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Abstract: There are two objectives of the project. First is to assess the overall image of China brand products in consumers’
minds. Countries of origin effect influences people’s evaluations on products and purchase decisions since people have different
perceptions towards different countries and products. This is because each country has its own political, technological and
economical environment. In consumers’ minds, they have negative attitudes on China brand products, such as old-fashioned,
cheap, etc. So, there is negative country of origin effect on China brand products in markets. This is the first reason for doing this
project. Second objective is to analyze the data for our survey and give some suggestions and recommendations. We choose a
specific product electric for our Study and we made some comparison between Chinese brand Lenovo and the Japanese brand
Sony, I chose this two brand as Lenovo one of the most famous brand in China, and Sony as one of the big electronic company
in the world. Consumers’ attitude towards electric appliance may influence their purchase of the products, which are in China or
foreign brands. Besides, consumers’ attitude towards brand image may also affect their purchase decision among different
brands of products. There are some factors help constructing consumers’ attitudes towards brand image, such as advertising,
quality, price, technology and package. Moreover, other variables, such as sex, age, income and educational level can also
influence consumers’ purchase decisions among different brand products. On the other hand, this study mainly focuses in 19
countries.
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1. Introduction

China has grown rapidly to become one of the largest manufacturing countries in the world. Products from China can be
seen everywhere today and the label Made in China is more of rule than an exception. The question is how world
consumers will react with the Chinese product brands? And how to improve the image of these emerging brands?

The purpose of this article was to investigate the consumer’s attitudes towards Chinese product brands taking
Japanese Sony product as a print of comparison for our survey. The study also analyzed differences in sex, age, income
and educational level.

To collect the necessary data a questionnaire was handed out to 19 countries from five continents. The sample
consisted of 196 answers which can be assumed to represent each continent.

The literature review and survey reflect the image of Chinese products in other markets. Overall the Chinese have a
negative image in those markets .The country of origin effect influences the country image so much. Consumers view
Chinese products as old-fashioned, cheap and unattractive.

To alleviate that, Chinese businesses could improve their marketing strategies in all the markets that where we
surveyed, especially the marketing mixes. They could change their product technology designs and packaging with good
brand names, put more emphasis on promotions and advertising, and improve their advertisements to adapt to the tastes
of other markets consumers. In addition, they could increase the number of retail channels that are more convenient for
consumers to get information and easier to find products. The low prices of China brand products gives people cheap and
low class impression. So Chinese firms should raise the quality of products in order to set a higher price in other markets.
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The largest growing market of today is found in China .The country's importance in the world economy has been
increasing rapidly over the past few years, and all indications show that such trends will continue. China has a history as
a planned economy and about 25 years ago it became a market economy ready to get involved in the area of
international business. Due to FD investments many western companies have placed capital and production within its
borders. The result is that branded products marked Made in China have shown up all over the world. But in this article
we will not be speaking about the foreign products, as we will focus on Chinese brand products and consumers attitudes
towards them.

It is common that products made in developing country are perceived to be of lower quality than products from an
industrialized nation (Hulland, Todino & Lecraw.1996); this has been experienced by nations such as South Korea and
Japan during their initial internationalization phase. Still, the country image is not static, but can change over time as
consumers become more familiar with the products and the quality of them actually improves.

Country of origin (COO) is the country in which the products are made. In fact, the country of origin effect has a great
impact on the products, which do not have strong brand names. In the case of China brand products in world markets,
they do not have strong brand names or brand loyalty. In the other markets consumer’s minds are poor quality, low prices
and old-fashioned in packaging and advertising. So many consumers do not consider buying the products from China.

Thus, the country of origin effect is essential to Mainland Chinese firms, which want to export to the world markets.
As China market opens continually, Chinese firms have great opportunities to develop other countries’ markets. The first
thing the firms have to do is to examine the problems that hinder their products success in other countries. Country of
origin effect may be a major cause for the failure of China brand products in other markets. And to see where the problem
is, we will treat two questions.

Is there really having a negative image towards China products in world markets? And how can China brand
products build a positive image and strong brand?

2. Research strategy

To be able to see the result of the research questions we set up six hypotheses of the 19 countries consumers. The
hypotheses were tested through a survey. The survey strategy was to test the hypotheses and see if they either were
accepted or rejected, also to see the consumer’s attitude and perceptions to give our recommendations and suggestions.

3. Selection method

The sample size of the test was 196 persons, in 19 countries  Algeria, Argentina, Australia, Canada, Colombia, Ecuador,
Egypt, England, French, Germany, Japan, Jordan, Korea, Mexico, Republic Dominican, Saudi Arabia, South Africa,
Switzerland, United state). The test had done randomly, by some friends who send the questionnaire to their countries
and also via internet using MSN and Skype programs.

And due to we won't have direct contact with the respondents | translate the questionnaire to four language (English,
French, Spanish and Arabic) to make it more clear. And | spent more than 4 months to accumulate these results.

4. Hypothesis
Independent variables:
H1: country of origin effects on Chinese products and foreign brand products (Japan).

H2: attitude towards brand:
Advertising

Quality

Price

Technology

Package

Other Variables:
H3: Sex

H4: Age

H5: Income
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H6 Educational level

4.1 Country of origin effects

H1: There is negative country of origin effect on Chinese products.
4.2 Attitude towards brand

H2: There are less favorable brand images of Chinese products.
Other variables.

Sex
2-3 H3: there are difference purchasing criteria between males and female’s .Males are more emphasize the function and
technology of product where women are more emphasize on the appearance and design.

Age
2-4 H4: the youngsters are likely to buy foreign brand products and the older people are more willing to buy Chinese
products

Income
2-5 H5: low income people are more willing to buy Chinese products than high-income people.

Educational level
2-6 H6: less educated people are more willing to buy Chinese products than more educated people.

The questionnaire

The hypotheses were tested through a questionnaire the advantage is that each respondent answers the same set of
questions, which will make it more efficient to collect large amount of response.

The questionnaire contained 14 questions including nationality, gender, age, educational level, occupation and income
allowed us to test our hypotheses. The three first questions we made it just to confirm and justify our dissertation and
make comparison between Chinese brand and Japanese, it was as experiment for our project.

In the four, five and six question the respondents were asked to measure the country of origin effect on the people
from the five continents.

We used also question four to see the hypothesis four regarding the youngest and old people and their willing to buy
Chinese products. Also we used question to measure the income and the educational level effect on buying Chinese
products.

The question eleven we use its to test the respondents and see the difference purchasing criteria male and female.

The other questions we use it to know more the consumers attitudes and to help us making our recommendation as |
don’t have direct contact with the respondents during doing this survey.

Our questionnaire show us that, the ratio of males to females of the simple is almost similar. Most of them are in age
[21-30]. The interviewees are from wide range of educational level which from post graduates to no educational level. For
the income level, most interviewees have lower than 4000$ income because there are more interviewees from Africa Asia
and South America.

5. Analysis
5.1 Country of origin effects (Hypothesis 1)

H1: There is negative country of origin effect on Chinese products.
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Table 1: Test results of country of origin effect

Africa Asia South North America Europe
America
yes 13% 40% 18% 6% 13%
Q4
no 47% 24% 62% 12% 47%
Not much 39% 35% 18% 18% 39%
Q5 yes 2% 40% 43% 31% 2%
no 98% 60% 57% 69% 98%
cheaper 98% 81% 97% 96% 98%
7
Q Good packaging 0% 9.5% 3% 4% 0%
More technology 2% 9.5% 0% 0% 2%

From table 1 we need to know if there is negative image towards Chinese products. According to results these vary from
one market to another.

Except in the Asian market, where we can find some positive sentiment, where as in other market (Africa, South
America. North America, Europe) there is really a negative image towards Chinese products .Many people in these
markets (Africa, South America. North America, Europe) think that Chinese products are cheap, unattractive, and are not
familiar with Chinese brands .In addition in our survey we chose one of the most popular and best known Chinese brands
(Lenovo) ,but most people don't recognize this brand , and that is due to the lack of promotion in these markets.

In fact, the overall image of products from China is not favorable. When people see a Chinese product, they tend to
have strong perceptions that these products are not good.

Furthermore the producers in China always ignore the packaging of the products , so the appearance of the products
tend to be old fashioned and unattractive and the test result in table 1 reflects this situation, for Chinese brand products
in (Africa, South America. North America, Europe).

Where as the situation in the Asian market is better than the other four markets, as we can see that there are some
positive results such as the Q4 where 40% of people are familiar with Chinese brands, and the same percentage for the
Q5 where 40% seen that the Chinese products are attractive. But regarding the Question 7 the consumers in Asian
market would like to purchase Chinese products because they are cheap, but it is the same as other markets where the
consumers see that Chinese product lack good packaging, appearance and technology.

To summarize this part, the result clearly indicates that in consumers minds, Chinese products are less expensive
than Japanese products but not as attractive.

Many people in these markets recognize Japan as a developed country and have a strong financial position, so
Japanese products are more creative and have high quality standards. However consumers recognize China as a
developing country, people in there are relatively poor and old fashioned, so some people are shying away from using
Chinese products, since there is a perceived risk of being laughed at or look down upon by others.

Finally we can say that there is negative image towards Chinese products and hypothesis 1 is right.

5.2 Attitude towards brand (Hypothesis 2)
H2: There are less favorable images towards Chinese products.

Table 2: Results of attitudes towards Chinese brands (Lenovo) and Japanese brand (Sony).

Africa Asia South North Europe
America America
Q6 Chinese 17% 10% 5% 12% 13%
Japanese 83% 90% 95% 88% 87%

In this question we want to test the attitude of consumers towards a brand from Japan (Sony), and one from China
(Lenovo). From the result we can see the big difference between these two brands, and in all markets people are more
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willing to buy the Japanese brand though it's more expensive than the Chinese brand. These results can be summarized
in two points:

As we saw in the hypotheses some of the people have negative image towards Chinese products, and as we've said that
some people feel shy using Chinese products.

People are with a ot of Japanese products especially electric appliances, and as we see in some market 100% of
consumers know Sony where as 0% recognize Lenovo, because they can get information about Japanese brand
products and even have experiences using them, so they may be more confidant about the quality, function and
technology of the Japanese product and have greater willingness to buy.

From the results, it is proven that there is negative image towards Chinese products.

5.3 Sex (Hypothesis 3)

H3: there are difference purchasing criteria for males and female’s .Males are more emphasize the function and
technologies of the product more, where as women have more emphasis on the appearance and design.

Table 3: Test results of sex influence on the intension to buy.

Africa Asia South America North America Europe
T | D|A| T |DJ|A|T]|D|A|T]|D ] |A|[T][D]A
Q11 [ Male =379, 159 44% | 17% | 0% | 37% | 6% 3% | 15% | 9% | 29% | 8% | 14%

Female | 46% | 0% | 2% | 25% | 13% | 1% | 45% | 6% | 6% | 29% | 12% | 4% | 23% | 15% | 11%

T: Technology- D: Design -A: Appearance

From the question 11 we want to test the different purchasing criteria between males and females, from table 3 we can
see the results from all markets.

According to this table we can see that the consumers have more willingness to buy products that they have more
technology, for African countries we can see that females are more willing to buy products with good technology than the
males, and that is the same in the south American market, where we can see that the results are very close between
females and males and we can also see that in all markets males and females prefer to buy high tech products, the
design and appearance are secondary matters. Except in Europe where males pay more attention to the appearance and
design.

So a hypothesis 3 is rejected, and the technology is the main factor for attraction for males and females alike.

5.4 Age (Hypothesis 4)

H4: The young generations are more likely to buy foreign brand products, where as the older generations are more willing
to buy Chinese products

Table 4: Results of comparing Age and country of origin effect towards Chinese products.

Africa Asia South America North America Europe
yes No | NS.M | yes no | NSM | Yes no | NSM | yes no | NS.M | yes no | N.S.M
Qs Below20 - 66% | 34% | 22% | 11% | 67% - - - - - - 100%
21-30 6% | 75% | 19% | 20% | 35% | 45% 3% | 74% | 23% | 5% | 22% | 73% | 15% | 38% | 47%
31-40 4% | 1% | 45% | 46% | 23% | 31% | 33% | 50% | 17% 42% | 58% 54% | 46%
41-50 16% | 50% | 33% | 81% [ 19% - 100% - - 100% 14% | 43% | 43%
Over50 | 100% - - 100% - - 100% - - 25% | 50% | 25% | 40% | 40% | 20%
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In the questionnaire using question 4, 6 we tested the effect of age toward Chinese products, and we can see from the
result that people over 50 years old in Africa Asia and South America are more familiar with the Chinese brand, in other
hand we see that elder people in N America and Europe are less familiar with the Chinese products. But this category of
people (over 50years) have better attitudes towards Chinese brand products than other age groups, and for Japanese
products, it seems that the younger people prefer it, especially for the age group of 21-30 and bellow 20.

The consumer group between 41-50 and over 50 in the three market ( Africa ,Asia , South America ) as we said
before they have better attitude towards Chinese products, as this group mostly live in developing countries, and they are
not fully aware of new technologies, or the brand name value, the most important factor for this group is the price.
However the same age groups in North America and Europe are less willing to buy Chinese brand products, as these
countries are developed and they are aware of brand name value, and are very well informed about new technology.

For the younger people, especially the age group of 21-30 most of them like to follow the fashions and trendy
products from Japan, besides they are the group of people that tend to be more willing to try new products or inventions,
so they may like Japanese products more as these products are more innovative. The young people may have negative
attitudes or feeling towards China because of historical experiences that they might have encountered, such as the
incident in 4t of June 1989, it damaged the image of China a lot.

In conclusion, the elderly people tend to have better attitudes towards the Chinese products, while the younger
generations tend to like Japanese products more. Even the elderly people have better attitude towards Chinese products,
but when compared with Japanese products they have better evaluation for the Japan brands. Consequently, age is a
variable that can affect people attitude and evaluation towards products and the country of origin. The result supports our
hypothesis in which the youngsters are likely to buy foreign brand products and the older people are more willing to buy
Chinese products.

5.5 Income (Hypothesis 5)
H5: low income people are more willing to buy Chinese products than high-income people.

Table 5: Results of income levels influence on the intension to buy.

Africa Asia South America North America Europe
CH JAP CH JAP CH JAP CH JAP CH JAP
Q6 Less 4000% 30% 70% 16% 84% 11% 89% 30% 70% 50% 50%
4001-8000% 0 100% % 93% 0 100% 50% 50% 100% 0
8001-12000% 0 100% 0 100% 0 100% 25% 75% 18% 82%
12001-16000$ 0 0 0 100% 0 100% 12.5% 87.5% 5% 95%
More 16001 0 100% 0 100% 0 100% 0 100% 0 100%

Even though some people earn less than 4000$ annually, but they prefer to buy the Japanese brands over Chinese
brand, and through this results especially in Africa Asia and South America we can ask this question ( why are people
willing to buy Japanese products although the are relatively poor ? because what we see as answers are illogical, or
maybe there is questionnaire impact on consumers answers, but if there is impact why is it that in North America and
Europe we can see that people who have less than 4000$ are more willing to buy Chinese brands than Japanese?).
Any way the results indicate that income levels have less influence on peoples purchasing decision. Generally people still
prefer buying the Japanese products even though they might have difficulty buying them because of their income level.
This may be because the consumers in other market believe that high quality products have relatively higher prices. So
people are more willing to pay more money to buy high quality products.

So we can say that the results support our hypothesis as people with high incomes tend to have greater willingness
to buy Japanese products, and from the same results we must abandon the hypothesis that the people with lower
incomes are more willing to buy Japanese products.

5.6 Educational level (Hypothesis 6)

H6: less educated people are more willing to buy Chinese products than more educated people.
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Table 6: Results of educational level effect toward Chinese and Japanese brands

Africa Asia South America North America Europe
CH | JAP | CH | JAP | CH | JAP | CH | JAP | CH | JAP
Q6 P.Graduate 28% | 72% | 18% | 82% 0 | 100% | 18% | 82% | 13% | 87%
Undergraduate | 20% | 80% | 0 | 100% | 0 | 100% | 18% | 82% | 0 0
Diploma 50% | 50% | 14% | 86% | 5% | 95% | 0 | 100% | 10% | 90%
H.School 16% | 84% | 8% | 92% | 100% | 0 0 0 | 25% | 75%
M.School 0 | 100% | 0 | 100% | 0 0 0 0 0 0
No Education 0 | 100% | 0 0 0 0 0 0 0 0

This table below shows the relationship between the educational level and the negative image towards Chinese
products. As we discuss in the hypothesis, educational level, more or less, do have some influence on people’s attitudes
and evaluations on different courtier’s products. In this case it is not very true as the results in table 7 shows.

Regarding African Market the results are almost similar between all educational level except for diploma where the
people with a diploma are more willing to buy Chinese products due to their income level, because most of diploma
holders earn 40009 or less annually. The other results are different from the hypothesis, as people with lower educational
levels are more willing to buy Chinese products than people with higher educational level, we can explain this results:
the better educated people use there information and knowledge of the brand during the purchasing decision, so they
are better informed about the Chinese products brands, on the other hand people with lower educational level as we've
already said; are more willing to buy Japanese products and this because the not so well educated people have less
information about the Chinese products ,and because some other influences that can effect them such as advertising and
other people views. Finally we can say that our hypothesis is not applicable in this market.

As For the Asian market the situation is not difference from the African market as all the educational levels are more
willing to buy Japanese products, and the reasons are the same as Africa. So the hypothesis is also inapplicable here

In the Asian market we can see a different attitude, as people with better education are not willing to buy the Chinese
products, where as we can see that 100% of the not so well educated consumers are ready to buy Chinese products,
these results are more effected by the annual income as most of the less educational level have low income so they don’t
have other choice except the Chinese products as it is cheaper. The hypothesis in this market is admitted.

In the North American market we can't test the hypothesis because we don’t have enough data, so we can’t make
any decision about this hypothesis in this market, but what we can say is that the consumers with the higher educational
levels are more willing to buy Japanese products as the appearance governing these communities.

The European market looks same as the South America market as the people with lower educational levels are more
willing to buy the Chinese products, so the hypothesis is accepted in this market too.

The result of our survey were presented and we made analysis for each hypothesis. The table 7 summaries our findings.

Table 7 Summary of the hypotheses

. Hypothesis Hypothesis Hypothesis
Hypothesis Accepted rejected partially accepted
H1: There is negative country of origin effect on Chinese products. X
H2: There are less favorable images towards Chinese products. X

H3: there are difference purchasing criteria for males and
female’s .Males are more emphasize the function and technologies of
the product more, where as women have more emphasis on the
appearance and design.

H4: The young generations are more likely to buy foreign brand

products, where as the older generations are more willing to buy X
Chinese products
H5: low income people are more willing to buy Chinese products than
high-income people.
H6: less educated people are more willing to buy Chinese products
than more educated people.
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6. Conclusion

Through the literature review and survey, there is evidence to prove that Chinese products in others markets are not
popular and have a negative image in consumer’s minds. The reason that makes consumers view Chinese products as
unattractive and not innovative is mainly due to the negative image of China. The negative country image makes products
from China not so popular and unsuccessful in the world markets.

Besides, the product design and packaging and technology should adapt to the markets, e.g. can be more funny and
colorful. The low price strategy may be a competitive advantage for Chinese products, but this can't last for a long time
because in some markets as Europe and North America the living standard is quite high, so the consumers emphasize
on the quality of living rather than quantity of living. So, if the Chinese business wants to have better sales in these two
markets, the first and the most effective way they can use is to redesign their marketing strategies , and we can give
some recommendations as following :

From the study, it shows that there is really a negative image towards Chinese brand products, but fortunately the
situation is not bad. Therefore, we believe that Chinese firms can do something to turn around the negative country of
origin effect of their products. As the country of origin effect towards a country may consist of many factors, such as the
history of the country, or it’s political, economical, technological and social environment. So in our report, we try to give
some suggestion on the 4Ps strategies in order to help Chinese firms to build better brand and product image and to
eliminate the problem of negative country of origin effect.

Price

First, for the price we think that the major problem is not here so Chinese firms can put rather less effort on their pricing
strategies. Most of Chinese firms are using a low price strategy in all the world markets; it may be because their cost of
production | relatively lower. A low price strategy can attract more customers but it may promote a cheap, low class
image of the product or even the brand. As we investigate the overseas consumers think that Chinese products are
cheap and have negative attitudes on them. So low price strategy may not suitable for Chinese firms to build better image
of the products and brands, they have to pay more attention on this issue.

Product

Second, for the product, we believe that it may be the major problem causing the failure of Chinese products in the
worldwide markets. This especially true in the packaging and design of the products. The brand name is important for
developing the brand image as people familiarize with a product or brand through its brand name, so it must effect
people’s attitude towards this product or brand if the brand name is good.

In the case of China brand products, the brand name always gives the overseas consumers a feeling of old
fashioned and out of date. So they lack a positive attitude towards these products.

For the packaging or design of the products, it should be adapted to other market. Even people in China may not
care about the products packaging, but the packaging of products is an important criteria in products evaluation by the
overseas consumers as we have proved in the survey. So Chinese firms should put more capital and efforts into the
product’s design and packaging, and think of something innovative since the consumers like something special and
innovative. An attractive appearance of the products can attract more people and hence increase the competitive power.

Beside the packaging and design, the quality and technology are important, and these are the most important factors
to consumers, as most of people care about the technology, so the Chinese firms should produce theme products
including more technology without ignoring the quality, and here we stop and speak about what | heard from some
dealers who import the Chinese products, they told me that some Chinese firms agree with some dealers to reduce the
quality of the raw materials to make the products cheap and sell it without any consideration for world standards. And if
the Chinese firms and the Chinese managers continue in this ways | am sure it will damage the Chinese economy and
the Chinese image. So Chinese firms or managers, as they are responsible, must ensure their products are in high
quality and should put a lot of effort on research and development tasks to make their products more innovative and
suitable for consumers.

And as we see in the survey the quality and image are more important than the price as most people are ready to buy
Sony though it is more expensive than Lenovo. So the quality is the most vital element of products .Thus Chinese firms
have to improve the quality of products in order to enhance their competitive power in the other market.
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Place

For the place we suggest Chinese firms to increase the number of distribution channels of their products in the other
market, as most people don’t have any idea about Chinese distribution channels, so it is quite inconvenience for people
to buy Chinese products and difficult to get information about these products. So the firms should promote their products
in more shops, especially the large department stores, it can make people more confidant buying these products with
after sale support and a warranty by large stores. Especially for electric appliance, people would have greater confidence
buying from large department store or specialists stores than buying from small shops.

Promotion

Finally, for the promotion it is also a great problem causing the failure of Chinese products in other markets. From the test
result, most people don’t know the most famous brand in China (Lenovo). And it is because Chinese products lack
promotion, so many people are not familiar with these products or brands or even do not know of their existence. The
solution is to carry out different promotional strategies, such as advertising, sales promotion and public relation. These
are effective for building up brand image and penetrating the target customers. As for advertising, Chinese firms must pay
attention to the content, wordings, slogans, and the style of the advertisement, they must adapt to the special culture in
the other markets.
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