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Research problem
Consumers around the world facing a problem of taking the best buying choice especially
when their decision is related to buying food products. However, when consumers
confronted with a choice set of offered options, consumers’ perceived relative value
of the options is the main determinant of their choice. Still, consumers are not motivated
all of the time or able to evaluate the available options before making choices and search
for some clues in the product that can help them to take a fast and good buying decision.
Therefore, this study aims to highlight the effect of country of origin as a food choice
evaluation criterion on consumer choice of their food products.
Methodology
To achieve the study objectives a desk research was conducted by viewing different articles
and previous studies that published in different databases like EBSCO, Scopus, Web of
Since and others. After viewing the previous studies, a summary of the main concepts will
be generated. However, this is an initial study that will be followed by other survey studies
that will collect and analyze primary data for better understanding the effect of country of
origin on consumer food choice.
Results and discussion
Su and Canavari (2018) supposed that the country of origin of food product represents its
“nationality” and it is comparable to a “brand” that may be designed with a national flag.
However, different studies supported that the country of origin (COO) affects consumers’
food choices in different food sectors (Pedersen et al., 2018, Thøgersen et al., 2019,
Aichner, 2016) and that customers evaluate food products quality according to their COO
and that they are more willing to buy food products produced in some countries than in
others (Thøgersen et al., 2019). Moreover, most of the consumers have a general belief
that imported food brands have lower quality standards in comparison to domestic food
brands, therefore, they prefer to choose local food brands and avoid as possible to buy
imported food brands. (Schjøll, 2017). Also, customers believe that country of origin
(COO) is linked to quality(Allman et al., 2016) in the same way as the brand name,
the price, and various product labels (Thøgersen et al., 2019, Allman et al., 2016)
Consumers associate different factors to countries as the country image, consumer
ethnocentrism, geographical distance, cultural distance, and trust in products from the
different countries, these factors influencing how the customer will perceive the relative
level of quality of each country products (Thøgersen et al., 2019). However, one of the
most researched country image factors is economic development. Where consumers
prefer products from a more developed country to products from a less developed country
(Thøgersen et al., 2019, Uyar, 2018).
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Structural trade barriers between countries had been reduced during the past decades,
therefore, many countries have strengthened preference barriers by implementing
mandatory country of origin labeling for most types of food products(Su and Canavari,
2018, Schjøll, 2017). This allows consumers to rely on products origin to make more
effective buying decision (Schjøll, 2017). On the other hand, food producers can use
different strategies to communicate their product’s country of origin to their target
markets, these strategies range from unregulated COO strategies as using flags, symbols,
typical landscapes or buildings on packaging and in advertisement, to legally regulated
strategies like the communication of a ‘Made in’ statement or geographically based quality
labels like the European Union’s Protected Designation of Origin (PDO) indication
(Pedersen et al., 2018).
Conclusion
As a result of reducing the entry barriers to international markets, food producers should
pay more attention to the area of the country of origin of their products and understanding
how local and international consumers perceive and evaluate their COO image. Thus,
companies should use different promotional tools to promote their country of origin in
both of domestic and foreign markets since this can highly influence consumers attitudes
and preferences toward the company brands through giving a clue about the brand
performance. As a consequence of affecting the consumer’s preferences and perception,
their intention to buy can also be affected
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