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Abstract: 
The main goal of this research is to determine whether there is an 
impact of country – of- origin image on consumer loyalty to products 
originating from countries with positive and recognizable image and 
whether this impact is achieved through characteristics such as product 
quality and design, and attractiveness related to using the same. To 
examine this impact, an empirical study was conducted on a sample of 
150 respondents and analysis of collected data was performed in SPSS 
20. The results show that information about country- of -origin image 
is important to consumers and has an impact on their behavior related 
to buying foreign product. More precisely, results show that country 
–of- origin image affects consumers when they choose products based 
on their quality and design and attractiveness that consumers feel when 
using these products, and also that through these characteristics country 
-of -origin image has effects on consumer loyalty. In accordance with 
the obtained results, conclusion is that it is extremely desirable for 
companies and governments to take into account the image that their 
country enjoys on the world market.
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INTRODUCTION

The concept of country -of -origin image is one of the most famous concepts that has been researched 
in social sciences. Concept developed when manufacturers began to internationalize their activities 
and export products to foreign markets, where they had to comply with certain legal requirements 
and indicate product country- of -origin on packaging or product itself. Initially, this information was 
just a way to identify the origin of product. However, over time, consumer behavior researchers and  
marketers have realized that country- of -origin image, as the image that individuals have about a 
country, is information that is important for consumers when making decision to buy foreign product.  
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Consumer country information is an indicator of product superiority, quality and acceptability. When 
consumers choose between several alternative foreign products, countries image they come from 
will influence consumers to perceive these products completely differently. However, whether and in 
what way consumers will use the information about country -of -origin image for product they want 
to buy, depends on numerous factors such as the type of product, consumer experience in relation to 
that or other products originating from a certain country, etc. Consumers may also be influenced by 
positive or negative stereotypes about certain countries that are passed on to its products  (Aichner, 
2014). When consumers have positive image of a country and its products, they are ready to buy such 
products again because in that way they avoid risk of making the wrong choice. Research shows that 
consumer attachment to products originating from a country towards which they have positive attitude 
is a consequence of positive perception of product characteristics, with products from certain countries 
being considered to be of high quality, attractive design and high technological development (Ahmed 
& d'Astous, 2015; Coudounaris, 2018; Karimov & El-Murad, 2019).

The effect of country -of -origin image on consumer perception is influenced by certain factors 
(Thøgersen et al., 2020). This effect primarily differs depending on type and characteristics of the 
product. Then, information about the economy, social and cultural system enables consumers to posi-
tion countries in their consciousness and assess their image on that basis. Finally, the demographic 
and socio-psychological characteristics of consumers significantly affect their perception of countries 
and products that come from them. Despite numerous studies on effect of country- of -origin image 
in past decades, there are certain limitations of the same. One of the main limitations is that previous 
research has been conducted mainly in specific geographical areas, most often developed countries 
(Sharma, 2011), whose results are often generalized. Another problem related to previous research 
involves predominantly examining effect of country –of- origin image depending on different product 
categories, making it difficult to obtain generalisations when it comes to product categories that are not 
immediately linked to a country -of -origin image (Tseng & Balabanis, 2011). In order to overcome 
above mentioned limitations, it is recommended to conduct new research related to observed issues. 
Based on the above, a research was conducted in order to determine whether country -of -origin image 
affects consumer loyalty, not emphasizing special product categories but looking at the purchase of 
any foreign product in the Republic of Serbia as a transition economy. Further, research takes into 
account the impact of country -of origin -image on quality and design as product characteristics and 
attractiveness that consumers feel using them, and examines how important these characteristics are 
when it comes to consumer loyalty. The rest of the article is divided as follows: the first part refers to 
literature review and includes brief overview of theoretical findings that were used in determining 
goal and defining research hypotheses. The second part presents methodology i.e. analyzes that were 
conducted during research. The following section describes a sample of respondents from whom primary 
data were collected. The fourth part includes obtained results and their discussion. The last part of the 
article presents the most important conclusions about obtained results and provides guidelines for 
future research.
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LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

Place in the world where certain product is produced or its source of origin is called country of origin 
(Parkvithee & Miranda, 2012). In today's world economy, many products consist of parts that are produced 
in different countries, but these parts are assembled into the final product in a particular country. Manu-
facturers take care that country in which final product is assembled is country of origin of products 
that consumers in most parts of the world perceive as country that produces products of high quality, 
reliability or technological sophistication. In this way, producers take advantage of effect of country -of 
-origin image and influence that it can have on perception of consumers and their decision-making 
when buying foreign products. There are several definitions of effect of country -of -origin image. One 
is that this effect is the picture, the reputation, the stereotype that businessmen and consumers attach 
to products of a specific country (Nagashima, 1970, p. 68). It is also defined as the influence on a buyer 
considering a product or service from another country due to the stereotyping of that country and its 
outputs (Suh et al., 2016, p. 2721). In this regard, country -of -origin image has substantially the same 
influence on consumer product evaluation compared to other product functions (Katsumata & Song, 
2015). In general, country -of -origin image is a multidimensional category that affects consumers so that 
they form a perception of products they know that come from a particular country, and then transfer 
that perception to other products from that country. In other words, information about country of origin 
provide consumers a summary of constructs of the actual product atributes and have important role in 
product evaluation and overall consumer behaviour (Cilingir & Basfirinci, 2014).

Country –of- origin image determines products on three levels: cognitive, affective and normative 
(Rashid, 2017). At cognitive level, country of origin is crucial when looking at product quality, with 
the proviso that one can speak of design quality and manufacturing quality. In case of affective level, 
country of origin influences the development of symbolic and emotional connotation of product and 
provides consumers with benefits in form of status or pride. When we look at normative level, we 
actually mean the degree of consumer ethnocentrism, i.e. his desire to support development of the 
economy by buying domestic products. Taking into account importance of country -of -origin image 
for formation of consumer perceptions about products, Karimov & El-Murad (2019) indicate presence 
of significant relationships between country of origin and evaluation of product quality. Klöckner et al. 
(2013) confirm presence of effect of country -of -origin image on quality evaluation related to pepper. 
Khan et al. (2012) in their research found that consumers consider German products to have a good 
style, while specifically viewing German cars as a symbol of luxury status. Kreppel & Holtbrügge (2012) 
start from the assumption that Chinese products country -of -origin image negatively influences on 
perceived products attractiveness and confirm that the same differs when it comes to sociopsyhological 
determinants of German consumers. Starting from the above, a clear relationship can be observed 
between country -of origin -image and characteristics such as quality, design and attractiveness, i.e. 
the following can be assumed:

H1: There is a statistically significant effect of country- of -origin image on product related 
characteristics:

H1a: There is a statistically significant effect of country –of- origin image on product quality;
H1b: There is a statistically significant effect of country -of -origin image on product design;
H1c: There is a statistically significant effect of country -of -origin image on the attractiveness that 

consumers feel due to the use of a particular product.
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According to Zeng et al. (2015), key factors for obtaining sustainable competitive advantage in the 
market are the ability of the company to develop innovation and quality. Quality is a property of a 
product on basis of which its value is measured. Antić & Stevanović (2013) explain quality as all the 
properties and characteristics of products, processes and activities that are related to meeting certain 
consumer needs. The importance of quality is reflected in the fact that it can greatly contribute to 
achieving a competitive advantage in the market. The first determinant of overall consumer satisfaction  
is precisely perceived product quality, the second is perceived value and the third is consumer 
expectations (Fornell et al., 1996). High-quality products whose quality is constantly maintained and 
improved, again and again meet or exceed the expectations of consumers, which consequently leads 
to their satisfaction and, in the long run, their loyalty. As consumer loyalty is the basis of long-term 
profitability, companies are aware of how important it is to provide consumers with product quality 
they expect in order to bond with the company and its products in the long run. Assumptions about 
product quality effects on development of consumer loyalty have been empirically confirmed in numerous 
studies (Erdoğmuş & Büdeyri-Turan, 2012; Mohd Suki, 2017; Esmaeilpour, 2015; Gómez et al., 2018; 
Shanahan et al., 2019). Product design is one of the possibilities for strengthening competitiveness 
of both country's economy and its companies. At the beginning of the 21st century, design, through 
fashion, home products to mobile phones and computers, has become a key factor in the world of 
consumers. As aesthetic demands of consumers grow, so does the quality of design, because it is clear 
that consumer’s choice of a brand can be influenced by product design as important brand-related stimuli 
(Ramaseshan & Stein, 2014). Lusch & Swan (2011, p. 338) define design as the set of properties of an artifact, 
consisting of the discrete properties of the form (i.e., the aesthetics of the tangible good and/or service) 
and the function (i.e., its capabilities) together with the holistic properties of the integrated form and 
function. The importance of design is reflected in the fact that it creates added value by differentiating 
products on the market, and differentiation consequently leads to creation of a competitive advantage. 
Design contributes to achieving a better market position because it primarily emphasizes product 
quality and influences consumer behavior. Design enriches product and additionally attracts attention  
of consumers, which affects their desire to buy product and their willingness to recommend it (Gul 
Gilal et al., 2018). Consumers are considered to see aesthetically designed and engineered products as 
products that are easier to use compared to those that lack such features. Better designed products are more 
desirable in the eyes of consumers, there will be positive reactions from them and feeling of excitement, 
attachment and attention. The above has been empirically confirmed by authors such as Elbedweihy 
(2016), Kumar et al. (2018), Hsu et al. (2018) etc. The company success in market competition depends 
largely on product attractiveness, uniqueness and creativity (Munir et al., 2020). Attractiveness of 
product largely depends on design, as well as quality and price of product, and presents an incentive 
for consumers to make initial purchase. Attractiveness of product is often linked to its usability. When 
consumers start using a product, its attractiveness increases if product is easy to use and if meets 
consumers needs. Conversely, product that appears attractive at first glance will quickly lose such perception 
by consumers if it functions inadequately (Maguire, 2004). Furthermore, perceived attractiveness of 
product is mainly related to its design. Attractive design is one that consumers find likable, simple, 
harmonious. Reber et al. point out that attractiveness of product design affects consumer purchasing 
intentions so that an increase in attractiveness leads to an increase in preferences for product and its 
purchase (cited in: Giese et al., 2014). Perceived attractiveness of product can be reflected in prestige 
of brand for which in studies of author Jin et al. (2015) and Esmaeilpour (2015) have been shown to 
have positive impact on consumer loyalty. Interesting results are presented by Kim & Kim (2020) 
who show that the attractiveness of Airbnb's rental services has positive impact on consumer loyalty.  
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In accordance with previously explained relations related to observed characteristics and consumer 
loyalty, the paper will examine the following:

H2: Product related characteristics have positive effects on development of consumer loyalty:
H2a: Product quality has positive effects on development of consumer loyalty;
H2b: Product design has positive effects on development of consumer loyalty;
H2c: The attractiveness that consumers feel due to the use of a particular product has positive 

effects on development of consumer loyalty.

Consumer loyalty can be defined as attachment to a brand or business entity that is based on a strong 
positive attitude and is manifested in repeated purchases (Marinković, 2012, p. 144). Consumer loyalty 
brings multiple benefits to a company such as spreading positive word- of- mouth, buying other brands 
of the company, or greater resilience of loyal consumers to competitive strategies (Mothersbaugh & 
Hawkins, 2016). On the other hand, loyalty also brings benefits to consumer, such as avoiding costs 
related to changing the company, reducing risks when buying, better quality services, etc. (Jobber & 
Fahy, 2006). Consumer loyalty is influenced by emotional connection, trust and reliability, care for 
consumers, knowledge about product, product availability and whether product meets wishes and 
requirements of consumers (Maričić, 2011). There are several factors that are key to achieving consumer 
loyalty. The most important factor and basis of loyalty is consumer satisfaction with company's products 
and services which reflects a person’s judgment of a product’s perceived performance in relationship 
to expectations (Kotler & Keller, 2016, p. 33). Consumer satisfaction is related to product or service 
quality and if it is missing, consumer loyalty does not develop (adapted according to: Šadić et al., 2016). 
Brand trust is also recognized as an important factor in building loyalty (Veloutsou, 2015). When 
looking at relationship between product origin and consumer loyalty, Esmaeilpour & Ali Abdolvand 
(2016) empirically confirm the effect of country -of -origin image on consumer loyalty when it comes 
to luxury products. Authors Šapić et al. (2018) in their work come to the conclusion that quality, design 
and prestige show statistically significant effects on development of consumer loyalty, while respecting 
effect of country -of -origin image. Taking into account previously explained relations between country 
-of -origin image, observed characteristics and consumer loyalty, paper will test the following:

H3: Country -of -origin image shows statistically significant effects on consumer loyalty through 
characteristics such as quality, design and attractiveness.

RESEARCH METHODOLOGY

In order to prove the set hypotheses, primary data were collected from the respondents on the 
territory of Kragujevac and its surroundings in the period from 10 to 25 July 2020. The survey was 
conducted using questionnaire technique, in person. Questionnaire is self-administered, contains 3 
demographic questions and 21 seven-point scaled statements in which respondents expressed their 
degree of agreement with a given statement, where grade 1 indicates absolute disagreement and grade 
7 absolute agreement of respondents with the statement. The sample surveyed includes 150 respondents 
and is segmented based on three demographic criteria such as gender, age, and education. The sample 
consists of 83 women or 55.3%, while men comprise 44.7% of the sample (67). The youngest respondents 
(18 to 35 years) make up 54% of the sample and there are 81. Respondents aged 36 to 55 have 49 and 
they comprise 32.7% sample, while the oldest respondents, over 56 years, make up 13.3% of the sample, 
i.e. there are 20. 
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Regarding segmentation based on education, the largest percentage of the sample are respondents 
with secondary education, 44% (66). Higher education has 24.7% of respondents (37), while 47 
respondents have the highest level of education and they cover 31.3% of the sample.

The statistical method was used for data analysis. The analysis was performed in the statistical software 
SPSS 20 (Statistical Package for the Social Sciences). In this program, appropriate statistical analyzes 
were conducted on basis of which conclusions were made. Reliability analysis examined the degree of 
internal consistency of statements that make up the observed research variables based on which basis 
for further statistical analysis was provided. The strength of linear or correlation dependence between 
the observed variables was determined by correlation analysis. Finally, by applying regression analysis, 
presence of effects of independent variables on dependent ones was tested, i.e. testing of research 
hypotheses was performed.

RESEARCH RESULTS

In the continuation of the paper, results of statistical analyzes that were conducted are presented. In 
this regard, Table 1 presents results of research variables reliability analysis by determining the Cronbach’s 
alpha coefficient. A value of the observed coefficient greater than 0.7 (Nunnally, 1978) represents a 
minimum acceptable confidence threshold that indicates the internal consistency of statements that 
make up variables.

Table 1: Reliability analysis

Variable Cronbach’s alpha
Country of origin image 0.894

Quality 0.940
Design 0.893

Attractiveness 0.956
Loyalty 0.863

Source: authors’ calculation

Based on the obtained values of Cronbach’s alpha coefficient, it can be noticed that all variables consist 
of internally consistent statements, i.e. that they meet the initial reliability condition. The highest reliability 
was found for variable attractiveness, while statements of variable loyalty are the least internally consistent.

In the next step, correlation analysis was performed (Table 2) to determine degree of linear dependence 
between variables by calculating the Pearson coefficient. The value of this coefficient ranges from -1 to 
1, where value closer to -1 indicates strong negative correlation and value closer to 1 indicates strong 
positive correlation.
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Table 2: Correlation analysis

Country of 
origin image Quality Design Attractiveness Loyalty

Country of 
origin image 1 0.719** 0.642** 0.452** 0.506**

Quality 0.719** 1 0.753** 0.427** 0.528**
Design 0.642** 0.753** 1 0.465** 0.500**

Attractiveness 0.452** 0.427** 0.465** 1 0.394**
Loyalty 0.506** 0.528** 0.500** 0.394** 1

Source: authors’ calculation

** Correlation is significant at the 0.01 level

The correlation matrix shows that Pearson coefficient values between each pair of variables 
are significant at 0.01 level, i.e. with a probability of 99%. The highest degree of linear dependence is 
present between variables quality and design (r = 0.753 **, p <0.01) and this is a strong correlation. The 
variable country -of -origin image is strongly correlated with variables quality (r = 0.719 **, p <0.01) 
and design (r = 0.642 **, p <0.01). Moderate correlation is present between variables quality and loyalty 
(r = 0.528 **, p <0.01), country -of -origin image and loyalty (r = 0.506 **, p <0.01), design and loyalty 
(r = 0.500, p <0.01), then design and attractiveness (r = 0.465, p <0.01), country -of -origin image and 
attractiveness (r = 0.452 **, p<0.01) and quality and attractiveness (r = 0.427 **, p <0.01). Finally, variables 
attractiveness and loyalty were correlated to the lowest degree (r = 0.394 **, p <0.01), i.e. there is a weak 
correlation between them.

In order to examine influence of independent variable country -of -origin image on dependent 
variable consumer loyalty indirectly through variables quality, design and attractiveness, regression 
analysis was performed. The intensity of influence of independent variable is measured by β coefficient.

Table 3: Simple regression analysis results (dependent variables: quality, design and attractiveness, respectively)

Variable β t sig R2 F

Country -of-origin 
image

0.719 12.600 0.000* 0.518 158.770
0.642 10.200 0.000* 0.413 104.030
0.452 6.168 0.000* 0.205 38.047

Source: author’s calculation

**Value is significant at 0.01 level

First, simple regression analysis was performed in order to examine effects of independent variable 
country -of -origin image on quality, design and attractiveness. Based on obtained results shown in 
Table 3, it can be concluded that variable country -of -origin image significantly affects perception of 
product quality, where β = 0.719, and that obtained value is statistically significant with 99% probability. 
Also, 51.8% of dependent variable variability was explained by given regression model. Further, as 
in the previous case, country -of -origin image influences dependent variable design, where strength 
of that influence is β = 0.642. The value of β coefficient is significant at p<0.01 level, while 41.3% of 
dependent variable variability is explained by regression model. Finally, when observing influence of 
country image on attractiveness, it can be seen that there exists an obvious relationship (β = 0.452), as 
well as that obtained value of β coefficient is statistically significant at p<0.01 level. 
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The observed regression model explains 20.5% of dependent variable variability. Therefore, based 
on the above, it can be concluded that quality is most strongly and design the weakest determined by 
country –of -origin image. Results confirm sub-hypotheses H1a, H1b and H1c, which ultimately 
indicates that first research hypothesis H1: There is a statistically significant effect of country -of -origin 
image on product related characteristics, has been proved.

In the next step, effects of observed product related characteristics on consumer loyalty were tested 
(Table 4). In order for data to be suitable for analysis in multiple regression analysis, it is necessary to 
meet the multicollinearity condition, which is tested by calculating the VIF coefficient value (Variance 
Inflation Factor), which must be less than 10 in all pairs of variables (Hair et al., 2014).

Table 4: Multiple regression analysis results (dependent variable: loyalty)

Variable β t sig VIF
Quality 0.319 3.058 0.003* 2.353
Design 0.179 1.679 0.095* 2.456

Attractiveness 0.174 2.252 0.026* 1.299

Source: author’s calculation

*Value is significant at 0.1 level

R2=0.326; F=23.561*; (p<0.01)

Table 4 shows results of multiple regression analysis which tested effects of observed product related 
characteristics on consumer loyalty. The obtained data are suitable for conducting multiple regression 
analysis because multicollinearity condition is fulfilled, i.e. the VIF coefficient value is less than 5 in all 
pairs of variables. The value of determination coefficient R2 shows that 32.6% of dependent variable 
variability is explained by observed regression model. The obtained values of β coefficient are statistically 
significant at p<0.01, p<0.1 and p<0.05 level, i.e. with probabilities of 99%, 90%, and 95%, respectively. 
The strongest influence on dependent variable has characteristic quality (β = 0.319), followed by design 
(β = 0.179), while attractiveness shows the weakest effects on dependent variable (β = 0.174). According  
to obtained results, it is concluded that sub-hypotheses H2a, H2b and H2c have been proven, i.e. that 
hypothesis H2: Product related characteristics have positive effects on development of consumer loyalty, 
has been proven.

Based on presented results of simple and multiple regression analysis, in the first it can be concluded 
that independent variable country -of -origin image is statistically significant antecedent of product 
quality and design and also attractiveness related to using some product. all three observed characteristics 
showed statistically significant effects on consumer loyalty, as well Based on the above, it is concluded 
that hypothesis H3: Country -of -origin image shows statistically significant effects on consumer loyalty 
through characteristics such as quality, design and attractiveness, has been proven.
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CONCLUSIONS

Empirical research was conducted in order to examine significance of country -of -origin perception 
on development of attachment, i.e. consumer loyalty, while respecting certain characteristics related 
to products and their usage. Results of conducted analyzes confirm direct influence of country -of -origin 
image on quality, design and attractiveness . If we look at the results of previous studies, it can be 
seen that there is an agreement with results obtained by authors such as Karimov & El-Murad (2019), 
Klöckner et al. (2013), Khan et al. (2012) or Kreppel & Holtbrügge (2012). It is important to point out 
that influence of country -of -origin image on observed characteristics differs, i.e. it is the strongest 
when it comes to quality, then design and the weakest when it comes to attractiveness. Then, presence 
of effects of observed characteristics, first quality, followed by  design and attractiveness, on consumer 
loyalty was determined, which is in line with results of previous studies regarding presence of observed 
effects (Erdoğmuş & Büdeyri-Turan, 2012; Esmaeilpour, 2015; Elbedweihy et al., 2016; Mohd Suki, 2017; 
Kumar et al., 2018; Gómez et al., 2018; Hsu et al., 2018; Shanahan et al., 2019) but also deviates from 
results obtained by Šapić et al. (2018) which show that consumer loyalty is more strongly determined 
by design than quality. Finally, according to obtained results, it can be concluded that country -of 
-origin image has significant effect on consumer loyalty through characteristics such as quality, design 
and attractiveness, where it is possible to point out similarities with research of Šapić et al. (2018). The 
obtained research results fulfill existing literature and research related to observed issue and can be 
applied in practice to formulate appropriate marketing strategies. However, it is important to point 
out the existence of certain limitations. First of all, sample includes small number of respondents. Also, 
sample is dominated by women and younger respondents that can have an impact on certain results. The 
research was conducted only in Kragujevac and its surroundings, which is why opinions of respondents 
from other parts of the country were not taken into account. Accordingly, recommendation for future 
research refers precisely to overcoming these limitations, i.e. it is desirable to survey a larger number 
of respondents from different parts of the country where research is conducted and it is necessary to 
take into account structure of the sample. Also, future research can measure the effects of country -of 
-origin influence on consumer behavior before and after the purchase/consumption of the product. 
In the pre-consumption phase, the research could reflect on the expectations and stereotypes, while 
in the post-consumption phase the research could focus on the overall product evaluation. Given the 
number of studies on country -of -origin image and its impact on product perceptions conducted in 
recent decades, it is safe to say that this is a concept that has significantly attracted attention not only 
of researchers but also all those who know that this concept can be used in business. This does not 
only refer to  companies, but also governments. Research that deals with this issue, including research 
conducted in paper, show that image that consumers have of a particular country can significantly 
affect how they will perceive products originating from that country. Therefore, recommendation is 
primarily for governments to invest in improving image of their countries, because in that way they 
raise competitiveness of domestic economy and companies. This can be especially important for 
underdeveloped and developing countries, because by improving their image, they can improve their 
position on the international scene. Finally, it is desirable for companies to take into account results 
of research related to effect of country -of -origin image because it can help them in defining strategies 
for entering international market.
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APPENDIX

Table 5: Variables and corresponding statements

Variable Statements

Country of origin  
image

1. You often check country of origin when buying a certain product.
2. You prefer to buy a certain product only if it comes from a certain country.
3. When you buy a new product, the country of origin is the first information you consider.
4. If you do not have enough experience with a particular product, the country of origin 

helps you make the final decision to purchase that product.
5. You believe that country of origin image determines product quality.

Quality

6. The country of origin has a great influence on you when it comes to product reliability.
7. The country of origin has a great influence on you when it comes to product performance.
8. The country of origin has a great influence on you when it comes to product durability.
9. The country of origin has a great influence on you when it comes to product functionality.

Design 

10. Products from a certain country are characterized by a recognizable style.
11. Products from a certain country are characterized by a large number of models and 

colors.
12. Products from a certain country are characterized by a recognizable slogan and logo.
13. Products from a certain country are characterized by a modern technical solutions.

Attractiveness

14. Using products from a certain country makes you more attractive in society.
15. Using products from a certain country makes you recognizable in society.
16. Using products from a certain country increases your self-confidence.
17. Using products from a certain country contributes to your style.
18. Using products from a certain country makes you feel different in society.

Loyalty

19. If you are satisfied with products from a certain country, you will continue to buy 
them in the future.

20. If you are satisfied with products from a certain country, you are ready to share 
your satisfaction with others and recommend the product.

21. If you are satisfied with products from a certain country, you are ready to pay 
higher price for them.

Source: authors
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EFEKAT IMIDŽA ZEMLJE POREKLA PREKO KVALITETA, DIZAJNA I 
ATRAKTIVNOSTI PROIZVODA NA LOJALNOST POTROŠAČA

Rezime: 
Glavni cilj ovog istraživanja jeste da se utvrdi da li postoji uticaj imidža 
zemlje porekla na lojalnost potrošača proizvodima koji potiču iz zemalja 
pozitivnog i prepoznatljivog imidža i da li se taj uticaj ostvaruje preko 
karakteristika kao što su kvalitet i dizajn proizvoda kao i atraktivnost 
koju potrošači osećaju usled korišćenja istih. Za ispitivanje ovog uticaja 
sprovedeno je empirijsko istraživanje na uzorku od 150 ispitanika a 
analiza prikupljenih podataka izvršena je u softveru SPSS 20. Dobijeni 
rezultati pokazuju da je informacija o imidžu zemalje porekla proizvoda 
bitna potrošačima odnosno da ima uticaj na njihovo ponašanje vezano 
za kupovinu nekog inostranog proizvoda. Preciznije, rezultati pokazuju 
da imidž zemlje porekla proizvoda utiče na potrošače kada proizvode 
biraju na osnovu kvaliteta i dizajna istih i atraktivnosti koju potrošači 
osećaju kada te proizvode koriste, kao i da posredstvom ovih karakteris-
tika imidž zemlje porekla ispoljava efekte na razvoj lojalnosti potrošača. 
U skladu sa dobijenim rezultatima, nameće se zaključak da je izuzetno 
poželjno da preduzeća i vlade vode računa o tome kakav imidž njihove 
zemlje uživaju na svetskom tržištu.

Ključne reči: 
imidž zemlje porekla,  
kvalitet proizvoda,  
dizajn proizvoda,  
atraktivnost,  
lojalnost potrošača. 
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