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Abstract: The aim of this study was to identify the impact of 

one of some factors impacting consumer behavior selection 

for products; this factor was represented in the country of 

origin (COO). Therefore, the purpose of this study is to 

investigate the factor of country-of-origin perspective that 

consumer considers when they buying goods. To achieve 

these goals distributed 600 of questionnaires. But we 

received 570 (95%) questionnaires, The hypothesis which 

was tested using Pearson Correlation, showed that there is a 

significant relationship between country-of-origin 

perspective and buying decision when that consumer 

selection of goods. 

Key word: Country of origin (COO), purchasing decision, 

Goods and Libyan consumers. 

 

I. INTRODUCTION  

According to previous studies had reported there 

are two types of factors that influence the evaluation of a 

product; extrinsic product cue is an intangible i.e. 

nonphysical product attribute such as price, (COO), brand, 

and guarantee. Intangible product lineaments can be 

modified without altering the product’s physical 

lineaments. Contrariwise, intrinsic product cue is a tangible 

product attribute and a part of a physical product such as 

taste, design, packaging, and quality. (Agrawal and 

Kamakura, 1999).  

Therefore, this research is discussing one of the 

extrinsic cues which are COO and how this is cue impact 

on the evaluation of product and consumer purchasing 

decision, There are many different factors influencing 

consumer behavior the purpose of this research investigates 

one of the subfactors impact consumer behavior which is 

the (COO). 

Numerous authors have focused their attention on the study 

and analysis on the COO concept and how the impact on the 

consumer buying decision. Most of the related research has 

been conducted in developed countries, but not much 

research was done on developing market including Libya. 

Therefore, the main purpose of this research is to explain 

and investigation, How does the COO impact on the buying 

decision certain types of products for Libyan customers. 

         Before 1914, the COO was not the main issue. The 

concept of COO of product dates back to World War I at 

those times the winners of the war forced the loser countries 

such as Germany to put a sign that describes the COO on 

their products. The reason for this action at that time was to 

punish some countries including Germany, Since the 

Germans had a bad reputation at that time the influential 

countries punished them by making them put ‘made in ‘ 

label on their products (Cai, Cude and Swagler, 2004). 

Today’s any product when crosses the border of the origin 

nation will tolerate the sign of that source country.  

  

 As different countries continue to produce different 

products for the international market, through time and 

experience some of the countries have succeeded in 

producing very well recognized high-quality products 

around the world. In today’s world market countries are well 

attributed to their specific area. For example, the Swiss are 

known for their watches, the French for their perfumes, the 

Germans for cars like Mercedes and the US for its airplanes 

like Boeing Airliner. Therefore, the purpose of the paper is 

to investigate how the COO effect on customers buying 

behavior in Libyan markets. 

 

II. THEORETICAL FRAMEWORK 

 Concept of Country of Origin (COO) 

There are many different definitions of the concept of CO:.  

 

The COO concept stands out as a substantial factor, 

influencing consumer behavior, attitude to a certain brand or 

product, and, in turn, shaping his buying preferences. As 

such, the country of origin is defined as a country, where the 

goods were produced fully or partially by being subject to 

processing procedures. In another aspect, other researchers 

consider that COO of one product is the location of 

headquarters disregarding to where the firm assembled or 

manufactured products because the country that produced or 

assembled the products could vary over time or relate to 

many countries of assembly as a part of outsourcing 

(Hamzaoui-Essoussi et al., 2011).  
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As for the marketers, the country of origin concept, also 

referred to as the «made-in» effect, emerges as a pertinent 

tool of shaping consumer's behavior and preferences as for 

the buying process. This concept holds with the idea that the 

customer's attitude towards this or that product is 

inadvertently influenced by the way he perceives the 

country of good's origin.  

 RELATIONSHIP BETWEEN COO AND  

PRODUCCT PURCHASING  DECISION  

COO effect can be in support of the country or 

against it and it affects the buying decision making (Elliott 

and Cameron, 1994: 55). Gurhan-Canli & Maheswaran 

(2000: 101)point out that there are COO effects on the 

consumer evaluations of the product and also affect the 

related decisions to purchase the product or to not. Also, 

(Baker & Ballington, 2002:158), they have recognized the 

COO directly affect consumers’ perception of product 

quality, attitudes, behaviors, and purchase intention. Among 

the other factors, an important factor that influences the 

customer decision-making process is COO (O’Cass and 

Lim, 2002). Researchers have proven that COO influences 

decision making and also product assessment (Solomon, 

2004). Those researchers explain that the customer’s 

decision making to buy any product based on the location, 

where the product was “made in” (Laroche et al., 2005). 

There are different reasons that purchasers utilize the 

country of origin of beginning as a wellspring of assessing 

products. First, because of the rapid growth of globalization, 

consumers tend to evaluate products based on their COO. 

The second reason is, due to the increasing amount of 

information about products and their complexity; consumers 

have to rely on the home country of a product in their 

purchasing decisions. 

III. The RESEACH AIM 

This paper aims to discover and understand the 

relationship between countries of origin (COO) and evaluate 

products and buying decisions from the point of view 

Libyan customers. 

IV. THE  SCOPE and  METHODOLGY  

The scope of this study is the Libyan citizens that over 

18 years and living in Tripoli - Libya. In this paper, a 

questionnaire was conducted to obtain information about the 

relationship between country of origin and purchasing 

decision. The questionnaire was sent to 600 persons in 

Tripoli. We received 576 questionnaires that were filled out 

completely and properly (95%). but canceled 6 (1%) 

questionnaires of respondents who had indicated that they 

knew nothing about the country of origin and 24 (4%) 

questionnaires did not return. Thus, the number of 

questionnaires remaining is 570 questionnaires.   The 

questionnaire designed to five scales Likert style such as 

strongly agree,  agree, neither, disagree and strongly 

disagree. 

 

V. THE RESEACH  MODEL 

There are two variables in the model that are the 

perspective of the country of origin, buying decision. The 

relationship between COO and buying decision variables in 

this research will be examined. As shown in (figure 1) 

 

 

 

 

Figure1. Model of Study 

 

VI. RESEACH HYPOTHESES 

In recent years, there has been an increasing interest in 

the country of origin and how is the country of origin impact 

buying decision. Therefore, there are a lot of studies 

explained the relationship between the country of origin and 

buying decision making and scientists have demonstrated 

that.(Elliott and Cameron, 1994:55) reported that COO 

“COO effect can be in support of the country or against it 

and it affects the buying decision making”. Besides, 

(Gurhan, and Maheswaran, 2000:101) reported that the 

country of origin is the range to which the industrialization 

place affects the consumer’s valuation of the product and 

also affects decision making to buy the product or do not. 

Studies explained that consumers in the whole of the world 

use COO as a factor in product evaluation and buying 

decision making ( Supanvanij and Amine, 2000). According 

to the above studies suggests that country of origin is the 

most important factor impact on evaluation products and 

buying decision making. Therefore, the hypothesis of this 

study is there is a relationship between the customer 

perspective of the country of origin and their making buying 

decision. 

VII. DATA ANLYSIS 

 Reliability 

 The reliability test intends to determine the 

consistency of measuring instruments in use or in other 

words the instruments have consistent results when used 

repeatedly at different times. Küçük (2016, pp 232) stated 

that the Alfa model Cronbach alpha coefficient was used to 

test the reliability of the scale. This coefficient, which takes a 

value between 0 and 1, is called the Alfa coefficient. 

Depending on the alpha coefficient, the reliability of your 

scale is interpreted as follows 0,40 > α ≥ 0,00 the scale is 

not reliable, 0,60 > α ≥ 0,40 the reliability of the scale is 

low, 0,80 > α ≥ 0,60 the scale is highly reliable and 1,00 > 

α ≥ 0,80 scale is a very reliable measure at a high level.  

Table 1: Reliability statistic 

Variable 
Cronbach's 

Alpha 

Customer Perspective of the 

COO and Buying Decision 
0,832 

 

Table1 and the results obtained from SPSS show us the 

Cronbach's Alpha was to be above 0.80 (0,832) which mean 

its high reliability. 

 Factor Analysis and Findings 

Perspective of 

the Country of 

Origin 

 

 

Buying Decision 
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 Factor analyses were performed in the study as all 

criteria required were full filled by the study.  All the 

variables were recorded on a 5-point Likert scale with 1 

being strongly disagreed and 5 is strongly agreed.  The factor 

In this study is the relationship between country of origin and 

product buying decision. Table 2 showed the statistics related 

to the exploratory relationship between customer country of 

origin and product buying decision factor and factor loads 

represented by the participants. 

Table2.the factor analysis the relationship between country 

of origin and product buying decision 

 

Factors and Variables 
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1- do you think there is a 
relationship  between  

country of origin and 

product buying decision 

==== 3,935 68,643 4.15 

2-You feel that it is 

important to look for a 

country of origin information 
when deciding which 

product to buy 

 

0,416 

 

==== 

 

==== 

 

3,78 

3-If you have little 

experience with a product; I 
search for country-of-origin 

information about the 

product to help me make a 

more informed decision. 

 

0,701 

 

==== 

 

==== 

 

3,24 

4-You refuse to purchase a 

product without knowing its 

country of origin. 

0,765 ==== ==== 4.50 

5-When you are buying a 
new product, the country of 

origin is the first piece of 

information that you 
consider. 

0,743 ==== ==== 4.00 

6-To seek COO information 

for inexpensive products is 

not as important as it is for 
expensive products 

0,564 ==== ==== 3,45 

7- When you are thinking 

about certain products, a 

certain country  comes to 

your mind immediately 

0,692 ==== ==== 3.55 

8-Consumers are not willing 

to pay a higher price for a 
product without knowing its 

COO. 

0,753 ==== ==== 3.00 

9- you look for country-of-
origin information to choose 

the best product available 
0,686 ==== ==== 4.22 

10- If a country has a good 

reputation in one product 
category, this will have a 

positive influence on the 

reputation of other products 
from the same country. 

0,544 ==== === 4.88 

 

 We can see the mean value was M = 4.15 which 

scored higher than 3.00 which means that the level of 

evaluation of the sample members of the study of the 

variables of COO and the decision to buy the degree of 

(high) from participants. The above table shows us the 

average variance extracted (AVE), which is used to measure 

convergent validity.AVE = 68,643 is acceptable, which is 

greater than 0,5; in other words, the construct explains over 

50% of the variance of its items. Eigenvalue was 3,395 and 

factor loads were above 0.40, the scale was also found to be 

reliable. So that the scale is reliable and valid; it was decided 

that it could be used in scientific research and analysis. 

 PEASON CORRELATION CORRELATIONS 
ANALYSIS 

 Correlation: is the analysis tool that shows the 

relationship between the two variables in proportion to the 

level and direction of the relationship. Correlation, the 

correlation of  scales is interpreted as follows, r > 0,80 the 

scale is very strong relationship, 0,60 < r < 0,80 the 

correlation of the scale strong relationship, 0,40 < r < 0,60 

the scale indicter there are relationship between variables 

,0,20 < r < 0,40 scale is a weak relationship  and  r < 0,20  

there is no relationship (Küçük, 2016,pp 249-250).  Thus, the 

Pearson correlation is used in this study to find the 

relationship between some different variables. 

 

Table 3. Explain the correlation between the relationship 

customer perspective for the country of origin and product 

buying decision 

 
Customer 

perspective 
of COO 

Evaluating 
the product 
and buying 

decision 

Customer 
perspective 

of COO 

Pearson 
Correlation 1 

- 
570 

.570
**

 
.000 
570 

Sig. (2-tailed) 

N 

Evaluating 
the product 
and buying 

decision 

Pearson 
Correlation 

.570
**

 
 

.000 
 

570 

1 
 
- 
 

570 

Sig. (2-tailed) 

N 

 

 The results of table3 showed that the values of the 

Pearson Correlation between the customer perspective and 

evaluating the product and buying decision was at positive 

indicators at (P = .000 < .01) significance level. The result 

of testing the relationship between the customer perspective 

of the country of origin and evaluating the product and 

making buying decision the Pearson Correlation value was 

0,564 which indicates positive correlation at a level of 

significance (P = .000 < .01). This means there is a good 

relationship between the customer perspectives of COO and 

making a buying decision, consequently, this result 

contributes to the acceptance of the hypothesis. 
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  HYPOTHESIS  TESTING  

 
Table 4 Show testing hypotheses by one sample test      

(t-test) 

Model 

Test Value = 0 
95% Confidence 

Interval of the 

Difference T 

 

Df 

 

Sig. (2-

tailed) 

Lower Upper 

Customer 

perspective of 

COO and 

Evaluating the 

product and 

buying decision.  

89.207 563 .000 18.79 19.63 

 

The result of testing the hypothesis: From the above 

table, we can see the value of statistical significance was (p-

value = 0.00), it is the lowest than standard scales (p = 0.0> 

0.05) this means that there is a significant statistical effect at 

the level of (p = 0.0> 0.05). According to the above results, 

the null hypothesis was rejected and accepted the alternative 

hypothesis H1 (There is the relationship between customer 

perception of the country of origin of products and their 

making buying decision making). 

 

VIII. DISCUSSION 

 

Demographics of the samples, demographics of the 

samples are categorized into seven categories; Nationality, 

Gender, Age, Marital Status, Education level, Occupation, 

and Income. A total of 564 Libyans participated in this 

survey, from which 256 (45 %) were females and 314 (55 

%) were males. The largest age group represented by 

respondents consisted of 29-39-year-olds while the smallest 

age cluster represented by respondents consisted of over 61 

years. While the majority of respondents were from married 

(325-57%) and the smallest group (29-5%) of the 

respondent was from widowed. Also, most respondents had 

already a Bachelors's degree from the University (290-

50.87%). Whilst, the smallest group (25- 4.4%) of 

participants had not to go to school. the majority part of the 

respondents was a worker as an employee (350 persons- 

62.6%) while 34(6%) persons were students. From a sample 

containing 570 respondents, 288 persons (50.5%) earned the 

income which is between 500 to 999 LYD. While the 

smallest group of respondents (62-10.8%) earned more than 

2000LYD. this variety in demographics data gives more 

credibility to this study. 

 

In recent years, there has been an increasing interest in 

the country of origin and how is the country of origin impact 

buying decision. Therefore, there are a lot of studies 

explained the relationship between customer country of 

origin and product buying decision. 

 

 By analyzing the results of the questionnaire most of the 

respondents believed the COO is important information 

when they are deciding to buy products. So, the results 

showed, the around 250 (43,9%) of respondents agree and   

118 (20.7%) of respondents strongly agree and around 

45(7,9%) strongly disagree and 105 (18,4%) disagree; they 

believed the COO is not important information when they 

are deciding to buy products. On the other hand, there was 

52(9.1%) respondent who remained neutral to this question. 

but the majority of the respondents 368 (64.6%) they have 

believed the COO is important information when they are 

deciding to buy products and they used COO to help them to 

buy products, particularly when they have little experience 

with this product. Besides, more than fifty percent of 

respondents 322 (56,49%) do not buy products without 

knowing its country of origin. As a result of the SPSS 

analysis, Also,   the mean value was M = 4,15 which scored 

higher than 3.00 that is mean that the level of evaluation of 

the sample members for the relationship between COO and 

the decision to buy the product was a high degree that from 

point of view of participant's. in additional, AVE = 68,643 is 

acceptable, Eigenvalue was 3,395 and factor loads were 

above 0.40, the scale was also found to be reliable and the 

Cronbach Alpha value was 0,832.in the study, the Pearson 

correlation coefficient between the customer perspective of 

COO and evaluating the product and buying decision was 

0,564 which indicate positive correlation at a level of 

significance (P = .000 < .01) Which mean there is a good 

relationship between the customer perspectives of COO and 

making a buying decision, consequently, this result 

contributes to the acceptance of the hypothesis. According 

to t-test results the p-value = 0.00, it is the lowest than 

standard scales (p = 0.0> 0.05) this means that there is a 

significant statistical effect at the level of (p = 0.0> 0.05).  

Therefore, the null hypothesis was rejected and accepts the 

alternative hypothesis (There is a significant relationship 

between customer perception of the country of origin of 

products and their making buying decision making). All 

these indicators and previous studies support the hypothesis.  
 

IX. RESULT 

The main aim of our study was to investigate if the 

country of origin perspective (Made in Turkey) has an 

impact on Libyan customers. The present study has reached 

up to the following results: 

  

 The majority of the study sample is male and 

young, with a good level of education, and with an 

acceptable income. 

 Country of origin is not a new concept, the concept 

of COO of products dates back to world war I. 

 The study results indicated that the country of 

origin in Libyan consumers’ buying behavior is of 

key importance. 

 The study result shows the Libyan consumers 

refusing to buy new products without knowing its 

source (COO). 

 There is a significant relationship between 

customer perception of the country of origin and 

making buying decision. 

 Through the statistical processing and correlation 

coefficient test, and testing the hypothesis of the 

study, the hypotheses were accepted. 
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X. SUGGESTIONS 

According to the results obtained in this study, some 

recommendations can be made that can help the companies 

to take advantage of the impacts of the country of origin on 

the trends of customers towards its products in the Libyan 

market. The researcher has proposed the following 

recommendations: 

 The impact of the country of origin of the product on 

customer attitudes is one of the main factors influence the 

Libyan customers on his evaluating for products and 

making the buying decision or not. Therefore, 

international companies including Turkish companies that 

wish to enter the Libyan market should take this factor 

into consideration. 

 

XI. FUTURE STUDIES 

Future studies should also investigate the specific 

products from specific countries and their influences on 

Libyan consumers as well as other developing economies. 
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