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ABSTRACT 

Globalization has ushered in new ways of doing business.  A product may be developed in 

country A, produced in country B, and sold in country C, and thus create greater value for 

investors, manufacturers, customers and other stakeholders.  However, the literature on country 

of manufacture and colonial mentality suggests that products made in countries less associated 

with business development and competitiveness are perceived to have lower quality and are 

expected to be priced lower than products made in more reputable countries. 

This study examines the association between country of manufacture and consumers‟ 

perceptions of quality and price of a Japanese brand of motor vehicle sold in Metro Manila.  The 

study uses Peter and Olson‟s (2006) model of Consumer Decision Making to analyze Filipino 

consumer perceptions of quality and price for vehicles identified as made in a) Japan, b) 

Thailand, c) the Philippines and d) no specified country.  (Japan, Thailand and the Philippines 

have different rankings in the 2010-2011 Global Competitiveness Report.) 

Findings suggest that country of manufacture does not influence Filipinos‟ quality and price 

perceptions of motor vehicles.  The conventional wisdom on colonial mentality may need re-

examination in an era of globalized manufacturing and marketing. 

INTRODUCTION 

Globalization has reshaped the ways of doing business.  Reynolds (2002) states 

that…“Globalisation…affects relationships in business and finance, between producer and 

consumer and between government and public.  These changes in social and commercial life are 

so profound that it is legitimate to speak of a global paradigm shift.”   

This shift has made business operations more complex with increased global 

competition.  Porter (1998) and Clow & Baack (2006) urge global companies operating in 

multiple countries to adopt a global approach to strategy i.e. selling products worldwide under 

their own brand names  and locating production and research and development facilities to take 

advantage of lower wages, market access and foreign technology.  This means that a product can 

be developed in country A, produced in country B and sold in country C to optimize value for 
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stakeholders.   

Marketers need to understand how globalization affects consumers.  Kotler & Keller 

(2006) suggest that consumers form attitudes and beliefs about products based on their country 

of origin.  Scholars also look into the effects of international operations on product perception by 

examining the country of brand, country of design and country of assembly/production.  Effects 

on products (in terms of quality, price, and brand image) and consumers (in terms of preference, 

intention and behavior) have also been explored. (Ahmed & d‟ Astons, 1999; Dullard, 1999; 

Balabanis& Diamantopoulos, 2004; Han 2006; Marelli, 2006).   

Related studies have been conducted on country of origin effects in the context of the 

Philippine market.  Most notable is the work of Averia, Cristoria, Deluria & Ortega (1985) on 

colonial mentality and its effects on buyer behaviour of Metro Manila residents.  Social Weather 

Stations studied beliefs of Filipinos about the quality of local and foreign products from 1993 – 

2002.  Both studies provided insights on country of origin and country of manufacture effects   

and prevailing beliefs among Filipinos regarding local and foreign products.   

Research Problem & Objectives 

This study examines the effect of the country of manufacture on quality and price 

perception, and the relationship of global competitiveness beliefs and quality and price 

perception.  We ask: Do consumer views of car quality vary depending on whether they are told 

that the car is produced in one country or another?  Are they willing to pay more for a car 

produced in one country versus another?  

Our research objectives are: (1) to determine if quality and price perception ratings differ 

among motor vehicles labeled as manufactured in Japan, Thailand, the Philippines and  where 

country of manufacture is unstated; and  (2)  to determine if customer beliefs about a country‟s 

global competitiveness influence quality and price perception ratings of motor vehicles made in 

Japan, Thailand or the Philippines   

Theoretical & Conceptual Framework 

Peter & Olson‟s (2004) Model of Consumer Decision Making illustrates the cognitive 

process in consumer decision making:  how information from the environment is processed, and 

how stored knowledge, meaning and beliefs affect consumer perception, intention and behavior.   

The model states that consumer‟s process information from the environment to develop 

perceptions, intentions and behavior regarding a product or service.  First, consumers interpret 

information through two related cognitive processes -- attention (identifying relevant and 

irrelevant information) and comprehension (determining the meaning of information by 

interpreting new information in terms of old knowledge, meanings and beliefs activated from 

memory, to create new knowledge, meanings and beliefs).  Once information is interpreted, it 

undergoes integration, during which knowledge is combined to evaluate two or more 

alternatives.  The outcome of integration is a choice of one alternative, represented cognitively as 

a behavioral intention.  (See Figure 1).   

In our conceptual framework, product information is checked against existing knowledge, 

meanings and beliefs in memory.  The combination of product information introduced through 

the environment and existing knowledge, meanings and beliefs stored in memory may influence 

new perceptions formed about the product.  It should be noted that our framework does not 

include the integration process since the study focuses on country of manufacture effects on 

perception, and stops short of making a choice between alternatives.  (See Figure 2).   
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Figure 1. Model of Consumer Decision Making Peter & Olson (2006) 

 

 
 

Figure 2. Conceptual Framework 

 

 
 

This study‟s operational framework uses three countries (Japan, Thailand and the 

Philippines) to investigate the effects of country of manufacture on consumers‟ perceptions of 

quality and price.  The effects of not mentioning country of manufacture are also investigated.   

Country of manufacture information and other product information are made available to 

the consumer through the product brochure.  The consumer interprets product information and 

retrieves relevant information from his/her memory, including beliefs about the country of 

manufacture.  The combination of product information (country of manufacture, styling, and 

features) introduced through the product brochure and existing knowledge, meanings and beliefs 

about the country of manufacture stored in memory may influence the quality and price 

perception ratings of the product. (See Figure 3).   

 

Figure 3. Operational Framework 
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Institutional studies like the Global Competitiveness Report published by the World 

Economic Forum help create knowledge, meanings and beliefs about the country of manufacture 

in consumers‟ minds.  The report rates the competitiveness of 139 countries using an index 

which looks into 12 pillars of development: 1) institutions, 2) infrastructure, 3) macroeconomic 

environment, 4) health and primary education, 5) higher education and training, 6) goods to 

market efficiency, 7) labor market efficiency, 8) financial market development, 9) technological 

readiness, 10) market size, 11) business sophistication and 12) innovation.   

In the 2010-2011 Global Competitiveness Report, both Japan and Thailand are ranked 

higher than the Philippines.  Japan is ranked 6
th

, Thailand ranks 38
th

 and the Philippines ranks 

85
th

 out of 139 countries.   

Given this information, consumers will likely perceive motor vehicles manufactured in 

developed countries more favorably than those manufactured in less developed countries.  This is 

consistent with a study by Han (2006) where luxury handbags made in well-developed countries 

were believed to have higher quality, prestige and workmanship than those from less-developed 

countries.  Moreover, customers were willing to pay higher prices for products made in a 

reputable country and expected discounts for products made in a less reputable country.   

In the absence of country of manufacture information, Hullard (1999) suggests that 

perception may be influenced by brand name.  Results show that country of brand effects 

communicated via the brand name play a strong role in influencing the consumer‟s evaluation.  

Therefore, there will be no significant difference in the perception of consumers who were not 

informed of a Toyota vehicle„s country of manufacture and those informed that the vehicle was 

manufactured in Japan since the Toyota brand originates in Japan.   

A different result is expected when consumers who are not informed of the vehicle„s 

country of manufacture are compared to consumers informed that the vehicle was manufactured 

in Thailand or Philippines.  Han (2006) concluded that incongruent information between brand 

origin and country of origin (i.e. a luxury bag brand from a well-developed country but made in a 

less developed country) will produce larger negative effects on product evaluation.  Therefore, 

consumers who are not informed of a Toyota vehicle„s country of manufacture will likely 

perceive the vehicle more favorably than consumers who are informed that the vehicle was 

manufactured in Thailand or the Philippines, because there is no incongruent information 

between brand origin and country of manufacture.   

Methodology 

INTERPRETATION PROCESS 

Country of Manufacture Beliefs Perception Ratings 

Manufactured in Japan Beliefs Quality & Price Ratings 

Manufactured in Thailand Beliefs Quality & Price Ratings 

Manufactured in Philippines Beliefs Quality & Price Ratings 

No Information Quality & Price Ratings 
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A survey covering quality and price perception ratings, and global competitiveness 

beliefs was conducted among 120 prospective Filipino customers in two Toyota dealerships with 

an average of 100 walk-in customers per month from April to May 2011.  Respondents were 

limited to Filipinos to eliminate possible effects of the customer‟s nationality on quality and 

price perception ratings, and limited to one brand and motor vehicle to eliminate the effects of 

comparing different brands and different motor vehicles.  The number surveyed at each branch 

was proportionate to the number of walk-in customers in each dealership.  After sales customers 

(i.e. service and parts) were excluded from this study.   

Hypotheses 

The study considers country of manufacture and country competitiveness beliefs (Japan, 

Thailand, Philippines and No Mention) as the independent variables.  Quality and price 

perception ratings are considered dependent variables.   

The first set of hypotheses compares the effects of informing customers of the motor 

vehicle‟s country of manufacture on the perception of the motor vehicle‟s quality.   

 

H1.1: Manufactured in Japan > Manufactured in Thailand.   

H1.2: Manufactured in Japan > Manufactured in the Philippines.   

H1.3: Manufactured in Thailand > Manufactured in the Philippines.   

H1.4: Manufactured in Japan = No country of manufacture information.   

H1.5: Manufactured in Thailand < No country of manufacture information.   

H1.6: Manufactured in the Philippines < No country of manufacture information.   

 

The second set of hypotheses examines the effects of informing customers of the 

vehicle‟s country of manufacture on the perception of vehicle‟s price.   

 

H2.1: Manufactured in Japan > Manufactured in Thailand.   

H2.2: Manufactured in Japan > Manufactured in the Philippines.   

H2.3: Manufactured in Thailand > Manufactured in the Philippines.   

H2.4: Manufactured in Japan = No country of manufacture information.   

H2.5: Manufactured in Thailand < No country of manufacture information.   

H2.6: Manufactured in the Philippines < No country of manufacture information.   

 

The third set of hypotheses examines whether customer beliefs about a country‟s global 

competitiveness is associated with quality perception ratings of motor vehicles. 

 

H3.1: Japan Global Competitiveness positively correlated with Japan Quality 

Perception 

H3.2: Thailand Global Competitiveness positively correlated with Thailand Quality 

Perception 

H3.3: Philippine Global Competitiveness positively correlated with Philippine Quality 

Perception 

 

The fourth set of hypotheses examines whether customer beliefs about a country‟s global 

competitiveness is associated with price perception ratings of motor vehicles. 
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H4.1: Japan Global Competitiveness positively correlated with Japan Price Perception  

H4.2: Thailand Global Competitiveness positively correlated with Thailand Price 

Perception 

 H4.3: Philippine Global Competitiveness positively correlated with Philippine Price 

Perception 

RESULTS AND DISCUSSION 

The majority of the study‟s 120 respondents were male, 26-55 years old, with monthly 

household incomes from PhP 40,000 to PhP 249,999, and owning one to two cars.   

Country of Manufacture Effect on Quality & Price Perception  

To test the first two sets of hypotheses, a t-test was conducted to compare the quality and 

price perception ratings of customers who were informed that the motor vehicle was 

manufactured in Japan, Thailand, and the Philippines, and customers who were not informed of 

the vehicle‟s country of manufacture.  (See Table 5).   

In the first set of hypotheses, four out of the six hypotheses were rejected except for 

Hypothesis 1.4 (Japan Quality = No Information Quality) and Hypothesis 1.5 (Thailand Quality 

< No Information Quality).  The results indicate that differences in the quality perception ratings 

are not significant.  This means that the country of manufacture does not affect the quality 

perception of motor vehicles.   

In the second set of hypotheses, all hypotheses were rejected except for Hypothesis 2.4 

(Japan Price = No Information Price).  The country of manufacture does not affect the price 

perception of motor vehicles.   

 

Table 5. Summary of Results (Quality & Price Perception) 

Hypothesis 

No. 

Hypothesis t-Critical 

(95%) 

t-value  

H1.1 Japan Quality > Thailand Quality 1.67 0.82 

Difference Not Significant  

Reject Hypothesis 

H1.2 Japan Quality > Philippine 

Quality 

1.67 0.00 

Difference Not Significant  

Reject Hypothesis 

H1.3 Thailand Quality > Philippine 

Quality 

1.67 -0.86 

Difference Not Significant  

Reject Hypothesis 

H1.4 Japan Quality = No Mention 

Quality 

2.00 -0.83 

Difference Not Significant  

Do Not Reject Hypothesis 

H1.5 Thailand Quality < No Mention 

Quality 

1.67 -1.79 

Difference Significant  

Do Not Reject Hypothesis 

H1.6 Philippine Quality < No Mention 

Quality 

1.67 -0.87 

Difference Not Significant  
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 Global Competitiveness Influence on Quality & Price Perception  

For the third and fourth sets of hypotheses, a Pearson‟s r test was conducted to examine 

the correlation of global competitiveness belief ratings with quality and perception ratings of 

customers who were informed that the motor vehicle was manufactured in Japan, Thailand, and 

the Philippines.  All hypotheses were rejected.  Consumer beliefs regarding a country’s global 

competitiveness do not significantly influence the consumers’ quality and price perceptions of 

vehicles manufactured in that country.  Correlation coefficients are close to 0.0, or nonexistent 

relationship between global competitiveness beliefs, quality perception and price perception.  

(See Table 6) 

 

Table 6. Summary of Results (Global Competitiveness & Price Perception) 

 

Research 

Hypothesis No. 

Hypothesis Pearson’s r  

H3.1 Japan Global Competitiveness positively 

correlated to Japan Quality Perception 

r = 0.05 

p-value = 0.789 

Not Significant  

Reject Hypothesis 

H3.2 Thailand Global Competitiveness 

positively correlated to Thailand Quality 

Perception 

r = 0.003 

p-value = 0.785 

Not Significant  

Reject Hypothesis 

H3.3 Philippine Global Competitiveness 

positively correlated to Philippine Quality 

Perception 

r = 0.190 

p-value = 0.314 

Not Significant  

Reject Hypothesis 

H2.1 Japan Price > Thailand Price 1.67 0.47 

Difference Not Significant  

Reject Hypothesis 

H2.2 Japan Price > Philippine Price 1.67 0.00 

Difference Not Significant  

Reject Hypothesis 

H2.3 Thailand Price > Philippine Price 1.67 -0.49 

Difference Not Significant  

Reject Hypothesis 

H2.4 Japan Price = No Mention Price 2.00 1.26 

Difference Not Significant  

Do Not Reject Hypothesis 

H2.5 Thailand Price < No Mention 

Price 

1.67 0.86 

Difference Not Significant  

Reject Hypothesis 

H2.6 Philippine Price < No Mention 

Price 

1.67 1.31 

 Difference Not Significant  

Reject Hypothesis 
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Reject Hypothesis 

H4.1 Japan Global Competitiveness positively 

correlated to Japan Price Perception 

r = 0.17 

p-value = 0.362 

Not Significant  

Reject Hypothesis 

H4.2 Thailand Global Competitiveness 

positively correlated to Thailand Price 

Perception 

r = 0.21 

p-value = 0.268 

Not Significant  

Reject Hypothesis 

H4.3 Philippine Global Competitiveness 

positively correlated to Philippine Price 

Perception 

r = 0.06 

p-value = 0.739 

Not Significant  

Reject Hypothesis 

Global Competitiveness Belief 

Global competitiveness belief ratings of Japan, Thailand and Philippines were also 

compared using a t-test at 95% confidence level.  Results show that all of the comparisons are 

significant.  (See Table 7).   

Respondents rate Japan, Thailand and Philippines as differing significantly in global 

competitiveness with Japan having the highest mean score (6.10), followed by the Philippines 

(5.50) and Thailand (4.50).  However, these differences in global competitiveness belief ratings 

do not affect either quality and price perception of motor vehicles.  This is supported by the 

weak relationship of quality and price ratings with global competitiveness ratings in Hypotheses 

3.1, 3.2, 3.3, 4.1, 4.2 and 4.3.   

This shows that the country of manufacture effect coming from global competitiveness 

beliefs was not activated when the customer interprets information to assess the quality and price 

of the motor vehicle.  Other beliefs regarding brand and product attributes may have led to 

similar quality and price ratings among motor vehicles labelled Japan, Thailand, the Philippines 

and no mention.  The interaction of country of manufacture effect with beliefs connected to the 

brand and product attributes and other factors presents an opportunity for future research.   

 

Table 7. Summary of Results (Global Competitiveness Beliefs) 

 

Compariso

n No. 

Comparison t-Critical 

(95%) 

t-value  

1 Japan Global Competitiveness > 

Thailand Global Competitiveness 

2.00 6.30 

Difference Significant  

2 Japan Global Competitiveness > 

Philippines Global Competitiveness 

2.00 2.32 

Difference Significant  

3 Thailand Global Competitiveness > 

Philippines Global Competitiveness 

2.00 -3.36 

Difference Significant  

But in Reverse Direction 



 
Patrick David S. Cenon & Jaime S. Ong  9 

© Association of Training Institutions for Foreign Trade in Asia and the Pacific 2012 Journal of Global Business 2012 

 

 

CONCLUSION 

The following conclusions can be drawn from the results reported above.  (1)  Quality 

and price perception of customers informed that Toyota vehicles are manufactured in Japan, 

Thailand, and the Philippines and where country of manufacture is unstated do not differ from 

each other.  (2)  Customer beliefs about a country‟s global competitiveness do not influence 

quality and price perception ratings of motor vehicles labeled made in Japan, Thailand and 

Philippines.  Taken collectively, these findings suggest that in an era of globalization, where 

more and more companies seek competitive advantage by relocating manufacturing away from 

the mother country while maintaining corporate quality standards, systems and reputation, the 

effects of country of manufacture and the notion of colonial mentality have declined.   

Beliefs about the global competitiveness of the country of manufacture do not affect 

vehicle quality and price perception of Filipino customers.  This is similar to the findings of 

Ozmen (2004) where brands from less developed countries are not always perceived to be of 

lesser quality; and contrary to what most global and local literature suggests (Han 2006; Averia 

etal. 1985 and SWS 2004), where products made in more developed countries are perceived to 

have better quality and to merit higher prices than products made in less reputable countries.   

Global Brand Strength 

Marelli (2006) provides a clue to the failure of country of manufacture effects and 

colonial mentality to influence vehicle quality and price perceptions of Filipino customers.  His 

study of country of production of strong, moderate and weak personal computer (PC) brands 

found that the perceived reliability of the strong PC brand was influenced by the importance of 

the brand while those of moderate and weak PC brands were influenced by the country of 

production.  Marelli goes on to suggest that unless a company has a strong brand, negative 

effects deriving from the country of production on the product„s perceived reliability cannot be 

avoided.   

In the Best Global Brand rankings conducted annually by Interbrand from year 2001 – 

2010, the Toyota brand has consistently ranked as the number one brand in the automotive 

industry for the past eight years (2003 – 2010).  It has consistently been in the Top 20 since the 

inception of the Interbrand Best Global Brand Rankings in 2001.  (See Table 8).   

 

Table 8. Toyota Brand Rankings (2001 to 2010) 

 

TOYOTA 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 

Cross-Industry 14 12 11 9 9 7 6 6 8 11 

Auto Industry 2 2 1 1 1 1 1 1 1 1 

 

The strength of the Toyota brand eliminates the effect of the country of manufacture and 

colonial mentality.  Therefore, despite labeling the Vios with different countries of manufacture, 

the quality and price perception ratings of customers did not differ from each other.   

This supports Marelli‟s finding that brand strength is not weakened by the country of 

manufacture.  A similar study can determine if country of manufacture affects quality and price 

perception in moderate and weak motor vehicle brands.   

Standardized Operations 
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 Liker (2000) explains how Toyota Motor Corporation was used operational excellence as 

a strategic weapon.  When Toyota started overseas operations in the 1950‟s, it had to find a way 

to implement Toyota Production System (TPS) in different countries.  The corporation deployed 

key managers and engineers to share, teach and implement TPS in each country.  Likewise, 

managers, engineers and production workers from different countries were given the opportunity 

to learn TPS through work assignments in the mother company, Toyota Motor Corporation in 

Japan, and subsequently share, teach and implement TPS in their home companies.   

With rapid global expansion of operations, it became critical to ensure proper TPS 

implementation in manufacturing plants around the world.  For this reason, Toyota established 

the Global Production Center (GPC) in Motomatchi Plant in 2003, followed by regional 

production centers in the United States, United Kingdom and Thailand in 2006.  The "Made by 

Toyota" concept of manufacturing vehicles is an assurance that Toyota's vehicles maintain the 

same high level of quality regardless of the country of manufacture.  The Toyota Motor 

Corporation website (2011) “Made by TOYOTA" - Aiming for Global Quality Assurance 

explains this in detail.   

Among the hurdles that this globalization of production has to overcome, the most 

important is quality assurance, which requires that "no matter where Toyota vehicles are made, 

they must have the same high level of quality." Toyota doesn't put a label on vehicles which says 

"Made in The USA" or "Made in Japan", but instead opts for one label for all: "Made by 

TOYOTA." This means that there is a need to spread Toyota's manufacturing philosophy — the 

"Toyota Way" — to all of their overseas bases. 

Creating processes and systems for proper dissemination and implementation of 

production methods and techniques in all manufacturing plants ensures high levels of product 

quality and customer experience on a global scale.  Concepts like “Made by Toyota” and 

facilities like the Global Production Centers minimize the effects of country of manufacture and 

colonial mentality.   

Compliance with International Standards 

Other companies with global operations may opt to comply with International 

Organization for Standardization (ISO) standards because they present companies with a guide to 

ensure that customer expectations are met in this era of rapid globalization.   

Therefore, increased customer awareness of companies, brands and products that earn 

ISO certification builds customer trust and confidence in the company, and its brand and product.  

This trust and confidence help to minimize or eliminate the effects of the country of manufacture 

and colonial mentality.  Awareness of ISO standards in the 1980‟s may have been low, leading to 

or reinforcing colonial mentality, as pointed out by Averia etal.  In fact, Hoyle (2000) points out 

the global automotive industry used various customer-specific standards until 1987 when ISO 

9000 (Quality Management) was introduced.   

Recommendations for Industry 

(1)  The country of manufacture has no positive or negative effect on the quality and 

price perception of motor vehicles.  This finding supports Toyota‟s current practice not to 

highlight country of manufacture.  This is consistent with a recommendation made by Porter 

(1998) that recommends executives to preserve the national identity in the business unit.  Porter 

states that…”Foreign customers value national identity and culture, and the company 

characteristics they connote.  Most Americans, for example, appreciate German cars because 
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German has come to connote high standards of design, performance and craftsmanship not 

because German car companies have become “American” or “global”.   

(2)  There is no harm in disclosing country of manufacture information of a motor vehicle 

when a customer asks since it has neither positive nor negative effect on quality or price 

perception.  Marketing professionals should be knowledgeable of the country of manufacture of 

each vehicle, and able to give correct information since the customer has the right to know about 

the product he or she intends to purchase.   

(3)  Companies with global operations should have systems, polices, standards and 

guidelines to ensure standardization of operations in different countries.  Companies with less 

established systems may choose to adopt internationally recognized industry approaches such as 

ISO certification, which attests to a company‟s capability and commitment to quality.  

(4)  Communicating and publicizing, on company websites, plant tours, and other tools, 

company measures and systems designed to ensure product quality regardless of the country of 

manufacture (like Toyota‟s Global Production Center) can minimize or even eliminate the effects 

of the country of manufacture and colonial mentality.   

(5)  The findings suggest the importance of strengthening emerging Filipino global 

brands like Jollibee, Chowking, Jack n‟ Jill and Bench by highlighting brand values and  

attributes over the country of origin, country of brand and country manufacture.   

Recommendations for Academe 

The findings of the study add to the literature on country of manufacture effects, colonial 

mentality and consumer behavior of Filipino customers.  We recommend (1) replication every 

five years or so to track consumer beliefs about country of manufacture and colonial mentality in 

the context of continuous globalization and competition among multinationals.    

(2)  We also recommend that the study be replicated in different industries, and with 

different brands and products to add to the theoretical richness of the concepts discussed here.   

(3)  The interaction of the country of manufacture, brand and product attributes also 

presents opportunities for future research in consumer behavior and marketing communication.  

(4)  The effect of acquiring internationally recognized certification like ISO on quality 

and price perception of customers can also be examined.    

REFERENCES 

Ahmed & d‟ Astous (1999).  Product Country Images in Canada and in the People‟s Republic of 

China.  Consumer Behavior in Asia Issues and Marketing Practice.  New York:  

International Business Press.   

Averia, G. , Cristoria, E. , Deluria, R. & Ortega, M.  (1985). Phenomenon of Colonial Mentality 

in Metro Manila.  Undergraduate Thesis, De La Salle University.  Manila, Philippines 

Balabanis, G.  & Diamantopoulos, A.  (2004). Domestic Country Bias, Country-of-Origin 

Effects, and Consumer Ethnocentrism:  A Multidimensional Unfolding Approach.  

Journal of the Academy of Marketing Science, Volume 32, No. 1 p. 80-95.   

Clow, K. E. & Baack, D.  (2007). Integrated Advertising, Promotion & Marketing 

Communications 3
rd

 Ed.  Singapore:  Prentice Hall. 

Han, H.  (2006).Taiwanese Consumer‟s Perception of Luxury Handbags in the Country-of-

Origin Effect. Unpublished doctoral dissertation, Lynn University.  Florida, United 

States.  Retrieved October 30, 2010 from Proquest database. 



Colonial Mentality in Decline? Country of Manufacture and Consumer Perceptions of Motor Vehicle Quality and Price 12 

© Association of Training Institutions for Foreign Trade in Asia and the Pacific 2012 Journal of Global Business 2012 

 

 

Holye, D. (2000).  Automotive Quality Systems Handbook:  Covers New International 

Requirements.  Oxford:  Butterworth-Heinmann Ltd.   

Hullard, J. S. (1999).  Product Country Images in Canada and in the People‟s Republic of China.  

Consumer Behavior in Asia Issues and Marketing Practice.  New York:  International 

Business Press.   

Interbrand (2011).  Best Global Brands.  Retrieved July 9, 2011 from Interbrand web site:  

http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-

brands-2010.aspx 

Kotler, P. & Keller, K. L.  (2006). Marketing Management 12
th

 Ed.  Singapore:  Prentice Hall.   

Liker, J. K.  (2004). The Toyota Way.  New York:  Mc Graw-Hill.   

Mareli, G. C.  (2006). Relative Effects of Co-branding and Country of Origin on Perception of 

Product Reliability.  Unpublished dissertation, Touro University International, California, 

United States Retrieved October 30, 2010 from Proquest database. 

National Statistics Office (2008).  2006 Family Income and Expenditure Survey.  Manila:  

National Statistics Office.   

Peter J.P.  & Olson, J.C.  (2004). Consumer Behavior & Marketing Strategy 7
th

 Ed.  New York: 

Mc Graw Hill.   

Porter, M. E.  (1998). On Competition.  Boston:  Harvard Business School Publishing 

Reynolds, C.  (2002). Global Logic:  The Globalisation for Southeast Asian Business.  

Singapore: Prentice Hall.   

Social Weather Stations (2002).  Surveybook on Quality.  Manila:  Philippines 

Toyota Motor Corporation (2011).  "Made by TOYOTA" - Aiming for Global Quality 

Assurance. Retrieved July 9, 2011 from Toyota Motor Corporation.  Web site:  

http://www.toyota-

global.com/company/vision_philosophy/globalizing_and_localizing_manufacturing 

World Economic Forum (2010).  The Global Competitiveness Report 2010-2011.  Website: 

http://www.weforum.org/documents/GCR10/navigationtoolframe.html 


