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Effects of incongruence between country-of-origin of

brand and product nationality on perceived quality

Student: Man-Ni Jen Advisor: Prof. Shao-Kang Lo
Chinese Culture University

ABSTRACT

Because of the globalization, goods and products often stretch to global hori-
zon and its sale has broken the country’s boundary. International enterprises have to
face the customers of cross-country or cross-culture. In order to get greater sales vo-
lume, enterprises use the strategy that localizes their products, moreover, they sale
national products. Meanwhile, the brand of products could be an essential factor that
influences customers. And the eountry-of-arigin-of international brands is easily re-
minded by customers. A number of studies-have discussed that whether the coun-
try-of-origin of brand and the product nationality match or not would have impact on
customers’ product evaluation. This study is proceeding from congruence theory and
argues that the congruence of ‘country-of-origin of brand and product nationality
would get higher products perceived quality than incongruence. With collected 238
subjects, the research executed experiment design. The result has shown that when
the country-of-origin of brand is consistent with the product nationality, the per-

ceived quality of product is significant higher than incongruence.

Keywords: country-of-origin of brand, product nationality, perceived quality.
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