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Abstract:  

With the increasing openness of 

the Algerian market to international markets 

as well as the increasing intensity of 

competition facing the Algerian products, 

especially with the high level of awareness 

of the Algerian consumer in his shopping 

manners, which has become more 

demanding in terms of quality and social 

image of the purchased product. 

Under all these circumstances, the 

required and the obtained information 

become an important factor to evaluate 

products and brands especially in the case of 

technically complex products, such as 

electronic ones, which might be evaluated 

using a specific kind of information and 

indexes like brands and country of origin of 

the product, which has many dimensions 

such as country of origin image, or the 

attitude toward country of origin. 

Accordingly, the country of origin 

becomes the most important indicators used 

in the evaluation of product, thus the 

problem of this research can be asked as 

follow: 

What’s the perceived COO 

image from the Algerian consumer of 

Algeria as electronics COO Vs Japan and 

China? 
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(Bilkey & 

Nes,1982; Han, 1990; Zhang, 1996)3
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(Lampert & Jaff, 1998)
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(Johansson et al, 1985)
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