zodpovědět otázky týkající se reálií Japonska, Číny a Taiwanu. Pro dosažení 

přesnosti dotazníku je důležité, abyste odpovídali pouze na otázky, u kterých se domníváte, že znáte 

správnou odpověď. Pokud odpoveď neznáte, pak ji nedohledávejte, ale  zvolte možnost Nevím.  
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Vyšší Nižší 

Přibližně 

stejný 
Nevím 

1.  V porovnání s průměrným finančním příjmem obyvatele 

ČR je průměrný příjem obyvatele Číny: 
1 2 3 4 

2. V porovnání s průměrným finančním příjmem obyvatele 

ČR je průměrný příjem obyvatele Japonska: 
1 2 3 4 

3. V porovnání s průměrným finančním příjmem obyvatele 

ČR je průměrný příjem obyvatele Taiwanu: 
1 2 3 4 

 

4. Hlavním městem Číny je (prosím doplňte):  a. _______________   b. nevím 

5. Hlavním městem Taiwanu je (prosím doplňte): a. _______________   b. nevím 

6. Hlavním městem Japonska je (prosím doplňte): a. _______________   b. nevím 

 

V následující sekci se pokuste přiřadit značky výrobků v prvním sloupci k zemím, ze kterých 

pocházejí. Pokud si nejste jistí, zvolte prosím odpoveď Nevím. 

Značka výrobku 
Japonsko Malajsie 

Jižní 

Korea 
Taiwan Čína 

Jiná 

země Nevím 

7. BenQ 1 2 3 4 5 6 7 

8. Lenovo 1 2 3 4 5 6 7 

9. LG 1 2 3 4 5 6 7 

10. Toshiba 1 2 3 4 5 6 7 
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4. Část 

V následující sekci prosím zodpovězte otázky týkající se vašeho názoru na výrobky vyrobené v 

asijských zemích a dalších spotřebitelských preferencí.  

 
Nesouhlasím 

Spíše 

nesouhlasím 
Neutrální 

Spíše 

souhlasím 
Souhlasím 

1. Výrobky původem z 

Taiwanu jsou 

předražené. 
1 2 3 4 5 

2. Produkty vyrobené na 

Taiwanu obsahují 

špičkové technologie. 
1 2 3 4 5 

3. Výrobky původem z 

Taiwanu jsou 

napodobeninami a 

kopiemi jiného zboží. 

1 2 3 4 5 

4. Produkty vyrobené na 

Taiwanu mají krátkou 

životnost a vyžadují 

časté opravy. 

1 2 3 4 5 

5. Výrobky původem z 

Číny jsou předražené. 1 2 3 4 5 

6. Produkty vyrobené v 

Číně obsahují špičkové 

technologie. 
1 2 3 4 5 

7. Výrobky původem z 

Číny jsou 

napodobeninami a 

kopiemi jiného zboží. 

1 2 3 4 5 

8. Produkty vyrobené v 

Číně mají krátkou 

životnost a vyžadují 

časté opravy. 

1 2 3 4 5 

9. Výrobky původem z 

Japonska jsou 

předražené. 
1 2 3 4 5 

10. Produkty vyrobené v 

Japonsku obsahují 

špičkové technologie. 
1 2 3 4 5 

11. Výrobky původem z 

Japonska jsou 

napodobeninami a 

kopiemi jiného zboží. 

1 2 3 4 5 

12. Produkty vyrobené v 

Japonsku mají krátkou 

životnost a vyžadují 

časté opravy. 

1 2 3 4 5 
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Nesouhlasím 

Spíše 

nesouhlasím 
Neutrální 

Spíše 

souhlasím 
Souhlasím 

  

13. Nootebooky z 

Taiwanu jsou kvalitní 

výrobky díky svým 

technickým parametrům. 

1 2 3 4 5   

14. Notebooky z 

Taiwanu nabízejí dobrý 

poměr cena-výkon. 
1 2 3 4 5   

15. Nootebooky z Číny 

jsou kvalitní výrobky 

díky svým technickým 

parametrům. 

1 2 3 4 5   

16. Notebooky z Číny 

nabízejí dobrý poměr 

cena-výkon. 
1 2 3 4 5   

17. Nootebooky z 

Japonska jsou kvalitní 

výrobky díky svým 

technickým parametrům. 

1 2 3 4 5   

18. Notebooky z 

Japonska nabízejí dobrý 

poměr cena-výkon. 
1 2 3 4 5   

19. Při nákupu 

notebooku je správný 

výběr velmi důležitý. 
1 2 3 4 5 

20. Před nákupem 

nového notebooku 

hledám mnoho informací 

o výrobcích na trhu. 

1 2 3 4 5 

21. Počítačům a 

notebookům rozumím. 1 2 3 4 5 

22. Mí přátelé a známí 

mě často žádají o rady 

ohledně počítačů. 
1 2 3 4 5 
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5. Část 

Informace o zemích celého světa je možné získávat z různých zdrojů, jako například z médií, 

od přátel, ze setkání s lidmi z dané země, užíváním výrobků původem z dané země atd. 

V následující sekci prosím vyjádřete, z jakých zdrojů získáváte informace o Japonsku, Číně a 

Taiwanu. Odpovězte označením čísla odpovídajícího nejvíce vyhovující variantě. 

Kolik z vašich znalostí a informací o 

Taiwanu pochází z následujících zdrojů? 
Žádné Málo Několik Mnoho 

Velmi 

mnoho 

1. Osobní zkušenost (návštěva Taiwanu, 

setkání s obyvateli země, používání 

taiwanských výrobků) 
1 2 3 4 5 

2. Tradiční media (noviny, rozhlas, 

televize, časopisy, knihy) 
1 2 3 4 5 

3. Nová media (internet, blogy, počítačové 

hry) 
1 2 3 4 5 

4. Zprostředkovaně, z doslechu od přátel, 

známých, příbuzných, kolegů, ve škole 
1 2 3 4 5 

 

Kolik z vašich znalostí a informací o 

Japonsku pochází z následujících zdrojů? 

Žádné Málo Několik Mnoho 
Velmi 

mnoho 

1. Osobní zkušenost (návštěva Japonska, 

setkání s obyvateli země, používání 

taiwanských výrobků) 
1 2 3 4 5 

2. Tradiční media (noviny, rozhlas, 

televize, časopisy, knihy) 
1 2 3 4 5 

3. Nová media (internet, blogy, počítačové 

hry) 1 2 3 4 5 

4. Zprostředkovaně, z doslechu od přátel, 

známých, příbuzných, kolegů, ve škole 1 2 3 4 5 

 

Kolik z vašich znalostí a informací o Číně 

pochází z následujících zdrojů? 

Žádné Málo Několik Mnoho 
Velmi 

mnoho 

1. Osobní zkušenost (návštěva Číny, 

setkání s obyvateli země, používání 

taiwanských výrobků) 
1 2 3 4 5 

2. Tradiční media (noviny, rozhlas, 

televize, časopisy, knihy) 
1 2 3 4 5 

3. Nová media (internet, blogy, počítačové 

hry) 1 2 3 4 5 
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4. Zprostředkovaně, z doslechu od přátel, 

známých, příbuzných, kolegů, ve škole 1 2 3 4 5 

. 

 
Pozitivní 

Spíše 

pozitivní 
Neutrální 

Spíše 

negativní 
Negativní 

Žádné 

informace 

nemám 

1.  Informace, které mám o 

Taiwanu (z libovolných zdrojů) 

hodnotím v průměru jako:  
1 2 3 4 5 0 

2. Informace, které mám o Číně 

(z libovolných zdrojů) 

hodnotím v průměru jako: 
1 2 3 4 5 0 

3. Informace, které mám o 

Japonsku (z libovolných 

zdrojů) hodnotím v průměru 

jako: 

1 2 3 4 5 0 

 

Část 6 

 

1. Váš věk:  

a.  15 a méně / b. 16-25 /  c. 26-35/  d. 36-45/  e. 46-55/  f. 56-65/  g. 66 a více 

 

2. Pohlaví: 

a. muž /   b. žena 

 

3. Nejvyšší dosažené vzdělání 

a. Základní /   b. Střední bez maturity / c. Střední s maturitou  /   c. Bakalářské /   

d. Magisterské /   e. Doktorské a vyšší  

 

4. Váš průměrný měsíční příjem (v Kč): 

a.  Méně než 5,000  /   b. 5,000 – 14,999  /   c. 15,000 – 24,999 /   d. 25,000 – 

34,999 /   e. 35,000 – 44,999 /   f. 45,000 a více 

 

5. Národnost: 

a.  česká /  b. slovenská / c. jiná  

 

Toto je konec dotazníku. Děkuji za Vaši spolupráci a čas!  

 

 


