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Abstract 

 

The objective of this research is to examine perception towards the products “Made in China” between the Malays 

and Chinese. Specifically, it looks into relationship between country-of-origin (COO) image, product knowledge, 

product involvement with information search and purchase intention. It further examines the difference of 

perception between the Malays and Chinese with their respective ethnic identification. A total of 550 

questionnaires were distributed at a Public Institution of Higher Learning. 252 copies from the Malay respondents 

and 251 copies from Chinese were subsequently collected. Statistical tests of relationship and difference in SPSS 

21.0 were used. The findings show that there is significant difference between COO image and product 

involvement among the Malay and Chinese respondents. Besides, there is difference between COO image and 

product knowledge among the Malays with strong and weak ethnic identification. As for the Chinese, the 

difference between strong and weak ethnic identification is found in COO image. In addition to the magnitude of 

ethnicity, this study also underscores the importance to understand customers’ product involvement due to its 

effect on information search and purchase intention. 
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BACKGROUND OF THE RESEARCH 

 

It is well documented that country-of-origin (COO) influences customer evaluations of a country’s product 

(Bilkey & Nes, 1982; Parameswaran & Pisharodi, 1994). Such evaluation could be affected by product 

knowledge, which plays a crucial role in determining consumer behaviour: they react differently towards a 

product based on their knowledge (Hanzaee & Khosrozadeh, 2011). It is also known that product knowledge is 

related to product involvement (Zaichkowsky, 1985). Therefore, COO, product knowledge, and product 

involvement are often found to have influence on purchase intention and information search (Lin & Chen, 2006). 

However, most COO research has been conducted in developed countries (Zhang, 1996). Hence, limited studies 

are conducted in developing countries (Sohail & Sahin, 2010), such as Malaysia.  


