2232715 
Table of Contents
Working Title:	3
A study on the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers.	3
Executive Summary	4
1	Introduction	5
).	5
1.1 Problem statement	5
1.1	Research Questions	6
1.2	Objective of study	6
1.3	Theoretical frame work	7
1.4	Value of research	7
2	Literature review	8
2.1	Country of Origin (COO)	8
2.2	Country of Origin and Product evaluation	8
2.3	Product Knowledge	9
2.4	Patriotism	11
2.5	Media Influence	12
2.6	Stereotype Policy	12
2.7	Brand image	13
2.8	Brand association	13
2.9	Communication messages	13
2.10	Resale	13
2.11	Proposed Model	14
	14
3	Research methodology	15
3.1	Research approach	15
3.2	Research design	15
3.3	Research strategy	15
3.4	Sampling	16
3.5	Data collection method	16
3.6	Measurement of constructs	17
3.7	Data analysis method	19
3.8	Limitations	19
3.9	3.9 Questionnaire	20
4	Data Analysis	23
4.1	Introduction	23
4.2	Demographic Factors:	23
4.2.1	Gender	23
4.2.2	Age	24
4.2.3	Monthly Income	24
4.2.4	Level of Formal Education:	25
4.2.5	Ordering Chinese Products	25
4.2.6	Rate of Chinese Products	26
4.2.7	Lenovo Products	26
4.2.8	Recommending Lenovo Products	27
4.2.9	Purchasing Chinese Products	27
4.2.10	Omani Products vs. Chinese Products	28
5	Discussion	29
5.1	Introduction:	29
5.2	5.2 Discussion:	29
5.3	Research Limitation and Future Research:	30
5.4	Recommendation:	30
5.5	Conclusion:	31
6	Chapter scheme	32
7	Time frame	33
8	References	34

[bookmark: _Toc438530763]



[bookmark: _Toc445832765]Working Title:
[bookmark: _Toc438530764][bookmark: _Toc445832766]A study on the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers.












[bookmark: _Toc445832767]Executive Summary
The word ‘COO’ which is country of origin conveys important information about a product and a brand, and this can influence consumer preference. ‘COO’ refers to the manufacturing aspect of the origin of a product. It is often related to legal certifications, the technologies involved ingredients and techniques as well as work ethics and safety standards. ‘In’ refers to the provenance and the geographical dimension of origin such as the location of the manufacturing process and the source of ingredients. ‘COO’ therefore conveys information and associations that are both tangible and intangible, rational and emotional. Depending upon the associations and perceptions of the location or country that follows the term, COO greatly affects perception of products, goods or brands.  The reputation of a country and the relationship between the product and the country’s expertise was originally the ultimate reason to buy the product. 
Consumers understand that legal and safety issues are equally as important. In today’s world, consumers need to trust COO affect when it is ordering and taking purchase decision. This research will discuss how Omani customers perceive Chinese electronic products and how it impacts further their product evaluation. It will be interesting to know the factors which are influencing Omani customer when buying Chinese electronic products. 
The present study is perhaps a maiden attempt to know and find out the various factors influencing the product evaluation for Chinese electronic products by Omani customers. The study is descriptive in nature and has quantitative research strategy. The data collection will be though convenience sampling method. Target sample is 200 respondents and survey method will be used to collect questionnaires. Data analysis will consist of correlation and regression.  The findings of the study will help to give recommendations to the companies which are dealing with Chinese products and also to the Chinese firms that how they can enhance the product evaluation of Chinese electronic product positively. 

Keyword: Chinese electronic product, COO, Oman



[bookmark: _Toc445832768]Introduction
[bookmark: _Toc445832769]The increase in business globalization and emerging markets has complicated the COO phenomenon. International operations of a business today may involve the design of products in one country and the manufacture and assembly process may take place in another, using raw material or parts from worldwide locations. Furthermore numerous studies confirm that a product’s COO is used as an extrinsic cue in consumers’ product evaluation (Cordell, 1992).  Research suggests that the COO cue directly influences consumers’ brand and product quality evaluations. There are several variations but, broadly, perceived product quality is defined as consumers’ evaluation of a product’s overall excellence and superiority (Chryssochoidis, Krystallis & Perreas, 2007).

The focus of COO research over time moved from evaluating differences in product evaluations and preferences based on just the COO of a product (i.e. Italy, Japan, USA)  to trying to measure the country of origin image (COI) (Roth & Dimantopoulos, 2008).  These perceptions or images of a country can influence consumer purchase processes either positively or negatively (Kumara & Canhua, 2010), hence it will be interesting to understand and study the effect of country image of china on Omani customers as the retail market if full of Chinese products. 

[bookmark: _Toc445832770]1.1 Problem statement
Lenovo is facing a great problem in sale division in Sultanate of Oman. Its expected sale is reduced from 1M rial per annum to 50k rial per annum in most of its outlets in Oman. Omani people has started buying other brands. Lenovo has manufacturing units in many countries. One of its manufacturing unit is in china and Lenovo is importing its stock from china to Oman. Manufacturing from china is cheaper than other Arab countries. Every manufacturing unit has its country of origin label which is posted on every device. Lenovo company is seriously concerned about that facts. Before importing from China, Lenovo was importing its Cell phone from Japan and USA but importing from both were adding cost and became more expensive that’s why they started manufacture from China mostly and export from there to all Arab countries nearby to minimize the product cost to provide low price mobiles to Arab customers, but suddenly within weeks, its sales has started decrease and now it is facing most darkest period of his sale in Oman.   

[bookmark: _Toc445832771]Research Questions
The aim of this research is to investigate the COO effect on Omani consumers’ evaluation of Chinese electronic product. To achieve the research purpose a review of the COO literature will be conducted and following research questions are developed: 
1. What is the country image of Chinese products held by Omani consumers? 
2. Do Omani consumers have any stereotypes about China? 
3. To what extent does Omani consumer ethnocentrism influence the selection of electronic products?
4. How important is COO in Omani consumers’ evaluations of electronic product with the importance of price and quality? 
5. To what extent does country of origin influence consumers’ product evaluations?
6) To what extent does the level of involvement affect the relationship between country of origin and consumers’ product evaluation? 
[bookmark: _Toc445832772]Objective of study
There are certain objectives for this report which will discuss in detail. Some of these objectives are discussed below;
1. To study and analyze the country of origin effect on Omani customer product evaluation 
2. To analyze the source country of Lenovo products has what kind of image in mind of Omani customer?
3. Another object for this study is to indicate the quality perception of Mobiles in people’s mind in Oman. 
4. Another object of this assignment is product evaluation of China manufactured products with perception of Omani people. 

[bookmark: _Toc445832773]Theoretical frame work
In recent ages international market is glowing well because there are many business organizations are trying to expand their business globally and internationally. It has created a competitive environment in international market. Many business are launching their business with new ideas and offering different solutions for clients to attract their attention by any means. Oman is a developing country and there are more chances for growing of any business and that’s why many companies are trying to open their franchise or business in Oman. For every product Omani customers have many substitutes. 
According to Park J (2002) every client has different purchase intention. It is difficult to say same phenomenon for all customers of same culture. Many scholars has define it as” what we think better, we will buy that” attitude diversify customers from each other. Another research show that any product which is advertised more can be sold more. It create a likelihood for that product and clients feel familiar with that product. in this way product selling chance increases rapidly.

[bookmark: _Toc445832774]Value of research 

It is very important to study the COO image and its potential effects on consumers’ product evaluations. In this case evaluation is made by gathering attitudes of Omani consumers towards Chinese electronic product.  Another important aspect which will help in understanding aim is to examine which of the given product features Omani consumers generally consider important and if they find these qualities well represented by Chinese electronic products. The main motivator behind this research is to find out if electronic products with Chinese COO have a good reputation which might explain the observed increase/decrease of Omani consumers.  This study is also beneficial for Chinese companies with an aspiration to increase their sale in Oman and help to establish good relationship between two countries. 
[bookmark: _Toc445832775]Literature review
[bookmark: _Toc445832776]Country of Origin (COO) 
The research regarding the COO concept was introduced in Schooler’s (1965) study, since then it has been a widely explored topic and generated numerous of studies and interest (Herz and Diamantopoulos, 2013). Testifying to the importance of the concept, International Marketing The original view of COO descends from the impact of manufacturing origin in consumers’ product evaluations. However in modern days, several studies have started to question the concept, whereby they argue that manufacturing origin is not as important as it once was (Samiee, 2010). Further, Usunier (2011) explains that consumers still perceive product cues related to origin, rather than manufacturing origin or “made in” labels, which are no longer a salient cue in consumers’ product evaluations. Consequently, more scholars have started to provide support for the notion that COO research is under evolvement and that the concept still is not completely understood (Magnusson et al., 2011)

[bookmark: _Toc445832777]Country of Origin and Product evaluation 
Consumers face numerous judgements and decisions every day and each of these evaluations is dependent on the information and knowledge the individual possesses regarding the specific context (Kruglanski and Webster, 1996; Andersson et al., 2015). One of the key factors in the decision making process comes from consumers’ product evaluation (Martín and Cerviño, 8 2011). Bloemer et al. (2009) explains that in previous research of COO it is recognized that consumers’ decision-making and product evaluations derives from what is referred as a cognitive process (Bloemer et al., 2009). The cognitive process is essentially built up by the consumers’ interpretations of a product's different informational cue, which is what consumers then rely on when making a product evaluation (Westjohn and Magnusson, 2011). There are two types of cues that dominate the cognitive process, where some of them are extrinsic cues referred to as intangible product characteristics, such as price, brand name and COO, whereof other cues are intrinsic, which refers to attributes such as design, taste and performance (Grewal et al., 1994). It is argued that consumers’ tend to resort to extrinsic cues on daily basis in the decision-making process since it may be more difficult to interpret intrinsic cues before a purchase (Elliot and Cameron, 1994). It is also acknowledged that extrinsic cues such as COO could work as a cognitive shortcut that consumers rely on when intrinsic cues are not accessible, but also as a tool to accelerate the product evaluation process (Westjohn and Magnusson, 2011). According to research conducted by Dagger and Raciti (2011) and Yasin, et al., (2007) it is important to notice that the COO effect works involuntary and instinctive on people’s product evaluation process. The effect is apparent and in an extensive literature review done by Rezvani et al. (2012) it was shown that even when consumers can evaluate all the intrinsic product characteristics by experiencing the product, the effect of extrinsic cues tend to have more influence on consumer product evaluation. Additionally, consumers’ faces several perceptual cues (intrinsic and extrinsic) each day and tend to simplify all the impressions in predetermined patterns and stereotypes (Magnusson et al., 2011). 
Likewise, the categorization theory explains the same patterns and in such context claims Martin and Cerviño´s (2011) research that consumers’ often put brands in different categories that they in some way or another find related to each other. The categorization function as a way for consumers’ to bypass overwhelming amounts of impression, making the response often based on only a few key features (Magnusson et al., 2011). To describe this in theoretical terms, it exist a couple of different explanations on how extrinsic cues like COO affect consumers’ product evaluations (Bloemer et al., 2009). One of the explanations that have receive most attention according to Ghazali, et al. (2008) is the halo-effect, which is used when people have little knowledge and information about a product. The halo-effect works as an indirect proof, for example: people do not know a specific dishwasher from Germany but they know that Germany is a country with high quality products, so although they are not familiar with the brand, they 9 evaluate it positively (Rezvani et al., 2012). This tends to be common when the information cues are assumed to be limited but can also play a considerable role in customer evaluation when choosing from a wide range of products (Rezvani et al., 2012 and Laroche et al., 2005).

[bookmark: _Toc445832778]Product Knowledge
Cowley and Mitchel (2003) has described in their literature review that knowledge about product has a certain importance in customer purchasing behavior. Brucks (1985) has describe product knowledge as old memories and experience of other people is known as product knowledge and mostly customer try to buy those things which are present or familiar in their mind already instead of trying new experience. Another researcher said that product knowledge is a triangle of relationship of customer knowledge, with recognition of product as well as good experience or confidence about that particular product. Scholars divide product knowledge into three parts. 
i. Perceived knowledge
ii. Object knowledge
iii. Experience based knowledge
Alba (1987) has discussed product knowledge issue and divided into two main categories. One is called familiar and other is expertise with products. According to him expertise product knowledge help the customer to carry out the product in a successful manner while familiarity is defined as it is experience of customer of related products. As discussed about most of clients use familiar approach to purchase any product.
Lee (2009) has described his theory about product knowledge and he discussed that expertise with product knowledge has more effect on client to purchase good product, because if client have product knowledge, he will buy definitely good thing and he don’t have enough knowledge then he will go to buy any stereotype products easily because mostly other people are doing same and this Jhonson theory will attract more clients to buy that particular product with reference of familiarity. Hanzaee (2011) has divided product knowledge into three parts which are brand knowledge of that particular product, knowledge of that product attribute and experience about that particular product. Customer product knowledge can be measured in following ways, it is better to take a survey of customer in particular market before launching any product there. These methods are given below;
i. Customer information is necessary that how much his knowledge about technical specification about products.
ii. It is necessary to find out which products and companies already set in their mind. 
iii. Total experience of buy same kind of product. 
When any customer is going to buy any product and he saw many substitutes he will do information search to find data about all products available. next step was to process the gathering data and take decision to buy any particular product.
[bookmark: _Toc445832779]Patriotism
Another factor which need to be considered in terms of country of origin studies is known as patriotism. It is actually derived from political literature and international business. As per given scenario Lenovo product’s sale is disturbing and decreasing in Oman after manufacturing its mobiles from china. Patriotism seems to be main reason for sale decreasing. Omani people like Lenovo brand but when they see it is manufactured from china, they don’t want to participate to give profit or any benefit to china because they assume that china products are unreliable. Instead of that they use Lenovo mobiles made from any other country of the world. 
Adorno (1950) has divided patriotism into two categories. One is called Ethnocentric and other is called healthy patriotism. According to him when any customer believes in buying his favorite country product by aiming to give maximum profit to that country, that customer is known as ethnocentric customer. On the other hand, when any client just buys any product without pointing any other country product, that customer is known as healthy customer. 
Waston in (2006) has researched that when any customer loves his country very much and find out there are not any products which can fulfil its need then he will buy products from such a country who have same culture as his beloved country. Yeong (2007) discussed that people with high patriotism have negative reaction for foreign investment. 
A recently study has discussed that brand name also effected with country of Origin. When customer see any branded product from made in china, and same brand product from made in Italy, he will definitely go for Italy product. Researchers have failed to identify that facts which arouse customer intension to buy from developed country instead of buying from china. Haddock and Jacoby (1971) has discussed brand name and seller familiarity has keen importance in client perception. They argued that brand name serve as information chunk to help customer purchasing decision. 
Another perception about country of origin is difference of product attribute. when Lenovomobiles were built from Japan which were LePhones they were expensive, has rugged design, and crack-free software, as old Lenovo software but when it is manufactured in China, it changed its look, style, price and Andriod software which is not a safe and virus free software, hence it is also a reason to decrease in expected sale. Qualls (2010) has argued another factor which impact reduce the sale of Lenovo in Oman is marketing strategies. 
[bookmark: _Toc445832780]Media Influence
John (2010) has argued that if any manufacturing country has greater media influence, that can show better aspects of product like reliability, good service or durability of product with significance of brand name with luxuries feature of product. Unfortunately, china has already made many low standards mobile and tablets that were very cheap and people afraid of trusting any brand name which is already connected with China. Another argument is still under discussion that what is country of origin. Now a day many products has manufacturing plants in one country and these are assembled, stored and delivered from another company. Apple’s Iphone is one big example for that. Iphone and Mac accessories are manufactured in USA and assembled, stored and delivered from china throughout the world. Many companies manufacture their products from different countries and sale and launch their products under same brand name in other different countries. Lenovo has only manufacturing plant right now in China and all its cell phone components are made in china. 
[bookmark: _Toc445832781]Stereotype Policy
Stereo type include country of origin concept show “made in”  label has great importance in sights of  stereotype customers. For this type of customers, COO effects are not stable and their perception can change overtime about brand and products. Stereotype customers most probably love to buy local brand instead of buy brands products of other countries. Demographic factor in force customer to buy from local instead of purchasing foreign brands.  Roth (2009) has stated a counter policy for those stereo type customers, according to him, disguises the product with another country of origin or invoke customer favorite COO on product, like change the name of product according to that society and customers from that society would familiar with that name. Another part of that policy is to make price high because many customers think that high price products are good. Another point for this policy is to give distribution to already running and well known channel and they use their PR and company image to enhance the sale and distribution of that particular product. Last factor of Roth theory is good effective communication including proper marketing of that particular product will increase chance of more sale. 
[bookmark: _Toc445832782]Brand image
Martin Roll (2015) has discussed many factors which effect COO perception on customer mind. One from them is brand image. Lenovo introduced the first mobile internet digital home phone manufacture in history of cell phones. From 1984 it is serving with latest technology. now it is offering high tech mobiles but origin from china and it would be great advantage for it because it use cheap labor and parts and make cheap mobiles but with great quality and accessories. 
[bookmark: _Toc445832783]Brand association
Another factor which change the customer purchasing insight is brand association. Its means customer see the product or image that it is associate with whom? Lenovo already is a big name and it was running through IBM for last 30 years and it is adding more venerability in it by means of style, durability, and software updates in it. Lenovo is third in world to manufacture cell phone in the world. This brand association must impact largely insights of Omani people and it is necessary to introduce Lenovo with a unique perception and unique view to Omani people, so its sale may effective positively.  
[bookmark: _Toc445832784]Communication messages
Another COO effect which can make positive impact on customers is the way of communication with customers. Lenovo marketing strategy must not effective before launching its mobiles in Oman. china originated mobiles are also used in Oman but their proper marketing strategy has attract Omani customers to use those mobiles like LG and china originated Samsung mobiles. It is Lenovo who should represent himself in a better and effective way in Oman, so people must know very well about great features and great capabilities of Lenovo. When Lenovo mobiles were originated from Japan, people buy its cell phone with great interest but now it is originated from china and its origin of manufacture has force to think about its reliability due to image of china.
[bookmark: _Toc445832785]Resale
Another point of attraction for people to buy any brand especially cell phone is, its worth and resale value. Lenovo when manufactured in Japan, its parts were expensive but it worked for a long time and people use it without fear of damaging or losing their connection or communication any time. But when it is originated from china, its price become very low, and its parts are easy available and cheap, it make the Omani customers think that might be it is not good quality phone that why it is cheap and its parts are also cheap and available in every corner of Oman. 

[bookmark: _Toc445832786]Proposed Model
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[bookmark: _Toc445832788]Research methodology

[bookmark: _Toc445832789]Research approach 
A quantitative approach was applied in this thesis in order to statistically provide evidence for COO’s effect on consumers’ decision-making process, but also in order to see if the impact differed depending on the involvement of the product. By adopting a quantitative approach in this research it is possible to statistically explain the relationship between the different concepts since a quantitative approach aims to gather quantified numbers in order to get more accurate and generalizable results (Bryman and Bell, 2011). Despite the COO literature ambiguous result among researchers, it has been widely studied since its introduction in the 1960s (Pharr, 2005). Therefore it was argued that a deductive approach would be suitable to apply in this paper, since it is based on theory-testing from established theory or generalizations that aims to extend and confirm phenomenon’s in different contexts (Bryman and Bell, 2011). Moreover, the COO field has in recent years been under criticism for its biased methodological choices and one of the deductive approach advantages is to strive for objectivity in the research and minimize authors own thoughts and beliefs (Patel and Davidson, 2003).
[bookmark: _Toc445832790]Research design 
A research design involves the overall strategy for the different components of the study and that they are coherent and logical (Blaikie, 2009). A well-developed research strategy or plan can help researchers to answer its research questions. Moreover, a research design can have different directions depending on the objective and purpose of the research. It is vital to apply the most appropriate design in a study since it guides the entire process (Shukla, 2008). This research is of a descriptive design since its objective is to emphasize actual conditions in the environment and describe relations between the concepts studied. Bearing this in mind, the thesis can study actual conditions and behaviour of consumers’ without any manipulation of the environment. Since COO-contextual research is widely researched there is no need for an exploratory research for answering our purpose.
[bookmark: _Toc445832791]Research strategy 
It is vital to choose a suitable research strategy in order to be able to collect the most relevant data and answer the paper’s research questions (Bryman and Bell, 2011). In this paper, survey was seen as the best-suited method since it provides easily accessible quantitative results that can be generalized. It is also acknowledged that surveys is seen as one of the cheapest and fastest way to get collect information, that also provides a generalizable effect if scientifically valid (Fink and Kosecoff, 1985). Also, an advantage with this method is that the interviewer cannot impact the respondent with any personal subjective bias (Bryman and Bell, 2011). This is seen as especially important in this research as the field of COO research has been under criticism for producing biased method chapters, where the methods are in some way adapted for receiving the results the different scholars want (Usunier, 2011; Samiee, 2011; Magnusson et al., 2011). Therefore e.g semi-structured interviews, observations were excluded as they all have objective weaknesses. 
[bookmark: _Toc445832792]Sampling 
The sampling procedure for the survey will be non-probability sampling and the respondents will be chosen through a convenience sampling. This type of method is the least expensive and time-consuming method, which well reflected our limited time frame. A convenience sample is a technique where the respondents are selected because of their convenient accessibility for the researcher. Nonetheless, the credibility of this method has been questioned, where the most common criticism towards the concept is sampling bias and that the results does not represent the entire population due to the lack of randomness in the sampling procedure (Bryman and Bell, 2011). 
The respondents from 10 electronic shops in Muscat will be targeted. 100 respondents Omani customers with both genders will be targeted. 

[bookmark: _Toc445832793]Data collection method 

Data collection procedure is on a survey method and it was argued that this type of data collection method captured the descriptive purpose of the study most efficiently. The data collection will be through questionnaire. The data will be collected from 10 shopping centers which have electronic retail shops. The questionnaires will be collected during three different days in the week in order to strengthen the credibility of the study, due to the ambition to have as many random respondents as possible (Aczel and Sounderpandian, 2008). For instance it could be that respondents in one day could be very similar to each other and thus the motivation to collect data during different days in the week is preferred. 


[bookmark: _Toc445832794]Measurement of constructs 

	Construct 
	Statements
	Source 


	Country Image 
	1. Expensive/ inexpensive
2. Technically backward/ technically advanced
3. Mostly domestic/ mostly worldwide distribution 
4. Heavy industry/ light manufactured product 
5. Reasonably/ unreasonably priced
6. Luxury/ necessary items
7. Unreliable/ reliable 
8. Exclusive/ common
9. Modern/ conservative design
10. Handmade mass produced
11. High/ low quality 
12. More concerned with appearance/ performance
13. Inventive/ imitative  

	Jaffe & Nebenzahl (1984)

Liker scale from 1 to 5

	Customer Ethnocentrism 
	1. Omani people should buy Omani-made products instead of imports 
2. Only those products that are unavailable in Oman should be imported  
3. Purchasing foreign-made products is anti-Omani
4. We should purchase products manufactured is Oman instead of letting other countries get rich out of us 
5. There should be very little trading or purchasing of goods from other countries unless out of necessity  
6. Omani should not buy foreign products, because this hurts Chinese business and cause unemployment 
7. It may cost me in the long-run but I prefer to support Omani product 
8. Foreigners should not be allowed to put their products in our markets 
9. Foreign products should be taxed heavily to reduce their entry into Oman
10. We should buy from foreign countries only those products that we cannot obtain within our own country
	Shimp and Sharma (1987)

	Product belief 

	1. I like the quality of the product
2. The price is low priced than other brands
3. I trust the product
4. Product features are unique
	Laroche et al. 2005

	Product evaluations
	1. Willing-not willing to buy Chinese products
2. I would not be proud to own products of china  
3. Products of china are not for people like me
4. I know do not 
5. Know Chinese electronic products very well 
	Essoussi and Merunka (2007)

	Animosity
	5. China is not a reliable trade partner
6. China is taking advantage of the Oman
7. China has too much economic influence in the Oman. 
8. China is violating free trade at the expense of the Oman
9. I will never forgive China for not respecting the Oman’s positions.
10. China conducts business unfairly with the Oman
	Russell & Russell (2006)



[bookmark: _Toc445832795]Data analysis method 
It is vital to implement accurate data analysis tools in research since it will function as an instrument that will help researches to answer their hypotheses. The research is based on quantitative data analysis methods and in the process the statistical application SPSS will be implemented. Further, Kothari (2004) explains that it is essential to choose a data analysis method that is coherent with the purpose of the study, hence the data gathered from the questionnaires will be analysed into an SPSS file and a univariate summary of each variable will be presented using appropriate tables and graphs. To answer the research questions, relationships between variables will be tested using bivariate and multivariate statistical tests, including 
Chi-square tests, t-tests, analysis of variance, correlation, and regression analysis
[bookmark: _Toc445832796]Limitations
There is also some limitation for this study. There are many retail outlets and hypermarkets in Oman and visiting each one of them is very difficult due to time and financial constraints. Hence, the study will be restricted to Muscat region. 






[bookmark: _Toc445832797]3.9 Questionnaire 
[bookmark: _Toc364614273]Questionnaire
Dear respondents, I am Final Year student of Bachelor of …………………………..                                                     I am conducting a survey to study the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers. . I kindly request you to answer the questions in the brief survey below. Your response will be completely anonymous, where this survey is meant for academic purpose only. It will take about 5 minutes of your time in order to complete this survey.
Thank you for taking the time to participate in this study.
Section A (General questions).
1. Please indicate your gender:

     Male 
     Female

2.  Please indicate your age:
         25-30 years old 

         30-35 years old 

         35-40 years old
         
         Above 40 years old

3. What is your average monthly income?
            $500 - $1000

            $1000 - $1500

            $1500 - $ 2000

            $2000 - $ 2500
                 
            More than $2500

            


4. Please indicate your highest level of formal education completed:
            Grade 11 and below

            Grade 12

             Diploma (s) / Certificate

             B-Degree

             Post-Graduate Degree

Section B:

In this section please answer the questions by choosing “Yes” or “No”

5.  Have you ever ordered Chinese products?

Yes 
 No 

6. Would you rate Chinese products as excellent products?
  
   Yes           
    No
 




7.  Are you satisfied with Lenovo products?
  
 Yes 
  No
  

8. Would you recommend Lenovo products to a friend?

Yes 
 No 

9. Will you use or purchase Chinese products again?? 

Yes 
 No 

10. Would you buy products that made in Oman rather than those which are imported from China?

Yes 
No


Thank you for the participation in this study, your time and opinions are highly appreciated.





[bookmark: _Toc445832798]Data Analysis 

[bookmark: _Toc444377492][bookmark: _Toc445832799]Introduction 

This chapter shows the results of the data which obtained from the respondents; as well as, the main purpose of this research is to identify the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers. A primary research was conducted through survey questionnaire in which the results of the survey will be explained as we go further into the research. Furthermore, the total number of the questionnaires which were distributed to the respondents is 100, where all the all of them received. Thus, the respondent rate of the questionnaire is 100%.

[bookmark: _Toc392203044][bookmark: _Toc392203405][bookmark: _Toc392244126][bookmark: _Toc418433215][bookmark: _Toc419808571][bookmark: _Toc444377493][bookmark: _Toc445832800]Demographic Factors:

[bookmark: _Toc392203045][bookmark: _Toc392203406][bookmark: _Toc392244127][bookmark: _Toc418433216][bookmark: _Toc419808572][bookmark: _Toc444377494][bookmark: _Toc445832801]Gender
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The respondents of the questionnaire were 100, where 57 male and 43 female customers, who buys Chinese products as it is showed in the above table and graph. 
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In terms of age 45% of the respondents are within the age 25-30 years old, 30% are within the age of 30-35 years old, 23% are within the age of 35-40, and 2% of the respondents are above 40 years old.
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As it shows in the graph above, the majority of the respondents (at 31%) have a monthly income of $1500- $2000, while 29% of the respondents have a monthly income of $1000- $1500. Part of that, 17% of the respondents have a monthly income of $2000- $2500; however, 15% of them have a monthly income of $500 - $1000. Also, the minority of the respondents have a monthly income more than $2500.
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In terms of education level 36% of the respondents are degree holders, 26 % of them have certificates/diploma, whereas 18% of the respondents are Post-Graduate degree holders. As it shows in the graph and table above 14% of the respondents are high school graduates, while 6% of the respondents have Grade 11 and below. 
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In the above graph, the majority of the respondents (at 70%) answered with “Yes” that they order Chinese products, while 30% of the respondents answered with “NO”.
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In the above graph, 68% of the respondents answered with “Yes” that Chinese products are excellent products; however, 32% of them answered with “NO”.
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As shown above, 69% of the respondents answered with Yes that they are satisfied with Lenovo products, while 31% of the respondents answered with “NO”. 
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As it shows above, 68% of the respondents answered with “YES” that they would recommend Lenovo products to their family and friends, while 32% of the respondents answered with “NO”.
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As it shows above, 64% of the respondents answered with “YES” that they will purchase Chinese products again, while 36% of the respondents answered with “NO”.

[bookmark: _Toc445832810]Omani Products vs. Chinese Products 
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As it shows above, 62% of the respondents answered with “YES” that they would purchase products that made in Oman rather than purchasing those which made in China, while 38% of the respondents answered with “NO”.
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In this chapter, the findings of the research will be discussed based on the literature review, where the objectives of the study were to identify the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers. Part of that, this chapter consist of four main parts namely, introduction, discussion, research limitation and future research, and recommendation and conclusion.
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The main purpose of the study is to identify how the country of origin has an impact on electronics products evaluation. Furthermore, the result of the research has showed the country of origin has a great impact when it comes to assessing the electronics products by the Omani customers. As well as, the result of the study has proven that the researcher achieved the main objectives of this research which are: 
1. To study and analyze the country of origin effect on Omani customer product evaluation 
2. To analyze the source country of Lenovo products has what kind of image in mind of Omani customer
3. Another object for this study is to indicate the quality perception of Mobiles in people’s mind in Oman. 
4. Another object of this assignment is product evaluation of China manufactured products with perception of Omani people. 





Based on the results of the questionnaires which have been conducted 10 electronic shops in Muscat, where the majority of the respondents (customers) were agreed the country origin of the product has a great impact on customers’ evaluation and their perspective about the product. This is supported by Nagashima (1977) &Wall and Heslop (1986), where they stated that: COO influences consumers‟ product evaluations, but the difference in opinions mostly concerns the magnitude of the influence. Some authors consider origin bias to influence all products in general
[bookmark: _Toc392203071][bookmark: _Toc392203432][bookmark: _Toc392244153][bookmark: _Toc418433239][bookmark: _Toc419808586][bookmark: _Toc444377508][bookmark: _Toc445832814]Research Limitation and Future Research:

This research was limited to only Chinese products, where the future research can be focused broader by targeting foreign products in general and how each country image affect the Omani customers’ evaluation of those products. By focusing on all foreign products, the research will enhanced. In the research methodology the data was analyzed by using SPSS with tables, graphical pie charts, and bar charts. The researcher used SPPS software because it considered being one of the professional methods of data analysis; as well as, it reliable method which can be applied to any research. 
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This study focused on the Omani customers, and it based on their perspective which limit the research to one side perspective. Other nationalities perspective can be taken in the future research, so the study can show both perspectives. This research is based on Omani customers where local people perspective is totally different from those who are from other countries. Focusing on both local citizen and foreigners who live in the country will give different perspective and comparing, which will enhance the research in the future. 
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The study was to determine whether the country of origin has an impact on Omani customer product evaluation; as well as, the type of image that the Omani customers have in their mind about the source country of the product such as Lenovo products. Also, the impact of the quality perception of the Omani customers on their assessment of the Chinese products.
 As well as, this study look into the relationship between the country of origin COO and the Omani customer product evaluation. Furthermore, this study involved checking out the previous studies which has been conducted about the impact of country of origin (COO) on electronic product evaluations: Chinese products in the mind of Omani customers. The finding of this research shows that there is relationship between the COO which was mentioned earlier and customer product evaluation. 
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Chapter 1 - Introduction 
Introduces the topic by highlighting the COO concept together with additional constructs. Continues with problem discussion, purpose and RQ. 

Chapter 2 - Literature Review 
This chapter provides a literature review of research and science that function as a framework for understanding and analysing the COO construct. Conceptual Framework will also be developed and form the basis for  hypothesis testing. 

Chapter 3 - Methodology 
In the methodology chapter the different methods was presented together with motivations for the selected choices in order to be as transparent as possible. 

Chapter 4 - Analysis and Results 
In this chapter the analysis and results are presented comprising demographic variables, correlations, regression-analysis and hypotheses testing. The discussion chapter aims to explain the relationship between the theoretical framework and past research combined with the empirical data and findings.

Chapter 5 - Conclusions and recommendation
This chapter presents the conclusion and contributions based on the previous chapters. Further, it will discuss the managerial Implications, Limitations and Further Research This chapter comprises the practical advices, weaknesses of the study and finally suggestions for further research that can evolve the literature.
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	Chapters 
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	Chapter-1
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	Questionnaire finalization 
	15th January, 2016


	Supervisors comments and follow up
	25th January, 2016


	Literature Review
	20th Dec 2015-30th Jan 2016


	Data collection 
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	Research methodology
	10th Jnauary-2nd Feb,  2016


	Supervisors comments and follow up
	3th Feb, 2016


	Data analysis and chapter 4 daft
	10nd Feb, 2016-10th March, 2016


	 Discussion , Conclusion ,  and recommendation
	5th March, 2016


	Draft report 
	6th March, 2016


	Supervisors comments and follow up
	8st March, 2016


	Final submission
	10th March, 2016
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