Country-of-Origin Effects on Brand Equity: A Contextual Approach

Abstract: 

Country-of-Origin (COO) has been widely accepted by researchers and marketers alike as one of the important cues consumers use while making brand choices. While a number of studies have been conducted on the subject, a comprehensive study in Indian context is yet to happen. The purpose of this paper is to review the previous researches conducted on COO effect on Brand Equity. We are interested in knowing the COO effect on brand equity rather than evaluating the accuracy of such evaluation. This paper would (hopefully) provide useful insight to researchers, advertisers and brand managers. The paper closes with research limitations and managerial implications.
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