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This qualitative research aims to close the knowledge gap in how the country of brand origin
(COBO) effect influences the consumer perceptions of Finnish technology products. The
research question, with its four sub-questions, seeks to understand the characteristics and
values associated with Finnish technology products, as well as the differences in perception
of technology products from other countries, and the influencing factors of the COBO effect.

To address the research question, the author conducted twelve in-depth, semi-structured
interviews. The sample of international consumers (non-Finnish) was collected through
purposive and snowball sampling methods, and the data were interpreted using the thematic
analysis method. As the research follows an abductive approach, the findings were
continuously compared to existing literature.

The results of the interviews indicate that consumers associate Finnish technology products
with different characteristics, such as durability, simplicity, and trustworthiness. These
findings were compared to the perceived characteristics of technology products of different
origins. It was also observed that many of the interviewees lacked knowledge of Finland and
often based their perceptions on the neighbouring countries. Furthermore, the Finnish
technology products were associated with different values, ranging from functional and
economic values to epistemic and social values. The findings also show how the country
image and the level of familiarity and expertise of the interviewees influenced the
perceptions of the technology products.
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Taman laadullisen tutkimustyon tarkoitus on selvittdd, miten brindin alkuperdmaa (COBO)
vaikuttaa kuluttajien ndkemyksiin suomalaisista teknologiatuotteista. Tutkimuskysymys ja
sen neljd alakysymystd pyrkivit ymmartdméén suomalaisiin teknologiatuotteisiin liittyvid
ominaisuuksia ja arvoja. Lisdksi tutkimuksessa selvitetddn, miten ndmé ominaisuudet
eroavat muiden maiden teknologiatuotekésityksisti sekd mitka tekijat vaikuttavat COBO-
vaikutukseen.

Tutkimuskysymykseen pyrittiin vastaamaan toteuttamalla kaksitoista puolistrukturoitua
syvéhaastattelua. Kansainvilisten kuluttajien (ei-suomalaisten) otos keréttiin
tarkoituksenmukaisella- ja lumipallomenetelmalld. Haastatteluista keréttyé aineistoa
analysoitiin temaattisen analyysin avulla. Koska tutkimus noudattaa abduktiivista
lahestymistapaa, tuloksia peilattiin jatkuvasti olemassa olevaan kirjallisuuteen.

Haastattelujen tulokset osoittavat, ettd kuluttajat liittdvét suomalaiset teknologiatuotteet
ominaisuuksiin kuten kestdvyyteen, yksinkertaisuuteen ja luotettavuuteen. Néitd tuloksia
verrattiin eri alkuperdmaiden teknologiatuotteisiin liitettyihin ominaisuuksiin.
Haastatteluissa ilmeni myds, ettd monilla vastaajilla ei ollut juurikaan tietoa Suomesta, ja
ndin ollen heididn ndkemyksensa perustuivat usein naapurimaihin. Liséksi suomalaisiin
teknologiatuotteisiin liitettiin erilaisia arvoja, jotka vaihtelivat toiminnallisista ja
taloudellisista arvoista aina episteemisiin ja sosiaalisiin arvoihin. Tulokset tuovat esiin
myos sen, miten maakuva seké haastateltavien perehtyneisyys ja asiantuntemus vaikuttivat
heidéin kisityksiinsd suomalaisista teknologiatuotteista.
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1 Introduction

This chapter starts with the introduction of the topic of this thesis and its background, the
statement of the research problem, followed by the aims. After the presentation of the
research questions, the chapter continues with the introduction of the key literature and the
theoretical framework. The focus of the study is clarified in the delimitations section, after
which the key concepts are defined. At the end of the chapter, the components of the research

design are briefly described, and the research structure is introduced.

1.1 Background of the research

The country of origin (COO) effect is a widely studied phenomenon among marketing
researchers, dating back to as early as the 1960s (Roth & Diamantopoulos, 2009). The
concept and its impact on consumer behaviour have been the interest of many scholars. It is
currently known that the COO, or the country of brand origin (COBO) when talking
specifically about the brand origin, among other information cues, influences product
evaluation situations and purchase processes (Demirbag et al., 2010; Verlegh & Steenkamp,
1999). This is due to consumers’ reliance on the available information cues to make

judgments (Koubaa, 2008).

Despite the COO research being considered one of the most widely studied topics in
international marketing (Pharr, 2005), some unexplored areas remain. The studies related to
the mature research topic have covered certain countries and industries; an example is a
study by Agnoli et al. (2019), where the preference for wines from France and Italy was
examined. However, the international COBO perceptions and characteristics associated with
Finnish technology products remain mostly uncovered. In addition, it is unknown how the
perceived characteristics differ from technology products from other countries, and if the

attributes are deemed valuable in the eyes of consumers.

Hence, this research on the COBO effect on consumer perceptions of Finnish technology
products can be considered relevant due to multiple reasons. First, it contributes to the extant
literature on the COBO effect by closing the knowledge gaps regarding the country and
industry in focus. Additionally, the study contributes to understanding whether the prior
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research is relevant in the context of the Finnish technology industry. Prior literature
indicates that Finland has been associated with different characteristics, such as innovation
and sustainability among others (Ryan, 2008; Hakala et al., 2013; Ulkoministerid, 2023).
These country images influence the COO effect (Chattalas et al., 2008) and currently, there
i1s no understanding if some of these characteristics connected to the country image of
Finland can be applied in the technology industry. As Peterson and Jolibert (1995) noted,
the impact of COO on consumer perceptions can vary depending on the object in question.
Furthermore, different frameworks for customer-perceived value are introduced in prior
research (Holbrook, 1999; Sheth et al. 1991; Sweeney & Soutar, 2001). It isn’t currently
known what type of customer values are derived from the characteristics associated with
Finnish technology and if they are recognized in the literature. It also remains unknown if
and how the characteristics associated with Finnish technology differ from technology
products of foreign (non-Finnish) origin. The varying impact of the COO effect has been
explained in prior studies by different determinants, such as the country image,
ethnocentrism, and familiarity, and could possibly explain the variation of the perceptions
between individuals (Chattalas et al., 2008). The extent to which the prior theories of the

determinants fit with the context of this research hasn’t been addressed in previous studies.

Prior COO research has its limitations regarding validity. In a literature review of the most
relevant articles on COO effect by Samiee et al. (2024), it was noted that over 94% of the
studies included in the review were conducted using quantitative methodology, surveys and
experiments being the most often used research methods. The share of qualitative studies,
which seek a deeper understanding of consumer experiences and perspectives (Lim, 2024;
Carson et al., 2001), was under 3%. Considering that the majority of the studies on consumer
COO perceptions have used quantitative methods, it can be debated whether they have been

sufficient in capturing a thorough understanding of the phenomenon.

For instance, Hakala et al. (2014) used qualitative research methods in uncovering the COO
effect on youths’ perceptions of wooden household furniture. In addition to understanding
the characteristics associated with German and Finnish wooden household furniture, the
qualitative research method allowed the authors to discover the context and other factors that
influence the perceptions, such as the price. The research was also able to uncover underlying
emotions like cynicism through guided interviews. Touzani et al. (2015) also used qualitative

in-depth interviews to understand the complexity of the external influences affecting the
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COBO preferences. Both studies use the thematic data analysis method, which allows new
insights to arise independently of pre-determined assumptions. These are some of the
strengths of qualitative research that quantitative methods typically overlook. Hence, this
thesis addresses the methodological limitations of extant research by selecting a qualitative

approach.

In addition to the research contribution, the thesis also has managerial implications.
Companies could use the results in optimizing their marketing efforts, which in turn can lead
to improved customer perceived value, brand equity, and thus, marketing results. On a macro
level, the findings could contribute positively to the Finnish economy. The technology
industry plays a vital role in productivity and economic growth worldwide (Hernandez,
2016; Qiang et al., 2009; Boskin & Lau, 2000). The advancements in technology can lead to
improved international competitiveness and an enhanced nation’s competitive position (Al
Mubarak & Hamdan, 2023; Kraus et al. 2021). It has been studied that the advancements in
Information and Communication Technology (ICT) are linked to economic growth in 27 EU
countries (Magoutas et al., 2024). This is true, especially in the case of Finland, as the ICT
industry was 6.75% of Finland’s GDP in 2021 (FiCom, 2023). Taking into consideration
other relevant technology industries, such as machinery, metal, and electronics, the turnover
of Finnish technology companies totalled 99 billion EUR in 2024 (Teknologiateollisuus,
2025). The technology industry is an important part of the Finnish economy, considering
that the industry employed around 331 000 people in 2024 (ibid.). Finnish technology
companies possess significant growth potential, as many are competing with cutting-edge
offerings, supported by the country's efforts to foster the development of advanced
technologies. For instance, Finland has the world’s largest open 5G test network as well as

other Al IoT, and cyber security related innovations (Business Finland, 2018).

1.2 Research aims and questions

Due to the research gaps in the extant literature defined above, the aim of this thesis is to
understand how the Finnish origin of technology products influences consumer perceptions,
focusing on the role of COBO in shaping associated characteristics and values. The aim is
also to compare these perceptions to technology products from other countries and

investigate how they vary based on different influences. Studying this topic would extend



12

the current literature by providing a better understanding of the COBO effect on Finnish
technology products. To meet the objectives of the research, a research question with four
sub-questions is defined. The first three sub-questions are exploratory, while the last one is

based on prior theories. The research questions are described below as follows:

RQ1: How does the COBO affect consumer perceptions of Finnish technology

products?

Subl: What characteristics do international consumers associate with Finnish technology

products?

Sub2: How do international consumers perceive the value of the characteristics associated

with Finnish technology products?

Sub3: How do international consumer perceptions of Finnish technology products compare

to those of technology products from other countries?

Sub4: How do country image, ethnocentrism, and familiarity and expertise influence

international consumers’ perceptions of Finnish technology products?

1.3 Literature review

The literature of this thesis is based on multiple extant concepts and studies. The topic of
this thesis revolves around the COO umbrella notion and the more specific COBO concept.
Besides describing the phenomenon, the literature about its importance in marketing and
branding is covered. In this context, Aaker’s (1991) brand equity model is introduced,
focusing on brand associations and perceived quality. As the focus of the thesis is the Finnish
technology industry, prior studies about consumer perceptions towards technology products
and brands as well as the overall country image of Finland are included. In addition to the
literature about consumer associations, different frameworks about consumer-perceived
value are introduced. Finally, the varying impact of the COO effect is explained by the
determinants in the conceptual model for the country of origin effect (Chattalas et al.2008).
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The COO concept dates back decades. It was a continuum of earlier research on national
stereotypes until it caught the attention of marketing scholars in the 1960s (Roth &
Diamantopoulos, 2009). The first empirical study by Schooler (1965) demonstrated how
consumers rate products differently based on their country of origin. Over the years, the
concept has evolved and what was earlier defined as the stereotypes associated with a certain
country (Chattalas et al., 2008) now takes more comprehensive meaning. Some researchers
have defined it both as intrinsic and extrinsic cues that inform the consumer about the
product’s origin (Bilkey & Nes, 1982; Schooler, 1965; Roth & Romeo, 1992; Chinen et al.,
2000). The origin can refer to multiple different components. Not only can it be used when
referring to the country of manufacturing, but also to the country of design, assembly, and
brand (Chao, 2001; Thakor & Lavack, 2003; Lin & Chen, 2006). Some studies have used
the term COBO to indicate the brand focus of the country of origin concept (Thakor & Kohli,
1996), which is defined as the location of the brand’s headquarters (Samiee et al., 2005).

The COO and COBO can be communicated through, for instance, a “Made in” label
(Dichter, 1962), but is also communicated through other means of marketing like branding
and promotion (Papadopoulos & Heslop, 2002). These information cues are used in product
evaluation and purchase decision situations (Demirbag et al., 2010; Verlegh & Steenkamp,
1999) as consumers rely on available information to make judgements (Koubaa, 2008). The
name of the phenomenon is called the country of origin (COO) effect where consumers

evaluate products based on the judgments of country of origin cues (Chryssochoidis et al.

2007).

Multiple studies have unveiled the significance of the COO information on the brand image
(Ahmed & D’astous, 1996). In addition to brand associations, the phenomenon has also been
studied regarding how it influences other aspects of brand equity, the set of assets and
liabilities tied to a brand, such as perceived quality (Yasin et al., 2007; Balabanis &
Diamantopoulos, 2004). Aaker’s (1991) model of brand equity explains how brand
associations and perceived quality, among other factors, impact the brand value either
positively or negatively. For instance, the value can be derived from the possibility of brand
extension, differentiation, price premium, aided information processing, and the creation of
positive feelings. Brand equity can lead to increased value not only to the customers but also
to the firm (Aaker & Jacobson, 1994; Cobb-Walgren et al., 1995). For this reason, the COO

and COBO are important components for marketing professionals as they can use the cues
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among other brand elements (Kapferer, 2012) in crafting brand identity, which has an impact

on the brand image (Xi et al., 2022).

The literature review also covers the different perception studies related to the COO and
COBO. The focus is on the perceptions towards different technologies as some researchers
have studied the effects in this context. For instance, the effects of these phenomena on
smartphones, fasteners, high-tech, and other technology products have been studied and the
findings indicate an impact on the perception as well as on the purchase intention of
consumers (Chen et al., 2011; Nagy, 2017; Sevanandee & Damar-Ladkoo, 2018; Souiden et
al., 2011). The country focus of these studies varies, some concentrating on a specific
country while others approach the research from the technology aspect, potentially including
multiple countries. The Finnish technologies have been included in some of the studies, for
instance, in the study by Sevanandee and Damar-Ladkoo (2018), which found out that the
Finnish mobile phone companies weren’t perceived as superior quality compared to those of

the US and South Korea among Mauritanian consumers.

The country image also has an impact on the COO effect through which it influences
consumer attitudes and purchase decisions (Demirbag et al., 2010; Verlegh & Steenkamp,
1999), and for this reason, the literature about overall perceptions of Finland is included in
this thesis. The extant literature and research have identified the ideas, impressions, beliefs,
generalized pictures, reputation, experiences, and stereotypes that people have of Finland.
According to some of them, Finland has been associated with nature, winter, the Nordic
lifestyle and values, innovation, design, education, sustainable development, and traditional
industries such as pulp and paper (Hiltunen, 2018; Ryan, 2008; Varamiki, 2004;
Ulkoministerio, 2023; Naumova, 2014; Castells & Himanen, 2002).

In addition to discovering the associations, part of this thesis is to understand what type of
values the associated characteristics bring to consumers. For this reason, different
frameworks are addressed in the literature review to better understand the types of perceived
values. Consumer-perceived value is an important aspect of businesses as it is often included
in the objectives of a firm (Holbrook, 1999; Sweeney & Soutar, 2001). These perceived
values have an impact on the decisions consumers make, influencing their choices and
purchase behaviour (Sheth et al., 1991). For instance, the typology of consumer values by
Holbrook (1999) introduces eight types of consumer values: efficiency, play, excellence,

aesthetic, status, esteem, ethics, and spirituality.
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Finally, literature about the different factors that influence the COO effect is covered. The
impact of the phenomenon isn’t constant and can vary based on certain determinants, such
as the country image, the preference of domestic products over foreign ones, the level of
interest the consumer has towards the product or brand, as well as the level of familiarity
(Chattalas et al., 2008; Shimp & Sharma, 1987; Han, 1989). These determinants have been
studied individually for the most part. When studying the COO effect across nations, it is
important to take into consideration these factors as they can influence the outcome. For
example, the COO effect can vary depending on the country as individualistic and
collectivistic attitudes can impact the light in which foreign products and brands are viewed

(Narayana, 1981).

1.4 Theoretical framework

The framework of this study is presented in Figure 1. It illustrates the type of COBO effect
explored in this thesis, the perceived characteristics associated with a brand of a certain
country, and the perceived value of these characteristics. The figure also shows how the
country of origin can affect brand equity through the perceived characteristics and their
value. Nevertheless, the impact on brand equity is indicated by a dotted line in the figure, as
this thesis doesn’t focus on testing it. It is also noted that different factors can influence the
COBO effect and, thus, are included in the framework. The influencing factors are as
follows: country image, ethnocentrism, and familiarity and expertise. The basis of the
framework is explained by extant frameworks in COO studies and applied in the context of

COBO. The frameworks are introduced in the literature review chapter.
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Figure 1. Theoretical framework of the study

1.5 Delimitations

Delimitations are decisions made by the researcher regarding the intended direction of the
study. The purpose of delimitations is also to decide which direction the research doesn’t
take. Some delimitations are set for this study by the author, and they are presented in this

section.

First, this study focuses on the COBO perceptions of Finnish technology products.
Therefore, besides mentioning different kinds of relevant studies related to the COBO and
COO, this research revolves around the perceptions impacted by their effects. Furthermore,
the perceptions are limited to the characteristics and value, for instance, excluding other
factors that influence brand equity, such as brand awareness and brand loyalty. This is due
to the aim and research questions that divert the focus on certain aspects while leaving others

out due to irrelevancy for the study.

It is also necessary to clarify that despite the brand equity being part of the theoretical
framework of this study, it is rather used as a supporting block for the relevancy of the thesis
that is based on prior studies. Hence, the author won’t be testing the influence of the

perceived characteristics and value on the brand equity.



17

The thesis also won’t cover all the numerous factors that could influence the COBO. Instead,
the author selected a set of determinants based on the suitability and scope of the thesis:
country image, ethnocentrism, and familiarity and expertise. More detailed reasoning behind
the inclusion and exclusion of each determinant can be found in the chapter 2.1.3.

Determinants.

Furthermore, as the objective of this research is to understand product perceptions based on
the brand's country of origin, the concept of COBO is being utilized. The COBO refers to
the location of the brand’s headquarters (Samiee et al., 2005). This is more accurate in
describing the type of origin in comparison to the COO definition in the context of this thesis,
as COO is used as an umbrella term for different types of country origins. However, both
the concepts of COBO and COO are used. This is due to the central role of the COO concept,
particularly the country of manufacturing origin, which has driven the development of
COBO. In addition, some research doesn’t specify the type of origin, instead defining it more
broadly. Given the context of these studies, it can be seen as appropriate to adapt the findings

of some of the COO studies and frameworks to suit the scope of this research.

What is meant by the Finnish technology industry in this study should be clarified as well.
The technology industry is a wide concept and can comprise areas such as IT, gaming,
telecommunications, manufacturing, machine learning, and electronics, to mention a few of
them. As the perceptions towards Finnish technology haven’t been comprehensively studied
before, Finnish technology isn’t limited to any specific type of technology in this study.
However, it is good to bear in mind that as the sample consists of ordinary consumers, the
interview questions and the answers may favour technologies more familiar to the

consumers, i.e., consumer technologies.

The research also has some methodological delimitations. When it comes to the sample of
this study, Finnish consumers are entirely excluded as the focus is to study how Finnish
technologies are perceived internationally. The differences between foreigners living in
Finland and abroad are taken into account in the data analysis. Additionally, the sample will
include only individuals who can communicate their ideas in English. This is to ensure
seamless interactions and understanding of interviewees, contributing to more accurate data

and interpretations.
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1.6 Definitions of the key concepts

In the following, the central concepts of the study are defined. The definitions of the concepts
are based on prior academic literature, and they are presented in the theoretical part of the

study.

Country of origin (COOQ) refers to the attributes that inform consumers about the place of
origin of a product. The attributes can also be called cues, which can be both intrinsic and
extrinsic (Bilkey & Nes, 1982; Schooler, 1965; Roth & Romeo, 1992; Chinen et al., 2000).
These cues can be communicated not only through using the “Made in” label but also
through marketing efforts such as branding and promotion (Dichter, 1962; Papadopoulos &
Heslop 2002). Among other information cues, the COO plays a part in consumers’ product
evaluation and purchase processes (Demirbag et al., 2010; Verlegh & Steenkamp, 1999).
The COO doesn’t only refer to the country of manufacture but also to the country of design,
assembly, and brand (Chao, 2001; Thakor & Lavack, 2003; Lin & Chen, 2006).

The country of brand origin (COBQ) definition has been used in the literature in some
cases to further specify the brand focus of the country of origin concept (Thakor & Kohli,
1996). The COBO is defined as the location of the brand’s headquarters (Samiee et al.,
2005).

Country of origin (COOQ) effect is the phenomenon where consumers are impacted by the
COO cues. Consumers evaluate the products based on their judgment of the country of origin
information (Chryssochoidis et al. 2007). The COO effect is a well-known marketing
strategy that can influence consumer attitudes and purchase decisions (Demirbag et al., 2010;

Verlegh & Steenkamp, 1999).

Country of brand origin (COBO) effect is equivalent to the COO effect, with the key
difference being that consumers are influenced specifically by cues related to the brand's

country of origin.



19

Country image is defined as the total of all ideas, impressions, beliefs, generalized pictures,
reputation, experiences, and stereotypes that people have of a place (Kotler et al. 1993;
Nagashima, 1977). These images embody not only the products associated with a country
but also the values, culture, traditions, economic and political situations, historical events,
and degree of industrialization associated with a country (Essoussi & Merunka 2007;
Nagashima, 1977; Fan, 2010). In addition to the cognitive elements of the country image, it
also consists of affective and conative dimensions (Papadopoulos et al., 1990). Three
distinct groups of focus have been identified in country image research: general images of a
country, countries and their products, and products coming from a certain country (Roth &
Diamantopoulos, 2009). Country image is one of the factors influencing the COO effect,
thus impacting consumers’ brand and product evaluation (Chattalas et al.,2008; Roth &

Romeo, 1992; Han, 1989).

Brand equity is a set of assets and liabilities tied to a brand (Aaker, 1991). These assets and
liabilities can either add to or diminish the value of the offering (Washburn & Plank 2002).
It has been studied that brand equity can lead to premium value for both the company (Aaker
& Jacobson 1994) and the consumers (Cobb-Walgren et al. 1995). Hence, brand equity can
be identified and measured based on financial and marketing effects. Different models have
categorized the assets and liabilities of brand equity (Aaker, 1991; Keller, 1993). Aaker
(1991) has defined the categories as brand loyalty, name awareness, perceived quality, brand

associations, and other brand assets.

1.7 Research methodology

This section gives a brief overview of the methodology used in this research. It includes the
description of the applied research philosophy, approaches, data collection method and its

format, the sample and sampling methods, as well as the data analysis method.

Research philosophies include assumptions that guide the research regarding the strategy
and the method (Saunders et al., 2012). This study follows interpretivism, which seeks to

understand the phenomena by exploring individuals’ subjective meanings and experiences
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(Malhotra, & Birks, 2006; Ritchie et al., 2013). This philosophy aligns with the aim of the
study, which is to understand the country of origin phenomenon through individual
perceptions. Interpretivism philosophy focuses on qualitative data as the object is difficult

to measure (Ritchie et al., 2013; Saunders et al., 2012).

This study is a mix of exploratory and confirmatory. For the most part, it aims to investigate
a topic in a context that remains relatively unexplored, provide a deeper understanding of it,
and contribute to the existing literature by offering new insights. However, a part of the study
is also to understand how some of the prior findings and theories manifest in this research
context. Hence, due to the dominant exploratory design and the interpretivism philosophy
the study follows, a qualitative methodological choice was seen as appropriate for this study.
As stated by Maykut and Morehouse (1994), the purpose of qualitative research is not to
reach generalizability, but rather to gain a deeper understanding of the participants’
perspectives and experiences. This study also adopts the abductive approach: a mixture of
inductive and deductive reasoning. It incorporates both the data-led analysis and the
application of predefined categories identified in extant literature, allowing a deeper
understanding of the topic (Maykut & Morehouse, 1994; Goertz & LeCompte 1981; Fereday
& Muir-Cochrane, 2006). In this research, abduction is applied in a way that prior literature
explains the relevancy of the research questions and interprets the findings in light of existing

literature rather than forming hypotheses and testing the extant theories.

The data is collected using an in-depth interview method as it facilitates access to
participants’ perceptions (Patton, 1990). The method takes a form of semi-structured
interviews as it fosters the balance between structure and flexibility (Merriam, 2009). It
invites participants in the conversation through a set of open-ended questions (Maykut &
Morehouse, 1994) while allowing the collection of deeper meanings through follow-up

questions (Patton, 1990).

A sample of foreign nationals (non-Finnish), both living in Finland and overseas, is collected
through non-convenient purposive and snowball sampling. Purposive sampling allows the
inclusion of relevant participants, improving the in-depth understanding of the topic (Patton
2015; Morse 2020; Creswell & Poth 2017). Maykut and Morehouse (1994) also recommend
using the snowball sampling method as it improves variation. A carefully designed study
can reach the saturation point within as few as twelve and no more than twenty participants

according to Lincoln & Guba (1985).
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The data is analysed using the thematic analysis method. This method enables revealing the
meanings within the data through the identification of themes (Guyotte et al., 2025). The
abductive approach is central in the process of data analysis, helping to distinguish between
information that emerges inductively from the data and that which stems from pre-existing
findings and frameworks. This clarification allows for a more nuanced understanding of how
pre-existing knowledge interacts with new insights generated during analysis (Timmermans
& Tavory, 2012). The quality of the study is evaluated using the criterion introduced by
Guba and Lincoln (1994). Instead of reliability and validity, it focuses on the aspects more

suitable for a qualitative study: credibility, transferability, dependability, and confirmability.

1.8 Structure of the research

This section is dedicated to the presentation of the structure of this thesis. The thesis consists
of multiple chapters, starting with the introduction of the topic and the intended research.
The background is described with the subject, its topicality, what is known about it, and what
remains undiscovered. Derived from the knowledge gaps, the research problem is also
described in the first section. Following the problem statement, the aim of the thesis is
declared, and the research questions are introduced. This is followed by a brief overview of
the literature on which the research is based and a description of the theoretical framework.
The first chapter also includes a description of the direction of the study in the form of
delimitations. Subsequently, the key concepts of this thesis are presented and defined.
Finally, before the description of the structure of the thesis, the research methodology and

design are covered.

The second chapter describes the relevant literature in more detail. In the beginning, the
concepts of COO and COBO are introduced, and their relevance regarding marketing and
branding is outlined. The second section introduces the extant studies regarding the concepts
and their impact on consumer perceptions. This prelude continues with literature on
consumer perceptions of technology and the country image of Finland. The last few sections
present the consumer value perceptions and the sources of the perceived value as well as the

different factors that impact the COO effect.

The third chapter presents the methodology and the different decisions that were made, from

describing the research philosophy to ensuring the validity. The research approaches are
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introduced in addition to the data collection and analysis methods, as well as the sample and

sampling methods.

The fourth chapter is dedicated to the analysis and interpretation of the interviews. The
findings are presented, and thus, the research questions are answered. The analysis goes back
and forth between the interview findings and the theory to form a comprehensive

understanding of the topic.

The fifth chapter closes the thesis with a discussion and conclusion. It comprises the
summary of the findings, both academic contributions and practical implications, as well as
the acknowledgement of the limitations of the research. Finally, the potential areas of future

study are covered. References and appendices follow the chapter.
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2 Literature review

This literature review chapter extensively covers prior studies that are central to the topic of
the thesis. The literature introduced in this chapter sets the foundation for the theoretical
framework of the thesis and, thus, includes the relevant concepts and frameworks. First, the
country of origin and the related concepts are introduced, and their importance in the
branding context is described. This is followed by a section that is dedicated to the perception
studies related to COO and COBO, and technology. Prior literature about the Finnish country
image is also included. Subsequently, the different frameworks regarding consumer
perceived value are introduced, and the types of different perceived values are identified.
Finally, to explain the varying impacts of the COO effect, the literature review presents the

different factors that can influence the outcomes of the studies related to the phenomenon.

2.1 Concepts of COO and COBO

The concept of the country of origin (COO) is a well-studied concept, especially in the
marketing discipline. Notwithstanding, the concept is challenging to define due to the active
debates. New research and different perspectives of the concept make it even more
challenging to specify the essence of the COO. For instance, Chinen et al. (2000) described
the COO as information that has an impact on consumers' evaluation of goods from different
countries. On the other hand, Roth and Romeo (1992) indicated that the COO means all the
attributes a buyer associates with imported goods from a specific country. Generally, the
studies have been pointing out the COO as a specific type of information cue. Combining
the COO literature, the concept can be defined as the collection of attributes that inform
consumers about where the product originates from, thus, the place of origin of a product
(Bilkey & Nes, 1982; Schooler, 1965; Roth & Romeo, 1992; Chinen et al., 2000). Oftentimes
in literature, these attributes are referred to as information cues that are a part of creating

product impressions.

Hence, the COO cues lead consumers to create images about the product. These product
images serve as a basis of judgment and guide consumers in the moment of a product

evaluation. This being the case, consumers also use these information cues before making
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purchase decisions. Retrieving information about the product, such as the COOQO, is a way for
consumers to form an idea about its attributes (Lee & Lee, 2009). Consumers tend to
memorise different types of information cues, sometimes it being the place of origin of a
brand. This way, the COO information can be used in forming brand images and interfere
with the product evaluation and purchase process (Demirbag et al., 2010; Verlegh &
Steenkamp, 1999). Bilkey and Nes (1982) argued that consumers use the COO cue as a
heuristic, that is, a shortcut, when they lack prior knowledge or information about the

product.

There are different types of cues that consumers can extract information from: intrinsic and
extrinsic. Multiple studies on the COO concept have identified the origin of a country as an
extrinsic source of information (Bilkey & Nes, 1982; Roth & Romeo, 1992). According to
this idea, the COO is an external factor that aids consumers in product evaluation but isn’t a
part of the physical product itself. Other examples of extrinsic cues, in addition to the COO,
are the brand name and logo, price, and the location of sales. The extrinsic cues provide

consumers with additional information besides the product itself.

Even though the intrinsic cues of the COO are hardly mentioned, it is still worth noting their
connection in the consumer evaluation process. Intrinsic information cues can be defined as
the physical features of the product. Consumers can directly interact with these
characteristics, which are part of the product itself, in contrast to the extrinsic cues (Roth &
Romeo, 1992). Even though the COO itself can’t be a product’s physical characteristic, some
of the physical features of a product can still be strongly associated with the place of the
product’s origin (Bilkey & Nes, 1982). These can be, for instance, the size of American food

products and the taste of Swiss chocolate.

Furthermore, the COO isn’t the only information source that influences consumers. The
COO cue is one of the cues among many other product-related intrinsic and extrinsic
attributes that consumers use in evaluation and decision-making (Cristea et al., 2015).
Kapferer (2012) identifies different product and brand-related attributes, such as colour,
typography, and images, that play an important role in consumer perceptions. Sometimes the
core values of a brand, such as the mission and values, can also be detected by the consumer.
The connection between the different attributes may be rather complex as they don’t always

hold equal importance in an individual's mind. Johansson et al. (1985) have also discovered
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that the COO cue isn’t independent of other product attributes as it can affect the perception

of other cues as well.

What is meant by the COO has also been shaped over the years due to shifts in the world
and business environment. The very first research about the concept described the COO as
the country where the product has been manufactured (Schooler, 1965). It was around the
1990s that a shift in this definition started to happen. The firms became more international,
and it was common for firms to get their material and other resources from overseas. The
globalisation of companies made it harder to define the COO as the place of manufacturing,
as the production took place in multiple locations. Koubaa (2008) has referred to the current
model of products as “hybrid” due to this phenomenon. Hybrid products mean that the brand
of the product and the place of manufacturing aren’t the same. For instance, the product can
carry a local brand while being manufactured in a foreign location. This change in the
corporate landscape has led researchers to consider other alternatives for the definition of

the COO.

Chao (2001) has studied the COO concept from the perspective of where the product has
been assembled, the place of origin of the parts, or the country in which the product is
designed. Research has also started exploring not only the different product-related COO
orientations but also the service. Behaving similarly to the other COO types, the country of

service origin is focused on the origin of the firm’s intangible offerings (Zhou & Zhou,

2013).

The country of brand origin has also been identified in the literature. Similar to the
aforementioned types of COO, the country of brand origin (COBO) describes a subtype of
the broader term (Thakor & Kohli, 1996). Thakor and Kohli (1996) describe the COBO as
“the place, region or country to which the brand is perceived to belong by its customers”. A
definition apart from customers’ perceptions is presented by Samiee et al. (2005). In the
article, the concept of COBO is defined as the place where the brand’s headquarters are

located.

Some researchers have even indicated that the COBO could be more relevant in current times
than the COOQ, referring to the country of manufacture. Thakor and Lavack (2003) found that
the product’s country of manufacture may have a less significant effect on quality assessment

when the country of brand origin, the location of the headquarters, is known. This isn’t the
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only study implying that COBO perceptions can surpass the county of the manufacturing
location. Usunier (2011) also argues that the COO perceptions of consumers are derived
from the country of the brand instead of the product’s place of manufacture. As the brand
origin has started to gain more importance, companies can use COBO as a part of their
branding strategy or even as a part of the company’s identity in attempts to enter foreign

markets.

The significance of the COO on product acceptance and success was first discovered by
Dichter (1962). His insights laid the foundation for research in this field. This notion was
later reinforced by Schooler (1965), who provided further evidence supporting the impact of
the COO on consumer perceptions. Since the 1960s, Dichter’s and Schooler’s findings have
sparked significant interest among academics and marketing professionals, leading to
extensive research on the impact of the COO on consumer behaviour. Although decades
have passed since the initial discussions of the COO, the concept remains relevant and
continues to evolve, gaining new perspectives and dimensions. To this day, the COO
continues to be one of the most extensively researched concepts in international marketing

literature.

The first use case of the COO concept was when the “made in” labels were used for imported
goods. Stamps on the products, such as “made in China” and “made in Italy”, were used not
only as an indication of where the products originate from, but also as a sign of attributes
like quality. The country linked with the associated attributes, the “made in” label, created a
strong reputation for the country as the leaders in certain types of production (Kotler &
Gertner, 2002). The “made-in” stamps attached to the product or packaging were considered
the clearest and strongest indicators of the COO (Schooler, 1965). As the concept has been
better researched and understood, it has been realised that the COO cues can be used and
implemented in different ways, for instance, through marketing efforts such as branding and

promotion (Dichter, 1962; Papadopoulos & Heslop 2002).

The shift in the COO's communication hasn’t been the only change related to the concept.
Initially, a surge of studies focused on the phenomenon's effects on consumer behaviour.
Positive and negative product judgments were studied extensively, however, the focus of
researchers has gradually changed to the more complex sides of the COO (Roth &

Diamantopoulos, 2009). Currently, instead of only discovering the differences in the
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perceptions of a product due to its origin, studies about the “why” factor have started to

emerge (ibid.).

The focus of the COO studies, as well as the research outcomes, are versatile. The COO
studies span various fields, such as country image research, which examines perceptions of
a country as a whole, and national stereotype studies, which explore how stereotypes
attached to a certain nation influence consumer perception. In addition, each COO study
seems to yield different outcomes, mainly due to the different settings in which the research
takes place. It is unusual to find a study with an identical sample and country focus, let alone
a study with a similar research design. However, a consistent theme in the COO literature is

that the majority of studies primarily focus on individual consumers’ perceptions.

2.1.1 Effects

The COO, the information cues themselves, wouldn’t be much of interest to researchers if it
wouldn’t lead to an impact. This COO effect describes the phenomenon in which consumers
are impacted by the COO information. Roth and Romeo (1992) described the concept as the
way consumers perceive imports from a certain country. Chinen et al. (2000) defined the
COQO effect slightly broader as consumers’ beliefs in COO cues. The article also addressed
that consumers use the COO information in the evaluation of products originating from
different countries, and this judgment influences the purchase decision process. This COO
information’s impact on consumer evaluation and purchasing decisions is showcased in
various studies. However, the effect of the COO isn’t typically conscious but rather an
involuntary phenomenon impacting consumer behaviour on a subconscious level (Yasin et

al., 2007).

In some instances, especially when the consumer is considering purchasing a high-
involvement product, the COO effect may unknowingly affect consumers (Parkvithee &
Miranda, 2012). The COO information may be sought by consumers who are pondering
between different products or services, making the COO an important source of information
that consumers care about. For instance, when choosing a car brand, the country where the
brand originates from can be associated with certain qualities, such as German cars with

reliable engineering and Chinese cars with affordability. Consumers will use these cues
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when deciding what type of characteristics he/she is expecting and desiring from the

purchase.

Hence, the characteristics associated with the COO can have an impact on the consumers’
product evaluation (Heslop & Papadopoulos, 1994). In the research by Koubaa (2008), the
author argues that the COO effect can be either positive or negative and affect the perceived
quality of the product. In addition to the quality, the national origin can have an impact on
the perceived risk and value, eventually influencing the likelihood of a product purchase
(ibid.). Other researchers have indicated similar findings, for instance, Lee and Lee (2009)
argued that the COO cue is an indicator for consumers about the quality of a product. Hence,

the perceptions of a product’s country of origin truly matter.

Verlegh and Steenkamp (1999) found out that consumers can perceive a product as more
authentic and exotic if the product has a strong and culturally meaningful COO image. Based
on this finding, it can be reasoned that the COO information can be used for differentiating
products and brands from one another based on the characteristics and associations of the
COO. Companies focusing on the dissimilarities of the country of origin can create a
competitive advantage through a strong brand image. However, on the other hand, the COO
effect can also be viewed as a barrier for entering new segments or foreign markets if the

consumer perceptions aren’t favourable.

Similarly to the overall COO effect, the COBO has a role in consumers’ brand perceptions.
A researcher who has specifically studied the COBO, Koubaa (2008), has found that the
country in which the brand originates seems to have a significant influence on how
consumers perceive the brand. Magnusson et al. (2011) have also studied specifically the
influence of COBO and concluded that a product’s perceived brand origin has a significant
impact on the consumers’ attitudes towards the brand. This also holds in the cases of
inaccurate country of origin perceptions, thus, the attitudes towards a brand can be reshaped

through educating consumers about the true COBO (ibid.).

It has also been researched that COBO can impact the perception of a brand compared to the
industry competitors (Cristea et al., 2015). This happens through the impact of COBO cues
that convey to consumers the brand’s characteristics. For instance, COBO information can
reduce the perceived risk associated with a branded product. This can be used in the

positioning strategy of a firm as it acts as an enforcement, leading to desired consumer
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behaviour, and eventually, can lead to competitive advantage (ibid.). Ultimately, COBO, as
well as other types of COO information cues, are recognised marketing strategies that are
known for their ability to impact the way consumers view the product or the brand, leading
to desired consumer perceptions and purchase behaviour (Demirbag et al., 2010; Verlegh &

Steenkamp, 1999).

The COO effect takes place in different dimensions, all impacting consumer perceptions of
a product or a brand. These levels of the COO effect are described by Cristea et al. (2015)
as cognitive, affective, and normative. The three dimensions are described accordingly by

the author:

e On a cognitive level, the COO information serves as an indicator of quality. When
consumers evaluate a product or a brand with COO cues, their perceptions are formed
through rational thinking based on available information. In contrast to the
perceptions rising from a psychological need, the cognitive-based COO information
encourages consumers to think logically and evaluate the product or the brand and

its quality.

¢ On an affective level, the COO cues are associated with emotions and symbols. The
affective COO dimension works by inflicting feelings and emblems that consumers
can associate with a product or a brand coming from a certain country of origin. For
instance, a consumer can link the COO cues with the feeling of excitement and a sign
of status. These associations can be formed either through own experience or

indirectly.

e On a normative level, the COO effect is moderated by different societal norms and
influences. These outside expectations and pressure influence the way consumer
perceives a product or a brand, impacting the purchase behaviour. Ethnocentrism and
disidentification are examples of factors that can influence the COO effect on a

normative aspect.

The COO, including COBO, isn’t as straightforward as consumers identifying the product’s
or brand’s origin and forming correct ideas. Research by Balabanis (2008) concluded that
consumers may lack the knowledge of the correct COBO. The findings indicated that many

consumers do not correctly identify the country where a brand originates. This is either due
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to the lack of brand recognition or the lack of care that leads to incorrect associations (ibid).
Despite the incorrectly perceived origin, the COO effect still holds. Zhou et al. (2010)
identified that the perceived COO still matters regardless of its accuracy. Previous studies
have shown that the country of origin of a brand can serve as a stereotype that shapes
consumer perceptions, even when the assumed characteristics may not be entirely accurate.
Regardless of the potential inaccuracy of these associations, they still play a significant role
in influencing how consumers evaluate and interpret a brand’s characteristics (Peterson &

Jolibert, 1995).

2.1.2 Importance in marketing

Creating strong brands has become more critical than ever before. Due to the rising level of
competition that firms face as a result of globalization, marketing efforts have become
increasingly important. Strong brands have multiple advantages that are obtained through
the establishment of a solid identity in the market (Aaker, 1996). Delgado-Ballester and
Munuera-Aleman (2005) have identified some of the benefits of branding. According to the
authors, an established brand has an advantage in the competitive landscape as consumers
can distinguish it from its competitors. These distinguishable features can also be used as
justification for higher prices, leading to larger return margins. A strong brand can also
attract new partners and cooperation opportunities due to the brand’s recognition and
reputation. The company can also leverage the brand name and use it for extension purposes

(ibid).

The firm's marketing department has the ability to influence the way customers perceive the
brand through different activities affecting brand identity. Brand identity is the unique value
that a company wants the target audience to perceive (Xi et al., 2022). The firm constructs
it with different marketing activities such as brand positioning and communications (ibid.).
For instance, the brand positioning, which describes the process of distinguishing a brand
from its competitors, is a company’s attempt to strengthen its brand identity (Keller, 1993).
However, the attempt to be perceived in a certain way is separate from the actual perception.
This is called the brand image. Keller (1993) defined brand image as the collection of
perceptions about a brand that are tied to the consumers’ memory of the brand associations.

Eventually, the brand image is formed through marketing efforts of creating brand identity,
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and the consumers’ response to this stimulus (Figure 2). In turn, brand image is important as

it plays an essential part in creating long-lasting brand equity (ibid.).

marketing the way

efforts to . CONSUMEers

brand image .
experience the

create brand
identity brand

Figure 2. The formation of brand image

Some studies have indicated that the COO cues have a significant role in a product’s brand
image, consequently impacting consumers’ purchasing behaviour (Diamantopoulos et al.,
2011). Companies can incorporate the COO into their brand identity strategy to influence
consumer perceptions of their brand image. For instance, Nes and Gripsrund (2014) have
acknowledged the importance of the COO studies as companies can integrate the
information into the marketing strategies. Furthermore, Peterson and Jolibert (1995) have
demonstrated in research how the COO can impact the brand image. They discovered that
consumers value the COO more when they read the product description rather than solely

judging the physical product.

The relevance of the COO information cues in building the brand image and affecting
consumer evaluation may not be consistent. For instance, the COO of a certain product
category can be more significant than that of another category. This was studied by Godey
et al. (2012), and the findings indicated that the brand and the place of origin associated
with a luxury product scored higher in importance than the price. The price became more
important the simpler and less complex the product was (ibid). It is also good to note that
the COO isn’t the only factor impacting consumer perceptions of the brand. Aiello et al.
(2008) discovered that the COBO is just one of the several elements that shape consumers'

perceptions of a brand. There are other factors, such as the product’s quality and design,
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band reputation, and advertising, that influence brand image. These factors can have equal

or even greater impact on consumers' brand perception than the COBO.

The brand’s origin doesn’t solely influence the consumer evaluation and action, but also
the brand equity through the associations. The term brand equity refers to the collection of
assets and liabilities that are connected to a brand (Aaker, 1991). According to the
statement by Yang et al. (2016), a product’s COO can have a direct impact on brand
associations, perceived quality, loyalty, awareness, and other proprietary brand assets.
These are the dimensions of brand equity defined by Aaker (1991), and thus, the COO can
indirectly impact the brand equity. In a study conducted by Yasin et al. (2007), the
influence of COBO on the dimensions of brand equity was examined. The findings
indicated a significant impact on brand equity, the dimensions being brand distinctiveness,

loyalty, awareness, and associations.

brand equity

brand
associations

brand
awareness

perceived
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| |
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Figure 3. Brand equity model (adapted from Aaker 1991)

However, it should be noted that the COBO cues can impact brand equity either positively
or negatively, as the brand’s assets and liabilities can either add or decrease the value of
the offering (Washburn & Plank, 2002). Positive COBO associations as part of brand
equity can lead to improved value for both the company (Aaker & Jacobson, 1994) and the
consumers (Cobb-Walgren et al., 1995). For a company, brand equity can provide value,
for instance, through improved competitive advantage and trade leverage, opportunity for
brand extensions, and better effectiveness and efficiency of marketing programs (Aaker,

1991). On the other hand, customers can gain value through improved satisfaction and
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confidence in the purchasing (ibid). These changes in brand equity can be measured based
on different financial and marketing effects, and thus, the value of COBO can be estimated

as well.

The importance of the COBO can also be debated. Even though the brand origin can
influence the brand equity, Usunier (2006) has argued that the COO effect may no longer
hold its place in a globalised world where one company can have multinational production
and global branding strategies. However, it can also be argued that the impact of the origin
of a brand is more significant in current times as companies can differentiate themselves
from their competitors, and thus, improve their competitive positioning in the highly

competitive landscape (Steenkamp et al., 2003).

2.1.3 Determinants

The chapters above discuss the effect the COBO can have on consumer judgment and
behaviour. Evidently, the COBO’s impact can vary depending on the country and brand in
question. However, in the prior literature, other factors that influence the phenomenon have
been identified. These factors that can influence the COBO results are referred to as
determinants (Chattalas et al., 2008). There are multiple determinants that can impact the
COBO cues, however, they can be divided into four main categories: consumer
characteristics, product type, country image, and cultural differences (ibid.). Due to the scope
and suitability, not all determinants are used in this thesis. In this chapter, the determinants

are explained, and the decision to omit some of them is further justified.

The first determinant, which is also included in the framework of this research, is the country
image. Country image is an essential part of building consumers’ overall view of a certain
country. The image is based on everything that can be associated with a country, from the
country’s manufacturing skills to its economic situation (Nagashima, 1977), and it can
influence consumers through different mechanisms (Han, 1989). Country image literature
isn’t just where the COBO research originated from, but it can also be considered as an

influencing factor (Chattalas et al., 2008).

Drozdenko and Jensen (2009) demonstrated the country image’s influence on consumer

behaviour by identifying how consumers were more willing to pay a higher price for
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products that originate from a developed country compared to a less developed country. As
consumers can rely on the country image and national stereotypes, especially when other
information is limited, this can lead to less favourable evaluation of countries with weaker

or negative image (Rezvani et al. 2012).

In addition to the country image, this thesis also utilises some of the consumer characteristics
as determinants for the COBO effect. In a study by Chryssochoidis et al. (2007), it was
identified that characteristics such as ethnocentrism and demographic factors influence the
COO effect. For instance, demographic factors that can explain the varying results of the
COO effect are age and education level (ibid). The relationship between consumer
characteristics and their impact on evaluation and purchase intention has been extensively
studied (Granzin & Painter, 2001). Ethnocentrism is one of these characteristics that is
known to impact the COO. Shimp and Sharma (1987) have defined ethnocentrism as
consumers' beliefs about the appropriateness of preferring local products over foreign ones.
According to it, consumers would rather choose products from their home country instead
of products from a foreign nation. This is based on nationalistic emotions which influence
the product evaluation and purchase behaviour (ibid.). According to Jiménez and San Martin
(2010), consumers have increased trust in the products that have the COO cues of their home
nation. It was also discussed that consumers appreciate the fact that the product is made in
their home country and positively contributes to the country’s economy. This leads to
consumers overestimating the domestic product and its quality in relation to the foreign

product (Shimp & Sharma, 1987).

The level of ethnocentrism also varies, and some highly ethnocentric individuals may refrain
from purchasing foreign products altogether to support the home country (ibid.).
Additionally, a study by Lanz and Loeb (1996) discovered that consumers who were
identified as highly ethnocentric had more favourable attitudes towards products that
originate from a culturally similar nation. The opposite of this phenomenon is xenocentrism,
according to which consumer perceives products with foreign COO cues as superior (Ding,

2013).

Another consumer characteristic included in this research is familiarity and expertise
(Chattalas et al., 2008). Alba and Hutchinson (1987) have explained familiarity as how often
and how deeply a consumer interacts with a product, and expertise as how much a consumer

can understand the product. Both are based on the level of existing knowledge and
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experience the consumer has with the product. The COBO effect is tied to the concepts of
familiarity and expertise through the halo and the summary of effects. For instance, an
example of the halo effect in the context of the familiarity determinant is Parkvithee &
Miranda’s (2012) study, which identified that consumers with abundant brand familiarity
were less likely to be impacted by the COBO when evaluating products.

The familiarity and knowledge of a product can be either acquired directly through own
experiences or through indirect sources. Bowe (2013) found that consumers who have visited
Australia before evaluated the country as a preferred COO for wines and seafood compared
to other countries they hadn’t visited. This could, for instance, explain why local consumers
could prefer domestic products despite their foreign ethnic roots. Familiarity and expertise
can also be obtained through indirect sources such as education and media (Chattalas et al.,

2008).

Animosity, the dislike and negative evaluation of others, is also a consumer characteristic
that has been identified to impact the COO effect. In literature, the cause of this has been
pointed towards previous or ongoing military, political, or economic events (Klein et al.,
1998). Due to the sensitivity of the topic and Finland’s overall good reputation in diplomatic
relations, this determinant isn’t included in the framework of this thesis. Similarly, consumer
cosmopolitanism and nationalism are left out of the study due to feasibility. Uncovering
ethnocentric attitudes can already give a good idea of the preferences for local vs. foreign

products, even though the context is slightly different.

Product involvement, a characteristic included among the determinants by Chattalas et al.
(2008) is also omitted from this thesis. This is because the concept is often studied in the
context of a consumer either having high or low involvement in the purchase of a certain
product. As this study doesn’t focus on a certain type of technology, the measurement of

involvement of all the technologies is out of the scope of this thesis.

Product type, which is one of the categories influencing the results of COO studies, is also
excluded from this thesis as the focus is on all types of Finnish technology brands and
products, not a single category. This makes it not feasible to study, for instance, the brand

strength or the brand localness vs. globalness as a determinant.

Cultural differences, for example, the level of risk aversion, and individualism vs.

collectivism, are considered determinants (Chattalas et al., 2008). The different cultural
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dimensions could, for instance, explain why the COBO effect varies between different
countries. However, this factor is excluded from the framework of this research as having a
few representatives of a certain country makes it inconclusive whether the results are a

reflection of an individual’s characteristics or part of the country’s culture.

2.2 Country image

When discussing the COO studies, it is essential to address the country image research. The
research about stereotypes and perceptions of a specific country has been around since the
1930s, making it a prelude to the different types of COO research. Hence, the country image
concept can be considered essential in the formation and development of the aforementioned
(Roth & Diamantopoulos, 2009). The country image doesn’t refer only to the stereotypes
one associates with a specific country, but rather to an overall idea one has about it.
Nagashima (1977) defined country image, in addition to mentioning the stereotypes
associated with a country, as the picture and reputation that creates an attachment between a
consumer and a product originating from a specific country. Kotler et al. (1993) supplement
this definition by describing country image as the total of beliefs and impressions one holds

about a particular country.

The definition by Roth and Romeo (1992) explains the concept more from the marketing
perspective by stating that the country image, the overall perceptions a consumer has of a
product from a certain country, is based on the prior perceptions of the nation’s marketing
and production. However, many authors argue that the country image isn’t solely based on
the products and manufacturing of the country but rather everything that can be associated
with it. The country image can embody different sociocultural and economic factors, such
as the culture and tradition, historical events, economic conditions, and the nation’s degree
of industrialization (Nagashima, 1977). It can also comprise the way that a country portrays
itself to the rest of the world, such as in the form of branding, media, politics, business
practices, and success in any form (Fan, 2010). Essoussi and Merunka (2007) also address
how country image, in addition to the rational evaluation of the different elements associated
with a nation, the concept can be based on the emotions and feelings one associates with a

country.
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Hence, it has been stated that the country image concept is made up of three elements:
cognitive, affective, and conative (Laroche et al., 2005). Roth and Diamantopoulos (2009)

describe the components accordingly:

Country image based on cognitive views relies on consumers' rational and analytical
thinking. Everything that is known or believed about the country is processed and evaluated
in consumers’ minds. For instance, the belief about a country’s economic atmosphere can

impact the way consumers perceive other aspects related to the country.

On the other hand, an affective component relies on the feelings and emotions that the
consumer experiences about the country. The response is more personal; for example, a

consumer can express fondness for a country’s culture or hatred towards its politics.

The conative component of country image refers to the consumers’ intention to interact with
the country. An example of this could be for a person to engage with a firm from a specific

country or purchase products from that country.

The country image research has also been split into different groups based on the object of
the image. Roth and Diamantopoulos (2009) describe the three country image research

dimensions:

1) The overall image of a country. This is the country image described in this section:
the ideas and beliefs one has about a country based on its people, culture, products,

economics, etc.

2) The product-country image. This dimension focuses on the interaction of a specific
country and its products, specifically how people perceive the products originating

from that country. This dimension aligns with the COO concept.

3) The product image research is based solely on how the products of a specific country
are viewed independently from the broader country image. However, the product

image can influence the way one perceives the country of origin.

The country image can have either a direct or indirect impact on consumers. The overall
image and ideas one has about a country can directly influence their brand and product
evaluation, as well as their purchase behaviour (Han, 1989). This can also be called the halo

effect, where the sum of ideas about a country impacts the product evaluation (ibid). For
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example, if a consumer views Germany as an environmentally friendly place, this can lead

to him/her evaluating German products as sustainable.

Han (1989) also described the summary construct effect. According to it, consumer
experiences or beliefs about products from a certain country can spill over to the entire
product category and even shape the overall image of the country as a producer. For instance,
if one has had a positive experience with various French films, this could lead to a favourable
perception of all French films. In turn, this can enhance the overall image of France as a

producer of quality cultural products.

The country image can also have a similar impact through the COO effect, which is a
combination of different influences (Yang et al., 2016). Hence, the way consumers perceive
the country is one factor that they consider when evaluating products and deciding on a
purchase. The attribute effect described by Li and Wyer (1994) follows a similar
phenomenon to the COO: the attributes and characteristics associated with a specific country
impact the consumers’ product evaluation. For instance, one may perceive Chinese

electronics as unreliable due to the country's association with low-quality manufacturing.

2.2.1 Country image of Finland

Multiple studies aim to uncover the country image foreign consumers have of Finland (Table
1). These beliefs and impressions can be derived from personal experience or be based on
stereotypes, particularly in the case of a lack of knowledge about the country (Hakala et al.,
2013). As discussed in the earlier chapter, country image can be shaped by anything that a
consumer can associate with a certain country. It can be Finnish production, the culture, or
anything else tied to the country. For Finland, a strong and positive country image is
necessary not only from a product branding point of view and in achieving economic
competitiveness, but also in the political sphere, to interact with other countries

(Ulkoministerid, 2023).

Varamiki (2004) studied the stereotyped images Japanese respondents held of Finland. The
author describes the responses as very nature-oriented, many associating Finland with lakes,
northern lights, forests, winter, and snow. It was also noted that these associations had a

significant imaginary base, many mentioning characters like Moomins and Santa Claus.
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Similar responses were detected by Hiltunen (2018) when studying the awareness and
country image of Finland among Chinese respondents. In addition to nature-related
associations, the study discovered the association of Finland being part of the Nordic
countries and the brand Nokia. Kuutti and Vilonen (2017) further describe these associations
and mention how the lack of knowledge about Finland leads the perceptions being based on
the neighbouring Nordic countries. Furthermore, the authors discovered that the image of a
good education system and Nokia are part of creating a technologically advanced image of
Finland. Castells and Himanen (2002) and Ryan (2008) also discussed many of these
characteristics associated with Finland, such as technological innovation and the welfare
state. In addition to the positive associations, Kuutti and Vilonen (2017) reported that the

respondents also linked Finland with darkness and high alcohol consumption.

Hakala et al. (2013) investigated the Finnish country image among potential travellers and
consumers of Finnish products, focusing on the awareness and the sources of the country
image. The authors concluded that Finland has a weak awareness among the respondents,
highlighting that the lack of knowledge about a country leads to the country's image being
based on stereotypes. When it comes to the respondents familiar with Finland through
personal experiences, the product evaluation of Finnish goods was deemed positive
(Naumova, 2014). In the study, Russian consumers described Finnish products as high

quality, reliable, durable, and well-designed.

The country image also varies between nations. According to the Anholt-Ipsos Nation
Brands Index 2022, reported by Ulkoministerid (2023), Finland's ranking in the study that
measures the international reputation has grown. In addition to emphasizing Finland's
strengths in education, governance, and sustainable development practices, as well as its
limited cultural visibility, the study also revealed differences in how Finland is perceived
across various countries. It revealed that countries such as Sweden, Canada, Germany, and

France valued Finland the most, while the opposite was true for Saudi Arabia, South Africa,

and India.
Finnish country image studies Findings
Hiltunen, K. 2018. Just another cold, faraway A cold and snowy climate, the Northern Lights,
Nordic country? - Finland's country image in beautiful nature, Santa Claus, Nokia, and the
China. University of Helsinki. Faculty of Arts. Nordic identity.
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Varamiki, A. K., 2004. The Japanese stereotyped
images of Finland. University of Jyvéskyla,

Department of Communication.

Forests, lakes, nightless nights, fjords, northern

lights, winter, water, snow, Moomins, Santa Claus.

Naumova, A. 2014. Suomalaiset kulutustuotteet
venildisten silmin: Alkuperdmaan vaikutus.

University of Turku. School of Economics.

High-quality, reliable, durable, and well-designed

products.

Castells, M. & Himanen, P. 2002. The Information
Society and the Welfare State: The Finnish Model.
Oxford, Oxford University Press.

Good education, healthcare, and social equality that

doesn’t compromise technological growth.

Ulkoministerio, 2023. Maakuvan vuosikatsaus

2023 [e-publication]. Finland Toolbox.

Anholt-Ipsos Nation Brands Index 2022:
Strong in education, governance, and sustainable

development. Weak in cultural reputation.

Ryan, J. 2008. The Finnish country-of-origin effect:
The quest to create a distinctive identity in a
crowded and competitive international marketplace.
Journal of Brand Management. Vol.16, no.1, p.13—
20.

Innovation, high-quality, prestige, design,
education, research, Nordic lifestyle, responsibility,

and technological advancements.

Kuutti T. & Vilonen, 1. 2017. The unknown charm
of Finnish. Jonkoping University. International

Business School.

Foreign consumers lack knowledge and base their
perception on neighbouring Nordic countries:
developed, egalitarian, modern, and trustworthy.
Associations with a good education system, nature,
Nokia, and reserved but reliable people. Negative
associations: dark and cold country, and high

alcohol consumption.

Hakala, U., Lemmetyinen, A. & Kantola, S. 2013.
Country image as a nation-branding tool. Marketing

Intelligence and Planning. Vol. 31, no.5, p.538-556.

Finland has weak country awareness, and
consumers lack knowledge of it. This leads the

image being based on stereotypes.

Table 1. Finnish country image studies and summary of findings

2.3 Consumer perceptions of technology

As mentioned in the earlier chapter, there are no identical studies in the COO literature as

the context, the country, and the product focus vary. There are currently no studies that solely

examine consumer perceptions in the context of Finnish technology products. The country

image of Finland is addressed in prior research, as well as the COO effect on technology
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products in other country settings. This section of the thesis is dedicated to the literature

review of the latter.

Many studies about the consumer perceptions of the COO effect focus specifically on
smartphones when addressing the perceptions of technology. One of these studies was
conducted by Sevanandee and Damar-Ladkoo (2018). The authors examined the consumer
views of the COO related to the brand of mobile phones among Mauritanian consumers. The
results revealed that about 44% of consumers always consider the COO when purchasing a
product. The respondents indicated that the COO cues inform them about how sophisticated
the technology of the phone is, which in turn helps them in the evaluation and purchase
decision. For instance, the findings show that the mobile phones from developed countries
were associated with superior technological sophistication. The Finnish mobile phone brand
Nokia was also included in the study. The results indicated that Mauritanian consumers
didn’t associate the brand with superior quality or safety and were behind the South Korean
Samsung and the U.S brand Apple. However, the authors also recognised that the purchase
of a product is also influenced by factors other than the COO, and the performance of a

product may be a better indicator of a purchase.

Nagy (2017) also studied the role of the COO in mobile phone purchases. The sample was
Hungarian youth belonging to the Y and Z generations. The findings, similar to the earlier
study, indicated that the COO plays an important and significant part in the mobile phone
choices. The study also revealed that the product’s technical parameters, design, and brand
name were deemed important. The price of the smartphone was found to be the most
influential factor affecting the purchase decision. The Finnish brand Nokia was included in
the study to represent European mobile phones, and the characteristics associated with the
brand were analysed. According to the findings, Nokia was associated with lower prices that
appeal to consumers with lower incomes. The brand was also associated with a smaller focus
on design and brand status. This wasn’t the perception of all the mobile phones, and for
instance, the Japanese brand Sony was associated with advanced technical features and

software.

Souiden et al. (2011) investigated how Chinese consumers’ attitudes and purchase intentions
toward high-tech products, specifically smartphones, are influenced by country image and
the country-of-origin (COO) effect. Similarly to the previous studies, the authors identified

different attributes that play a crucial role in shaping consumer perceptions. These were the
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levels of innovation and quality associated with the smartphone. The findings also indicated
the significance of the COO in shaping the product image. The overall country image can
also influence consumer perceptions by reducing uncertainty and increasing the desire to

purchase the product (ibid).

As with all the consumer perception-related studies in the COO context, the perceptions of
the COO of technology products can also vary based on different factors. For instance, Kim
& Chao (2018) found that consumers may pay more attention to the quality of a smartphone
originating from a specific country, implying that the COO effect can vary between
countries. In addition, Peterson and Jolibert (1995) stated that factors such as consumer
familiarity and the level of product complexity can affect the perceptions of technology
products. The type of product can also explain the different perceptions consumers have of
different technology products (ibid.). Furthermore, as technology products are often
considered high involvement, this can highlight the importance of the COO effect on

consumer evaluation and purchase of technology (Godey et al. 2012).

2.3.1 Sources of consumer-perceived value

The consumer perceptions and evaluation of different products, such as technology products,
have been identified in extant literature. However, finally, it is the perceived value that
dictates whether a consumer decides to purchase a product. The sum of cues attached to a
product, including the COBO, is the basis of the perception, and the value an individual
perceives to obtain from these associations is what leads to the purchase choice. Multiple
frameworks introduce different consumer-perceived values that are presented in this section
in an attempt to explain the associated values of the perceived characteristics of technology

products in the COBO context.

Sheth et al. (1991) introduced a framework that identifies five different consumption values
to explain consumer purchase decision-making. The authors proposed values that reflect
where consumers believe the product’s utility is derived from. These were functional, social,
emotional, epistemic, and conditional. The consumer may perceive the utility deriving from
the functionality if it is related to the physical performance of the product, e.g., a superior
durability or effectiveness compared to other products in the same category. The social

dimension is about how consumers perceive the product to enhance their place in a specific
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social group. For instance, the consumer may gain value from increased social status or from
a sense of belonging to a group. Emotions, the feelings one obtains from a product, can also
be a source of perceived value, especially when a product is tied to a positive emotion such
as excitement or nostalgia. The authors also recognised a value that is tied to tackling
boredom. This dimension is called epistemic, and consumers can perceive it to bring value
through raising their curiosity, providing novelty, and/or adding to their knowledge.
Innovations and technologies could be one example of this. Lastly, the framework also
included a conditional dimension. This takes into consideration a consumer’s unique
situation and the context that can make a certain product more valuable just for that

individual.

Sweeney and Soutar (2011) also identified many similar elements that can create consumer
perceptions of value, such as emotional value, social value, and functional value. The
framework doesn’t include conditional or epistemic value dimensions, however, it
distinguishes the functional value into two categories. One relates to the perceived value
based on expected quality and performance, while the other concerns how good a value the
product is perceived to be for the price. Rintamédki and Kuusela (2007) refer to the latter as
the economic value in their framework of consumer values. In addition to the economic,
functional, and emotional values, the authors also include a symbolic value that is similar to

the social value of the earlier studies.

Finally, Holbrook (1999) identified eight types of consumer value that can be obtained from
a product in the Typology of Consumer Value. These values are categorised in three
dimensions based on whether the values relate to personal benefit or social impact (self-
oriented vs. other-oriented), whether the consumer actively or passively engages with the
product (active vs. reactive), and whether the product brings value in itself or if the value is
derived through the product (intrinsic vs. extrinsic). The efficiency value is similar to the
functional one in the above-mentioned frameworks. It is about the perception of the
performance in comparison to the effort and price of obtaining the product. In turn,
excellence relates to how consumers perceive the quality of the product in comparison to the
competition. The value “play” is used for describing the perceived fun and amusement one
gains from obtaining the product, and the aesthetic value lies in the style and the opportunity
to experience beauty. Play could be considered as an epistemic value introduced by Sheth et

al. (1991).
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Consumer values described by Holbrook (1999) also include status and esteem. Status,
similarly to the social value, is about seeing the value of a product in indicating successful
social standing. Esteem, on the other hand, isn’t about others’ admiration, but rather the
respect one can obtain through a product. The framework also includes ethics and spirituality
as values. A product can be perceived to result in value if it supports one’s moral beliefs.
Spirituality can also be one of the obtained values if the product helps with coming closer to

one’s faith or achieving personal goals.
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Figure 4. Summary of consumer-perceived values identified in prior literature
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3 Research methodology

This chapter outlines the methodological decisions of the research. Determining the
methodology is essential in generating accurate information that answers the research
questions defined in the earlier chapter. The chapter is divided into smaller sections, starting
with a description of the research philosophy. This is followed by the introduction of the
research approaches and the data collection methods. The choice of sample and sampling
methods is also included, as well as a description of how the interview is going to be
conducted. Furthermore, a section is dedicated to the data analysis methods, as well as the

reliability and validity of the research.

3.1 Research philosophy

Research philosophy is the set of beliefs and assumptions about how knowledge is
developed, gathered, and interpreted in the research context (Saunders et al., 2012). The
decision of philosophy lays out the basis for the research as it guides the author to make
consistent choices regarding the methodology (ibid). There exist multiple research
philosophies, however, the two most used in the marketing context are positivism and

interpretivism.

This study follows the interpretivism research philosophy, which is utilised when seeking to
understand certain phenomena through subjective meanings and experiences (Malhotra &
Birks, 2006; Ritchie et al., 2013). This type of research focuses on qualitative data and
doesn’t aim for generalisability of the results (Ritchie et al., 2013; Saunders et al., 2012).
Interpretivism was seen as a suitable choice for this research as the aim is to understand the
COBO phenomenon through individual perceptions of Finnish technology products. Given
that various factors can influence perceptions of COBO, an interpretivist approach is
appropriate as it allows for understanding how context shapes consumers’ interpretations

(Ritchie et al., 2013).
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3.2 Research approach

Saunders et al. (2012) introduced research approaches as a mean of ensuring methodological
coherence, helping researchers align their philosophical assumptions with appropriate
research design elements and methods. The authors introduced two main approaches:
deductive and inductive. The deductive research approach is used when the aim is to test
existing theories, which is done through veritfying hypotheses (ibid). This type of research is
also often associated with quantitative data and thus might not be the most suitable approach

when studying human behaviour (Fereday & Muir-Cochrane, 2006).

On the other hand, the inductive research approach is focused on generating new theories
instead of relying on prior frameworks (Saunders et al., 2012). This approach investigates a
phenomenon from a new angle that hasn’t been previously studied. Compared to the
deductive approach, inductive reasoning goes more in-depth and typically revolves around

qualitative data (Fereday & Muir-Cochrane, 2006).

An abductive approach, which includes elements from both deductive and inductive
approaches, is used in this research. It uses both the data-led analysis and the application of
predefined categories identified in prior literature, allowing a deeper understanding of the
topic (Maykut & Morehouse, 1994; Goertz & LeCompte 1981; Fereday & Muir-Cochrane,
2006). In this research, abduction isn’t used for testing existing theories or developing formal
hypotheses, but rather to explain the relevancy of the research questions and interpret the
findings in the light of existing literature. Hence, the abduction is the most prevalent when

analysing the data and discussing the research findings.

3.3 Research design

This research was designed to be exploratory-confirmatory. Exploratory studies aim to
investigate a relatively unexplored topic that hasn’t been studied before and contribute to the
literature by providing new insights (Babin & Zikmund, 2016). Instead of concentrating on
providing conclusive answers to a certain research problem, exploratory studies rather
explore different possibilities that can lay the ground for further studies (ibid.). This type of
research design is a suitable choice considering that the COBO effect hasn’t been studied

much in the context of the Finnish technology industry. Additionally, a confirmatory design
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is also implemented to test prior theories in the context of this study. This concerns the sub-
question four, which aims to understand if the chosen determinants influence the
perceptions. The combination of the two design choices strengthens the research by moving
from exploration to theory testing that results in a more comprehensive study (Tashakkori et

al., 2010).

The exploratory nature of this study plays a more prominent role than the confirmatory
aspect, making qualitative research particularly well-suited to the overall research design.
As qualitative approaches are inherently effective in exploring ideas and uncovering in-depth
insights (Shukla, 2008), it was considered the most appropriate methodological choice for
addressing the study’s objectives. Considering this, in addition to the interpretivism
philosophy, qualitative research was seen as a natural choice of methodology for this
research. Qualitative research is characterised by non-numerical data, such as text (Saunders
etal., 2012). Compared to quantitative research, this choice of methodology provides a more
detailed and deeper understanding of the topic rather than focusing on generalisability
(Saunders et al., 2012; Maykut & Morehouse, 1994). That’s why qualitative research is a
suitable option when trying to get answers to questions starting with “how”, as the research

questions of this thesis.

3.4 Data collection methods

Qualitative data can be collected through several different methods. This research uses an
in-depth interview method to gain answers to the research questions. The choice of the data
collection method was made based on its suitability in comparison to other qualitative
methods, such as the focus group interview method. The interview method can be defined
as conducting conversations with a certain purpose (Berg, 1989; Dexter, 1970; Lincoln &
Guba, 1985). Patton (1990) further clarified that the purpose of in-depth interviews is to “get
inside someone’s head and enter into their perspective”, indicating that interviews are used
as a means of accessing the participant’s perceptions. Hence, in-depth interviews are
instrumental in understanding how a phenomenon is perceived and experienced by the
participants (Saunders et al., 2012). Since the aim of this thesis is to understand the
perceptions of foreign nationals regarding Finnish technology products, the in-depth

interview method is well-suited to provide insights into their experiences and viewpoints.
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Furthermore, this method is particularly well-suited for investigating complex phenomena

like the COBO, as it allows for the collection of detailed and nuanced information (ibid.).

Additionally, the method takes the form of semi-structured interviews. This type of interview
structure invites participants in the interview through a set of open-ended questions (Maykut
& Morehouse, 1994) while allowing the collection of deeper meanings through follow-up
questions (Patton, 1990). The benefit of semi-structured interviews lies in the balance
between structure and flexibility (Merriam, 2009). This way, the researcher can obtain the
answers most relevant for the study while still allowing participants to introduce other
potentially insightful topics (Saunders et. al., 2012). Furthermore, the interviews were

conducted online due to the accessibility of the participants.

3.5 Sample and Sampling

The research literature commonly recognises two main categories of sampling methods:
probability and non-probability (Saunders et al., 2012). This thesis implements the non-
probability method according to which not all participants have an equal chance of being
selected for the sample (Mayakut & Morehouse, 1994). This method was chosen because it
wasn’t seen as necessary to gain generalisability for the exploratory dominant research

(ibid.).

More specifically, the sample is collected through purposive and snowball sampling.
According to purposive sampling, a sample is collected through the careful selection by the
researcher (Mayakut & Morehouse, 1994). It’s a process of selecting participants who share
certain qualities and have the potential to answer the research questions (Creswell & Poth,
2017). This sampling method was chosen as it facilitates the collection of the relevant group
of people for the research, leading to an improved understanding of the topic (Patton, 2015;

Morse, 2020; Creswell & Poth, 2017).

To complement the purposive sampling method, a snowball sampling was also implemented
in the collection of the sample. A snowball sampling method is based on the referral of the
initial participant(s), and thus, is a good way to improve the variation within the sample

(Maykut & Morehouse, 1994). This method was selected due to its effectiveness in
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identifying relevant and information-rich participants who could provide valuable insights

into the research topic.

The collection of the sample happened using the two sampling methods, starting with the
selection of suitable participants known to the author. Each participant selected through
purposive sampling was invited to refer additional individuals to participate in the interview,

following the snowball sampling method.

As the aim of the thesis is to understand the international perceptions of Finnish technology,
a sample of non-Finnish participants was collected to take part in the in-depth interviews.
Aside from the foreign nationality, other demographic or geographic criteria weren’t
included to improve variation and the possibility of getting as broad a picture of the
perceptions as possible. The sample consists of 12 participants. This number was based on
Lincoln and Guba’s (1985) statement according to which carefully designed research can
reach the saturation point within as few as 12 and no more than 20 participants. The
participant profiles are presented in Table 2 and include data about the interviewees’ gender,

nationality, birth year, and occupation.

Interview number &  Nationality Birth year Occupation

gender

1 Female Spanish 1997 Student, Finnish language

2 Male Portuguese 2003 Student, mechanical
engineering

3 Male Bangladeshi 2005 Student, mechanical
engineering

4 Female Turkish 2000 Student, business &
entrepreneurship

5 Female Vietnamese 1993 Automation engineer

6 Male Latvian 1989 Electronics engineer

7 Male Russian 2004 Student, technology and

engineering science
8 Female French 2000 Marketing product manager
9 Male Italian 2000 Long-term study planner
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10 Male French 1998 Project manager

11 Female Hungarian 1997 Student, supply chain
management

12 Male Czech 1999 Student, international trade/

Project manager

Table 2. Profiles of interviewees

3.6 Interview development

In this section, the development of the interview process as well as the conduct are described.
First, the author formed categories under which the questions belong: associated
characteristics, associated value of the characteristics, comparison to other countries, and
determinants. These categories are based on the research questions to which the research
aims to answer. Each of these categories includes interview questions that try to capture the
participant’s perceptions as accurately as possible. In addition, the author included a
background category as well as an additional closing category. One question is also included
to control the accuracy of the perceptions. Altogether, the interview consists of 17
preselected questions which are presented in Table 3 and Appendix 1. Furthermore, as the
interview takes the form of a semi-structured interview, the author may ask follow-up

questions to obtain relevant insights related to the research questions.

The interview process started with sending the interview invitations to the participants
described in the section above. The invitations included information about the purpose of
the interview as well as the other practicalities that might be interesting to the recipient, such
as the date and time. After a positive response to the invitation, a time for the interview was
scheduled to take place online using the Microsoft Teams platform. All the 12 interviews

were conducted between 2.-18.06.2025.

The interviews started with a bit of small talk to create a comfortable setting for the
interviewees. This was followed by an introduction to the interview, including an
explanation of the topic and purpose of the interview. Subsequently, the interviewer clarified
the terms of the interview, covering the interviewees’ rights, confidentiality, and the

recording policy. The participants were given a chance to ask questions related to the
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process, after which their consent to proceed was asked. See Appendix 2 for the full
interview consent practice. The interviews were conducted entirely in English considering
the sample of the research, and the interviews were transcribed in the same platform used

for the meetings.

Category Interview question

Background 1. What year were you born?

2. What is your occupation?

3. What is your nationality?

4. What is your connection to Finland, if

any?

Determinants 1. What comes to your mind when you think
of Finland?

2. What kind of experiences or involvement
have you had with Finnish technology, if
any?

3. Imagine you are choosing between two
similar products: one originates from your
home country, and the other has a foreign
origin. Could you describe your decision-

making process?

Associated characteristics I. How would you describe Finnish
technology products?

2. When you think about the price and
quality of Finnish technology products,

where would you place them on the market?

Control 3. Can you name any Finnish technology
brands?
Associated value of the characteristics Based on your own experiences or

imagination you have of Finnish technology
products..

1. What do you like the most about them?
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2. How do they make you feel when you use
them?
3. How do you think others might view

someone who uses these kinds of products?

Comparison to other countries 1. Would you prefer buying or using
technology products from a particular
country? Why?

2. Have you ever avoided buying or using
technology products from a particular
country? Why?

3. If you picture a Finnish smartphone, how
would you imagine it to differ from other

smartphone brands you know?

Additional 1. Is there anything else you’d like to share,
or think would be relevant for me to know

that we haven’t already covered?

Table 3. Interview categories and questions

3.7 Data analysis methods

After the data collection, the transcripts were uploaded and analysed in NVivo qualitative
data analysis software. The data was analysed based on the thematic analysis method, which
provides a framework for organising and communicating the findings. Clarke and Braun
(2017) described the method as a tool for uncovering, analysing, and interpreting meanings
within non-numerical data. This data analysis method was seen as suitable, considering the
qualitative nature of the gathered data. In addition, the method supports the identification
and interpretation of the main characteristics of the data in a flexible and accessible manner

(Guyotte et al., 2025).

This research follows Clarke and Braun’s (2017) version of the thematic analysis process,
which consists of the generation of codes and themes from the collected data. The codes
represent the small units that reflect important elements in the data. These are the foundation

for the themes, which are the larger patterns of meaning linked by a common concept (ibid.).
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An aggregate dimension of the themes is also implemented in this analysis to promote deeper
analysis of the data while facilitating the communication of the findings. The analysis
process from first-order codes to second-order themes and aggregate dimensions is provided

in Appendices 3-8.

The abductive research approach is also central in the analysis process. The themes of this
research have been inductively formed based on the collected data and then compared to the
findings and frameworks of extant studies. This approach provides a deeper understanding
of the interaction between existing data and newly developed insights during the data

analysis (Timmermans & Tavory, 2012).

3.8 Evaluation of the study

Evaluating the reliability and validity is an important component of conducting research, as
it ensures that the results are precise and consistent. In most cases, the literature has
concentrated on evaluating the reliability and validity of findings, specifically in quantitative
research. Due to the interpretive nature of qualitative data, this may not be the most suitable
way to evaluate the quality of this study. Alternatively, the criterion introduced by Guba and
Lincoln (1994) is utilised for the evaluation. It focuses on the aspects of credibility,
transferability, dependability, and confirmability, which are better suited for a qualitative

study.

The credibility represents the level of truthfulness of the research findings, both the data and
the interpretation. In this thesis, the accuracy of the research findings was aimed to be
achieved through numerous ways. First, the author had spent months familiarising herself
with the topic and writing a comprehensive literature review using multiple academic
sources. Then, a description of the methodology was provided with a clear explanation for
each decision. The author also added one control interview question to test the accuracy of
the interviewees’ perceptions of Finnish technology products. The credibility was further
enforced through the comparison of the research findings with prior studies, encouraging

reflection.

The transferability represents the degree to which results are applicable in different situations

or contexts. The transferability of this research was implemented through the provision of
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sufficient and detailed information about the research setting so that it can be compared to
other research contexts. This includes a clear description of the philosophy, approach, and
research design the thesis follows, as well as the method of data collection and analysis. The

sample was also introduced, and the findings were presented with the use of quotes.

By dependability, the authors of the evaluation criteria referred to the consistency of the
findings across time and setting, which is equivalent to the reliability in a quantitative setting.
To increase the dependability of this research, the author has documented every step of the
research, including the interview process and the development of the themes for the data
analysis. In the discussion section, the author also addresses her own role in shaping the

research, contributing to transparency.

Lastly, the confirmability is used for evaluating the level of neutrality, meaning the
assessment of possible biases. As mentioned in the earlier evaluation dimensions, the
author’s influence in the research is addressed in the discussion. This reflection can lead to
the detection of possible biases. Furthermore, the author has used multiple academic sources
as well as theories in the literature review, to which the findings of this research are
compared. To further show that the findings are based on data, the presentation of the

findings also includes direct quotes.
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4 Research findings

This chapter is dedicated to the research findings. To effectively answer the research
questions of this thesis, the results of the in-depth interviews are presented across multiple
sections. The chapter starts with the analysis and description of the sample and continues
with the findings related to the associated characteristics of Finnish technology products.
This is followed by the description of the results regarding the associated value of the
products and the comparison of the associated characteristics with technology products from
other countries. Finally, the findings related to the influence of the determinants are covered,
responding to the last research question. Due to the abductive nature of this research, the
author constantly reflects the results of the conducted interviews with extant literature and

findings.

4.1 Background of the interviewees

The author collected the data from 12 participants. As the aim was to understand the
perceptions of international consumers of Finnish technology products, the sample consisted
of interviewees from multiple countries. Altogether 11 different nationalities were
represented from Europe and Asia, including Spanish, Portuguese, Bangladeshi, Turkish,
Vietnamese, Latvian, Russian, Italian, Hungarian, Czech, and two French participants
(Figure 5). The majority of the interviewees expressed having some type of connection to
Finland, ranging from living in the country to having visited or having friends there.

However, some interviewees didn’t mention any ties to Finland.

The birth years of the interviewees ranged from 1989 to 2005, thus, the sample consisted of
participants in their 20s and 30s. Not every birth year was presented, and three participants
were born in the year 2000 and two in 1997. The age division is visualised in Figure 6.
Furthermore, the sample consisted of five female and seven male interviewees (Figure 7)
and included both students and working professionals. The specialisations were varied, but

five either studied or worked in engineering, and four had a commercial background.
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4.2 Characteristics associated with Finnish technology

The coding of the data revealed repeating themes in the conducted interviews regarding the
characteristics linked to Finnish technology products. The coding process can be found in

Appendix 6.

First, many of the interviewees seemed to associate Finnish technology products with
positive characteristics such as trustworthiness and reliability. It was indicated that they
believe the product works as promised and delivers the desired outcome when used. This
was complemented by the image of durable products. The interviewees indicated that they
see Finnish technology products as long-lasting and designed for sustained good
performance. This was combined with the perception of environmentally friendly
technology products, as the products are used for a long period of time. This was expressed

by one interviewee as follows:

“Finnish technology products, they're always well planned and well structured. When you
use something, people think of many different possible use cases and about the future. So if
vou build something, like a road or a train station, it's planned for years and years of use in

the future.” (7 Male, Russia)

Research conducted by Naumova (2014) also shows similar findings regarding the durable
and reliable perception foreign consumers have of Finnish products. Likewise, the findings
align well with the COO study by Ryan (2008), in which the author states that Finnish
products are associated with responsibility. On the contrary, a study focusing on smartphone
brands, including the Finnish brand Nokia, the findings didn’t indicate that the foreign
consumers would perceive the brand as superior in safety (Sevanandee & Damar-Ladkoo,

2018).

Additionally, the Finnish technology products were associated with simplicity among the
interviewees. This aspect hasn’t been studied in prior literature, thus, comparisons can’t be
made. The products were described as meeting the basic criteria and standards for function,
however, they don’t go beyond that. The simplicity can be linked to the ease of use and the
intuitive design of the products. While some viewed the Finnish technology product as

straightforward and practical due to its simplicity, others, particularly those with hands-on
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experience with the technologies, criticized it for a lack of intuitive design. For instance, one

interviewee stated it accordingly:

“The user interface (of Finnish technology products) is really difficult for people to
understand. It's not intuitive at all. Now I know how to use it and it has been a game changer
for me. But you can’t compare it to let's say iPhone, which is easy to use.” (5 Female,

Vietnam)

The interviewees also seemed to bring out the physical appearance of Finnish technology
products. Many indicated that they perceive the products as rather minimalistic, lacking
complexity and detail. Some described this in a more negative light, stating that the products
aren’t as fancy as they could be or just lack design. This finding is similar to the results of
research by Nagy (2017), in which Nokia was associated with a smaller focus on the design
compared to other mobile phones on the market. However, when addressing broadly Finnish
products, not specifically technology products, the findings of prior studies differ. For
instance, according to Naumova (2014) and Ryan (2008), foreign consumers associated

Finnish products with good design.

Despite the lack of design, Finnish technology products were still associated with good
quality. The interviewees often stated that they associate the products with quality above the
average. This matches the perception of rather expensive prices of the technologies. Some
also mentioned that they see the price of Finnish technology products as average or not much
different from the other products on the market. However, the general impression of the
participants was that the products are a good investment for the quality one gets. Two

interviewees describe their views as:

“I would say it's more expensive than others, but still, compared to others you get the most

I would say.” (12 Male, Czech Republic)

“I guess depending on the products, middle to high price. It’s not the most expensive
product, but also, it's not the cheapest you can find. I'd also say it’s in the middle ground
for good quality.” (2 Male, Portugal)

The studies conducted in the context of smartphones, including Nokia to represent Finnish
technology, indicate different results. For instance, Sevanandee and Damar-Ladkoo (2018)

didn’t find that the consumers would have perceived Nokia as superior in quality compared



59

to the other brands. Furthermore, Nagy (2017) found that the Finnish brand was linked to
lower prices that appeal to lower-income consumers. In contrast, studies covering products

other than technology products reveal that foreign consumers see Finnish consumer goods

as high-quality (Naumova, 2014; Ryan, 2008).

The participants not only associated the Finnish technology products with high quality, but
also with an advanced and modern image. Some saw the products as very efficient as well
as highly developed for Finland to be considered as one of the top-tier countries for
technology products. These perceptions align with the results of Ryan (2008), according to
which Finnish products were seen as innovative and technologically advanced among

foreign consumers.

In the interviews, the participants also brought up multiple times their poor knowledge of
Finland and Finnish technology products and brands. This finding goes well with prior
studies on Finnish country image and COO impact. For instance, Hakala et al. (2013)
found out Finland has poor country awareness, which leads to the image being based on
stereotypes. Kuutti and Vilonen (2017) also discovered that foreign consumers lack
knowledge of Finland and base their image of the country and its products on the
neighbouring Nordic countries that are seen as developed, modern, and trustworthy. This
was similarly identified in this research as the interviewees stated their image of Finnish
technology was based on the Nordic image. The participants reasoned their perceptions as

follows:

“In general, Finnish products have kind of a good reputation in my mind. Maybe because

of this Nordic image.” (4 Female, Turkey)

“This is just an image I have. It's not the truth, but for me, every technology product that
comes from these kinds of (Nordic) countries is high quality and green.” (10 Male, France)

The interview also included one control question to measure if the perceptions of the
participants are based on experience or pure imagination and stereotypes. The participants
were asked to name any Finnish technology brands that came to mind, and the results were
divided (Table 4). A good number of participants were able to recall at least one brand,
many even two. Some stated that they can’t think or name of any at that moment.
However, a great number (7 interviewees) mentioned Nokia, either solely or among other

brands. The strong association of Nokia has been discovered in prior studies, e.g., by
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Hiltunen (2018). Thus, the image and characteristics that foreign consumers associate with
Finnish technology products can be influenced by the strong brand image Nokia had. This

was even acknowledged by a few of the participants as follows:

" That's a tricky question because Nokia comes to my mind, but of course that’s like old

school.” (1 Female, Spain)

” I would expect Finnish technology products to be a little bit boring in a sense of design.
But maybe that's just because of Nokia. I'm a little biased because of Nokia.” (12 Male,
Czech Republic)

First-order codes Second-order themes | Aggregate dimensions

Vaisala, Kone, Konecranes, | Knowledge of some | The knowledge of

Nokia, Smartly, 5SF Finnish technologies Finnish technology
brands

Nokia, Kone, 3M

Kone, 12M

Nokia, F-Secure, Valmet, Kone,
Linux, 6M

Stora Enso, Telia, Supercell,

Kemppi, 7M
Nokia, Metso, VTT, Supercell,
M

I can’t think of anything at the Inability to recall

moment, 11F any Finnish brands

I can’t name a Finnish
technology brand, 4F

Nothing comes to my mind right
now,

IF

Nokia, 8F Only Nokia
Nokia, 9M
Nokia, 10M

Table 4. Coding process: the knowledge of Finnish technology brands
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4.3 Perceived value of Finnish technology products

The perceived value of Finnish technology products was also investigated to support the
abovementioned findings. The interviewees were asked questions related to their
experiences or the imagination they have of the products in regards of what they value in
them. First, the participants indicated that the value of Finnish technology products lies in
their ease and efficiency. It was signified that the products perform the intended functions,
no less or more, making it straightforward and simple for a consumer to use. The simplicity
and uncomplicated design were also mentioned to contribute to the ease of use. However,
there were a few interviewees who stated the opposite and argued that it is frustrating to
learn to use the products due to the lack of intuitiveness. The interviewees described their

views as follows:

“I don’t have to worry about how to learn to use it. So, it’s probably relaxed and easy,

smooth to use.” (4 Female, Turkey)

“I think I'd like the practicality, the simplicity and minimalistic design. The overall
efficiency.” (12 Male, Czech Republic)

Reflecting these values associated with Finnish technology products to the different
consumer value categories identified in prior literature, the ease and efficiency fit well with
what has been described as functional value. In the Typology of Consumer Value, Holbrook
(1999) named the category as the efficiency value. This means that the consumers perceive
the value of the product deriving from its functionality and performance, in this case, from

the ease and efficiency of use.

Another perceived value under the category of functional value frequently emerged in the
interviews. The perceived value is related to the safety of the products. Many interviewees
mentioned that they wouldn’t be worried about using Finnish technology products as they
trust their safety. The participants believe the products meet certain safety standards and
transparency policies, as well as rely on the durable image of Finnish technology products.
This led the participants to perceive the products as safe to use, trusting in the proper
functioning of the products. A few interviewees described their perceptions regarding the

safety accordingly:
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“They make me feel not worried. I think that's what most people are concerned about

electronics - if it's going to burn their house down or not”. (3 Male, Bangladesh)

“They don’t disappoint me. So, for example, there aren’t any bugs in the product so that I’d

need to return it or fix it myself.” (11 Female, Hungary)

As for the perceived characteristics of Finnish technology products, the interviewees
expressed that they see the products rather as a good investment for their money. When asked
about the aspects they value the most about Finnish technology products, this was a theme
that resurfaced. The participants indicated that they value the quality that they’d obtain from
the use of Finnish technology products, referring to, e.g., the perceived durability of the
products. This was accompanied by the perception of reasonable prices, making the products

desirable in terms of the price-quality ratio.

Both the price and quality are recognised consumer consumer-perceived values in prior
literature. Holbrook’s (1999) excellence value is suitable for this as it’s about how
consumers perceive the quality of the products. Yet this should be compared to the other
technology products in the market, which is addressed in section 4.4. The economic value
described by Rintamiki and Kuusela (2007) is also a fitting value for the perceived price-
quality ratio of Finnish technology products as it concerns how good value the product is

seen in comparison to its price.

When the interviewees were asked how they think other people might view someone who
uses Finnish technology products, many pointed out the lack of presentation and
knowledge people have of Finnish technologies. However, instead of ignorance, the
participants contemplated that the reaction of others might be rather curiosity. It was
indicated that due to the lack of information people have of Finnish technologies, the
products might awaken curiosity and intrigue. The perceived interest in the products was

described accordingly by a few interviewees:

“They don't realise it is a Finnish product, so once they start to realise that they're

intrigued by it.” (2 Male, Portugal)

“It (Finnish technology product) is an interesting choice. They're going to ask more.
They're curious. Because they don't have much information. So, they're going to be

curious.” (5 Female, Vietnam)
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When reflecting this perceived curiosity as a consumer value, it aligns well with a dimension
called epistemic value by Sheth et al. (1991). The epistemic value brings the consumer-
perceived value through raising the curiosity and enriching their knowledge, which holds in

the case of curiosity towards less-known Finnish technology products.

Curiosity and intrigue towards the products weren’t the only responses of the interviewees
when asked about the possible reaction of other people. It was also indicated that the products
can be seen as a choice of a well-off and rational consumer. In a social setting, some
interviewees thought a person who uses a Finnish technology product must be wealthy due
to the perceived above-average prices. The products were also associated with people who
use logical thinking in everyday life. For some, these associations may be more negative,
but for others, they can offer positive social value. As the social value is about the products’
perceived positive influence on one’s social standing, Finnish technology products can do
this by creating an image of a logical consumer. One interviewee stated his perception as

follows:

“I think someone would see them (people who use Finnish technology products) as rational.
Someone who decides based on the data and facts instead of the proclamations and is willing

to pay a bit more.” (12 Male, Czech Republic)

4.4 Comparison of the perceptions to products with different COBO

To gain a more comprehensive understanding of how Finnish technology products are
perceived in the eyes of foreign consumers, the author decided to collect information about
how the participants saw technology products from countries other than Finland. The
interviewees brought up their preferences for the country of origin of technology products

as well as their perceived concerns, elaborating on their views.

In the coding process, it was detected that multiple participants favoured technology
products from certain countries or regions. One of the countries was Japan, which, according
to many interviewees, has a good image regarding technology products. The most notable
factors that have created this positive perception were the good quality as well as reliability.
The German technology products also had a good reputation among the interviewees when

asked about their preferences for the country of origin. This image was also based on the
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perceived good quality and durability of the products for the most part, although one
participant admitted the influence of advertising playing its part. One of the participants

described her views on German technology products as:

“German technology products have a very good image in the Turkish market in general. So,
like everybody says, if it's a German technology product, you can trust the durability and the
quality.” (4 Female, Turkey)

Like the Japanese and German technology products, Finnish ones were also associated with
above-average quality and good durability. However, in the interviews, no participant
mentioned their preference for Finnish technology products. As in the study by Sevanandee
and Damar-Ladkoo (2018), consumers didn’t associate Nokia with superior quality
compared to smartphone brands with different origins, indicating that the participants might

still prefer other technology products than Finnish ones due to even better options.

Despite the absence of preference for Finnish technology products, the interviewees
frequently mentioned their liking for European technologies. The reasons varied from the
trust in the years of know-how to personal liking of the country, and the data security and
privacy. One of the interviewees stated his preference for European technology products as

follows:

“I would prefer buying something more European-based than maybe American or Chinese.

1 think the reason is, well, it's more about personal security.” (6 Male, Latvia)

In addition to the preference for policies regarding technology products, a recurring theme
that emerged in the coding process was the consideration of the overall ethical practices of
the country. The interviewees mentioned having not very favourable attitudes towards or
downright avoiding the technology products originating from a country that doesn’t align

with their beliefs. This was described by one interviewee accordingly:

“I wouldn't probably buy products from places or countries that test on animals. Or that
they support some kind of not very good thing. I would say maybe the United States and 1

guess other countries like Israel.” (1 Female, Spain)

Concerns over technology products from certain countries came to the surface consistently.
In the interviews, when asked about negative perceptions the participants had of the country

of origin of technology products, China was frequently mentioned for several reasons. Many
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of the interviewees indicated doubtful attitudes towards the quality of the products, some of
them elaborating that they evaluate the products more carefully compared to technology
products from other countries. In addition to the fear of the products breaking, some also
confessed avoiding technology products from Chinese origin as they fear their personal
information might be stolen despite the products being seen as affordable. A similar
perceived concern of privacy was also mentioned in connection with U.S technologies,
despite the products being perceived as innovative. Some of the interviewees described their

perceptions as follows:

“Chinese technology products are super cheap, so which also means they can be
unreliable, so I have avoided using them. Chinese phone companies also have some

privacy issues.” (3 Male, Bangladesh)

“I would expect Finnish technology products to have more transparency and privacy than
American products. For me, the image I have of Finnish products would be like a mix of

German quality and U.S innovation.” (10 Male, France)

No interviewee mentioned any concerns regarding the Finnish technology products, and
instead, the products were seen as more transparent than products from other countries.
The participants also indicated that they trust the products and feel safe using them. The
perceived affordable prices of Chinese technology products differ from the perception of
Finnish technology products as they were expected to be rather above average in price. In
the coding process, it was observed that multiple interviewees saw Finnish technology
products as advanced and modern. This could be compared to the perceived innovativeness

of U.S products.

As most of the prior studies regarding the perceived characteristics of technology products
that include Finnish brands are conducted in the context of smartphones, the interview
included one question regarding how they’d imagine a Finnish smartphone to be in
comparison to other brands they are familiar with. The most frequently given response by
the interviewees was that smartphones are currently very similar to one another and that’s
why they are difficult to differentiate from one another. Thus, no participant mentioned
any differentiating feature a Finnish smartphone would have compared to the smartphones

from other origins. The reasons for the similarity ranged from the concentrated supply of
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the components to the limits of innovation. One interviewee rationalised her perception

accordingly:

“I don't think Finnish smartphones can be much different anymore. It won’t be any
different in my mind. It won't be any different from any other phone on the market because

they're going to use the same operating system and the same chip.” (5 Female, Vietnam)

4.5 Influence of the determinants

This research also examined the influence of several factors on the COBO effect, specifically
country image, consumer ethnocentrism, and consumer familiarity and expertise. This
section presents the findings on how the selected determinants influence international

consumers' perceptions of Finnish technology products.

4.5.1 Country image

When asked about the country image of Finland, the interviewees’ responses didn’t differ
from the findings of previous studies. First, the participants associated the country with
nature. Frequent mentions were, for instance, the forests and lakes, and the green landscape,
also identified in the study by Varamaiki (2004). This country image can lead to the observed
perception of Finnish technology products as sustainable and made to last for long periods.
However, the statements of the interviewees rather pointed out to another source of this
sustainable and durable perception, that is the connection to other Nordic countries and the
European Union.

Similarly, when asked about the perceptions of Finnish technology products, the
interviewees admitted their lack of knowledge of the country. However, the country image
seems to be tied to the neighbouring countries, also affecting the perception one has about
the technology products of the country. The interviewees not only mentioned the similarities
in the climate between the Nordic countries, but also the resemblance in lifestyle and
standards of living. Finland was also linked to as part of the European Union, enforcing the
image of certain living standards among some interviewees. For instance, many of the
interviewees stated a positive country image of Finland using words such as “secure and

99 <6

safe”, “advanced”, and “technological”, which are the characteristics of the Nordic image
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identified by Kuutti and Vilonen (2017). Finland was also perceived as an expensive country,
which may contribute to the perception that its technology products are similarly high-
priced. The country image’s influence on the interviewees’ perception of Finnish technology

products can be identified in the following statements:

“In general, Finnish products have a good reputation in my mind, maybe because of this
Nordic image. I kind of feel like if (the product is) Finnish originated, it probably meets the

basic criteria and it has certain standards.” (4 Female, Turkey)

“I used to think that all the European countries, they're well-structured and comfortable
for living. Especially Finland as it is in Scandinavian countries. So, for me, it (the country

image of Finland) is an image of a European country.” (7 Male, Russia)

“The country itself is pretty expensive, so they need to match their prices to their

technology products.” (11 Female, Hungary)

4.5.2 Ethnocentrism

One of the determinants that could influence the perceptions of Finnish technology products
is ethnocentrism. The belief in the natural superiority of one's nation can be reflected in the
preference for domestic versus foreign products, and thus, is analysed in the context of this
research. The interviewees were asked to describe their decision-making process when
deciding between two similar products, one originating from the participant’s home country
and the other having a foreign origin. The coding process revealed different conclusions of

the interviewees that can be divided into three main categories.

In general, the participants’ perceptions in regards of Finnish technology products were
positive, e.g., in terms of safety and quality. This could hint towards the preference for
foreign products, however, only a few interviewees indicated that they saw foreign products
as superior. The interviewees who stated this preference had roots in a developing country,
which could explain the superior view of the foreign products as the answers were mainly
based on the belief that foreign products are better established and regulated. The viewpoints

were brought up in the following manner:
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“I want to choose European products because they have more regulations. In my home
country, we are still a developing country, so there’s not much standardisation over there.”

(5 Female, Vietnam)

The positive perception of Finnish technology products can be attributed rather to the
rational product-based decision-making. A great part of the interviewees stated that they
don’t make their purchase decisions based on the country of the brand, but rather based on
other attributes such as price and quality. In the responses, the interviewees weighed the pros
and cons of the products of their home country against the ones with foreign origin,
indicating that they would make the purchase based on the specifications of the product
rather than national loyalty. One interviewee described his decision-making process

accordingly:

“I’d start by looking at the specifications, the features of the products. Then I'd look at the
reviews of other people, maybe see if any of my friends and family might have experience

with the products.” (2 Male, Portugal)

A great number of the interviewees also showed ethnocentric attitudes by stating their
preference for domestic products. Some explained their preference deriving from the
perception of superior quality of the domestic products, while others’ answers pointed out
the familiarity and security they obtain from purchasing domestically. The participants who
favoured the products originating from their home country also mentioned that purchasing
domestically gives them a sense of closeness to their home as well as pride in supporting the
local economy. Although some participants exhibited ethnocentric attitudes, these did not
appear to negatively influence their perceptions and opinions of Finnish technology
products. The perceived superiority or preference of the domestic products didn’t seem to
lead to negative or dismissive views towards Finnish technology products. Below, the
ethnocentric attitudes of one participant can be equated with the positive perceptions he had

of Finnish technology:

“If the price and quality are the same, 1'd favour products from my country because, 1
don't know, I feel closer to French producers. I want my country to become the first one.”

(10 Male, France)

“This is just an image I have. It's not the truth, but for me, every technology product that

comes from these kinds of (Nordic) countries is high quality and green.” (10 Male, France)
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4.5.3 Familiarity and expertise

The consumers’ familiarity and experience with Finnish technologies can potentially shape
their perception of these products. Thus, the interview included a question regarding the
involvement the interviewee has had with Finnish technology products, if any, which
contributes to a better understanding of how the determinant influences the perceptions of

the participants.

Each interviewee explained their connection with Finnish technology, responses ranging
from a deep understanding of the Finnish technology market to complete unfamiliarity.
Some of the interviewees mentioned that they didn’t have any type of experience or
knowledge of Finnish technology products. The participants tried to recall interactions

they’d had with the products, however, many stated that they couldn’t recall any.

Several interviewees reported a personal connection to Finland, including a few who
currently reside in the country. This became a recurring theme in the coding process as many
indicated familiarity with the everyday technologies essential for daily life in Finland. Some
described an even closer relationship with Finnish technology products by either stating to
work in a Finnish company handling technologies or being familiar with the technologies

through studying in Finland.

The level of familiarity and experience with Finnish technology products could be detected
in the interviewees’ responses. First, the ones with less knowledge stated their lack of
understanding of the products, typically making more careful statements about the
characteristics they associate with Finnish technology products. The degree of familiarity
and expertise could also be seen influencing how the interviewees perceived the subject,
with some expressing views that differed from the dominant viewpoint. For instance,
participants with more hands-on experience with Finnish technology products were more
likely to highlight the shortcomings of the products and approached the evaluation more
critically than those with less experience. One interviewee familiar with Finnish
technologies through studies and work described his views on the products accordingly,

while other participants indicated the ease of use and practicality:

“I'd say Finnish technologies aren’t the best, especially the websites or software. They

aren’t intuitive. So, a lot of the things are not shown or explained. It’s just how it is. And if
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you come from a different background, you're missing a lot of this context. You don't know

about it.” (6 Male, Latvia)
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5 Discussion and conclusions

In the chapter of discussion and conclusion, the findings of the research are summarised in
a manner that links them to the research aim and questions. Subsequently, the author outlines
how the study and its results contribute to the current literature as well as to managerial
practices. In the last section, the limitations of the research are discussed and suggestions for

future studies are provided.

5.1 Summary of the findings

This thesis aimed to understand how the Finnish origin of technology products impacts
consumer perceptions. Hence, the role of the COBO was investigated in relation to shaping
the associated characteristics and values regarding Finnish technologies. Furthermore, this
thesis also aimed to compare the perceptions of technology products from other countries
and investigate how they vary based on different influences. To fulfil the research aims, the
author sought to answer the research question: how does the COBO affect consumer
perceptions of Finnish technology products? The results of the four sub-questions offer
refined answers to the question above, addressing the characteristics and value associated
with Finnish technology products, the differences in perception of technology products from

other countries, and the influencing factors of the COBO effect.

The first sub-question was defined accordingly: What characteristics do international
consumers associate with Finnish technology products? The interviewer obtained the answer
to the question by asking the participants to describe Finnish technology products and where
the qualities are positioned in the market. The findings of the in-depth interviews indicate
that non-Finnish consumers perceive the technology products of the country as long-lasting,
trustworthy, and reliable. The interviewees frequently mentioned that they believe that
Finnish technology products deliver desired outcomes as promised and are durable in use.
The durability was linked with the perception of sustainability, as long-lasting products can

be seen as environmentally friendly.
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The results of the interviews also show that the participants associated Finnish technology
products with simplicity. This was either mentioned in the context of the products meeting
the basic functioning and standards, or regarding the ease of use. The comments about the
ease of use were divided; some participants implied that they see the products as
uncomplicated and effortless to use, while others suggested that the products aren’t
intuitively designed. However, a common view among the interviewees was that Finnish
technology products are lacking in design and are rather seen as bare. When asked about the
perceived quality and price of Finnish technology products, the findings indicate that both
factors were seen as above average: a good investment for the price you pay. The products

were also associated with modern and advanced technologies, as well as innovation.

In the interviews, a frequently emerging theme was the poor knowledge the participants
claimed to have of Finland. Due to this, the perceptions of Finnish technology products were
often based on the neighbouring Nordic countries. The former Finnish mobile phone brand
Nokia was also brought up by multiple interviewees, possibly influencing the perceptions of
Finnish technology products even today. The results of this research were compared to the
prior findings in academic literature in the findings chapter. The author identified many
similarities in the findings regarding the associated characteristics of Finnish products.
However, some differences were also noticed, especially between this research and extant

studies about the COBO perceptions of smartphones.

The second sub-question was presented as follows: How do international consumers
perceive the value of the characteristics associated with Finnish technology products? The
interviewees were asked questions about the values they associate with the characteristics of
Finnish technology products. The responses can be linked to the different consumer-
perceived value theories and frameworks covered in the extant literature. For instance, one
of the indicated values by the interviewees was the ease and efficiency of use that
corresponds to the functional value. In addition, safety was frequently mentioned as a
valuable feature of the products as using them was mentioned to be carefree due to the

standards and policies.

The price-quality ratio was also seen contributing to the value of Finnish technology
products as the interviewees stated to like the quality obtained for the price. Hence, the
products are perceived to have economic and excellence values. Furthermore, in the

research, Finnish technology products were associated with epistemic value, curiosity, when



73

asked about the reaction of other people to someone using technology products from the
country. The results also show that the products can offer social value to those who desire to

obtain the image of an affluent and rational consumer.

The third sub-question seeks an answer to a question: How do international consumer
perceptions of Finnish technology products compare to those of technology products from
other countries? The results of the interview show how the participants perceive technology
products with different origins. The interviewees favoured technology products from
countries such as Japan and Germany due to the perceived quality and durability, both
characteristics also associated with Finnish technology products. Additionally, the
preference for European technologies was frequently mentioned because of the favourable

safety and policy standards. These were also associated with Finnish technologies.

The ethical practices of the country from which the product originates played an important
role in the perceptions of the participants. Privacy concerns were commonly brought up and
often associated with countries such as China and the U.S. In addition, Chinese technology
products were seen as of poor quality yet affordable. These perceptions were the opposite of

how the interviewees saw Finnish technology products.

The fourth sub-question was defined as: How do country image, ethnocentrism, and
familiarity and expertise influence international consumers’ perceptions of Finnish
technology products? This question was based on prior theories of the determinants of the
COO, assuming that these factors can impact the phenomenon. The country image of Finland
aligned with prior studies: nature, forests, and lakes. The country was also associated with
safety and sustainability. It was also seen as advanced and technological. These images
stemmed from Finland’s connection to the European Union and the other Nordic countries,
influencing the perceptions of the technology products. The high cost of living was also

linked to the perceived high prices of technology products.

When it comes to ethnocentrism, the interviewees’ responses varied, some indicating a
preference for domestic and others for foreign products. Overall, the ethnocentric beliefs
didn’t seem to negatively influence the perceptions the participants had of Finnish
technology products. Regardless, the majority of the interviewees indicated that they base

their purchase decisions on other factors such as price and quality.
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The level of familiarity and expertise of the interviewees varied from complete unfamiliarity
to rich expertise in Finnish technologies. The findings show that the participants with less
knowledge made more careful statements regarding their perceptions. It was also observed
that the more knowledge the interviewee had of the technology industry and Finnish brands,

the more likely they were to state views that differed from the dominant viewpoints.

5.2 Theoretical contributions

This research was based on several theories and frameworks identified in the prior literature.
First, the COO and COBO concepts were utilised throughout the thesis. The COO is a mature
area of study in the marketing literature, and multiple studies have utilised it in exploring
consumer perceptions. Despite the abundance of prior studies, the variety of contexts means
that not all areas have been fully explored. This is the case with the perceptions of Finnish
technology products as they haven’t been previously studied. Hence, this thesis and its
findings strive to close this research gap by adding new theoretical insights and empirical
evidence. For instance, the results show the characteristics and values that international
consumers associate with Finnish technology products, information that was previously
unknown before this research. Similarly, the perceptions in relation to foreign technology
products remained unexplored, and the contextual factors influencing these perceptions had
not been previously examined. Furthermore, focusing on the still-developing concept of the
COBQO, this thesis contributes to shaping a more defined scholarly discussion around this

emerging construct.

In addition to contributing to the COO and the COBO literature by addressing contextual
knowledge gaps, the thesis also sheds light on how different theoretical concepts and
frameworks act in the setting of this research. For instance, the findings provide an
understanding of how the different frameworks of consumer-perceived values relate to the
values seen in the characteristics of Finnish technology products. The same goes for the
determinants of country image, ethnocentrism, and familiarity and expertise. The results of
the thesis showed how the theories of extant literature can manifest in the COBO effect of
Finnish technology products. Furthermore, since the fourth sub-question of the thesis is
based on deduction, the findings also contribute to evaluating the underlying theories, even

though the study did not explicitly aim to test a hypothesis.
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Some of the findings can also be compared to the results of prior studies, making it possible
to analyse the similarities and differences that help situate the present research within the
existing body of literature. It can be detected that the results of the interviews most of the
time align with the findings of prior studies, with a few differences. The characteristics
associated with Finland and Finnish products conformed to the prior literature. All the
themes that emerged from the interviews in regards of the country image, such as nature,
forests, lakes, winter, snow, and the Nordic identity, were also reported by Hiltunen (2018).
Many of the characteristics of Finnish products were also detectable in prior literature. The
perceptions of reliability, durability, and high quality were reported by Naumova (2014),
and innovation, good design, responsibility, and technological advancement by Ryan (2008).
Kuutti and Vilonen (2017) and Hakala et al. (2013) had similarly found that foreign
consumers lack knowledge of Finland and Finnish products, and thus, base their perceptions
on stereotypes and the Nordic countries. The link to the brand Nokia was also detected by

Hiltunen (2018).

Despite the many similarities, some findings of prior research, specifically studies related to
the perceptions of technology products, differed from the results of this thesis. The study by
Sevanandee and Damar-Ladkoo (2018) stated that foreign consumers didn’t associate
Finnish mobile phones with safety or superior quality, both of which were identified in this
research as characteristics of Finnish technology products. Furthermore, Nagy (2017) found
that Finnish smartphones were associated with lower prices, differing from the perceptions

of expensive Finnish technology products identified in this research.

This research also unveiled some new characteristics associated with Finnish technology
products that haven’t been reported in the findings of previous studies. These are ease of use
and simplicity, the lack of intuitiveness, high prices, and the connection to the European
Union. No negative associations of Finland or Finnish products were mentioned compared
to the study by Kuutti and Vilonen (2017). Moreover, the perceived characteristics of Finnish
technology products identified in this study have not been previously compared with those

of foreign origin in the existing literature, thereby filling this gap in the literature.

Additionally, as the perceived values of Finnish technology products haven’t been studied
previously, the findings can’t be compared. However, it is possible to see the connection
between the identified values to the existing theories. The reliability, ease of use, and safety

can be linked to the functional value, and the curiosity to the epistemic value recognised by



76

Sheth et al. (1991). The good price-quality ratio can be connected to the economic value
(Rintaméki & Kuusela, 2007) or the excellence value (Holbrook, 1999), and the perception
of an affluent and rational consumer can be linked to social value (Sheth et al., 1991;
Sweeney & Soutar, 2011; Holbrook, 1999). No new categories of consumer-perceived

values were detected in this research.

The findings of this thesis also contribute to a better understanding of the determinants’
influence on the COBO. Existing theories and studies have established the influence of the
selected determinants on the phenomenon, a relationship that was also observed in this
research. However, it is important to note that although country image, and familiarity and
expertise appeared to influence the participants’ perceptions, this research didn’t find
evidence of ethnocentrism’s impact. This differs from the framework by Chattalas et al.
(2008), according to which all the determinants influence the COBO effect. The highly
ethnocentric participants didn’t exhibit beliefs that would have negatively affected
perceptions of Finnish technology products, differing from the findings of Shimp and
Sharma (1987), according to which ethnocentric consumers may even stop purchasing

foreign products.

In addition, although not directly tested in this thesis, the findings also provide a new
understanding of how the knowledge of Finnish brands can impact the perceptions of
technology products through familiarity and expertise. When asked to recall Finnish
technology brands, only four interviewees mentioned four or more brands. These
participants all either studied or worked in an engineering or technology field in Finland,
making these individuals the most familiar and experienced with Finnish technologies out
of all the participants. In contrast, the interviewees who stated either no knowledge or solely
mentioned Nokia were individuals who worked in fields unrelated to technology and had a

weaker connection to Finland.

Finally, the findings of the thesis also enrich the current literature by providing qualitative
insights. Most of the COO studies are conducted using quantitative research methods
(Samiee et al., 2024), potentially overlooking the subjective perceptions, depth of the
responses, and the unique contexts. This thesis addresses these methodological limitations
and provides complementary findings that enrich the understanding of the phenomenon

beyond what purely quantitative approaches typically reveal.
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5.3 Managerial implications

In addition to the theoretical contributions, this thesis also has managerial implications. The
findings can be used by enterprises and managers in optimising their operations. The insights
gained from the interviews can be especially interesting for those working in the technology
industry. The findings strengthen the understanding of how the COBO affects the
perceptions of Finnish technology products, providing marketing managers of a Finnish
technology firm with valuable insights into how their products are viewed by international

consumers and how the brand origin is tied to these perceptions.

One managerial implication that can be drawn from the results of this thesis is that consumers
have prior assumptions and perceptions of the products based on the COBO. The perceptions
of Finnish technology products were rather positive, and this gives a chance for companies
and their technology brands to utilise these images to strengthen their positioning and

optimise marketing activities.

Another managerial implication is that consumers associate the perceived characteristics of
Finnish technology products with certain values. It is important for managers to be aware of
the associated values with their products, as these can be the reasons why a purchase is made.
Hence, meeting the expectations by delivering the perceived values and possibly going

beyond can serve as a competitive edge.

As the findings indicated, the perceptions of technology products vary depending on the
COBO. The perceptions of technology products from certain countries had strong
associations with certain characteristics, some differing and some aligning with the
perceptions of Finnish ones. Understanding this can help with deciding on the marketing
strategies and whether to compete with similar characteristics or to create a unique brand

positioning.

By utilising these findings, managers operating in the technology industry can adjust and
improve their marketing strategies and practices. As the associated characteristics and value
can translate into brand equity, the results can be utilised in achieving enhanced marketing
results. Yet, the impact on brand equity not only benefits the company but also enhances the
brand’s perceived value for customers, resulting in a mutual benefit. Additionally, the

effective use of the COBO in combination with other marketing strategies can help Finnish



78

technology firms to differentiate themselves from the industry rivals, resulting in improved

international competitiveness.

5.4 Limitations and suggestions for future research

Every research comes with its limitations, and this one is no exception. These limitations
can serve as a basis for suggestions for future studies. First, it is important to address the
methodological limitations of this thesis. Despite the qualitative research method tackling
the constraints of prior literature related to the dominance of quantitative studies (Samiee et
al., 2024), the qualitative method also has its limitations. The research included twelve
interviewees, making the sample relatively small. The findings about the perceptions of the

interviewees are also subjective, and thus, they can’t be generalised to the population.

Additionally, the author also acknowledges the limitations that her subjective perspectives
and ideas can have on the data analysis process. Despite the rigorous thematic analysis
method and the process of coding the interview materials, it is always possible that the
research is influenced by the author’s interpretations (Braun & Clarke, 2006). This bias was
mitigated by applying the appropriate practices outlined in section 3.8, Evaluation of the

Study.

Considering these limitations, it is recommended that future COBO studies incorporate
qualitative methods to complement the findings of quantitative research. For instance, this
research can serve as a basis for future quantitative studies, which can further address the

limitations regarding the sample size, subjectivity, and generalisability.

The sample itself also comes with its limitations. Despite the variety in nationalities
represented, the sample mainly consisted of interviewees in their 20s and 30s. This leaves
room for more diversity that future studies can address. Future research could also place
greater emphasis on demographic and geographic factors, exploring how perceptions of
Finnish technology products vary across these dimensions, contributing to better targeted

marketing strategies and academic knowledge.

For the same reasons, future studies could also address different psychographic variables of
the participants and how they influence the perceptions of Finnish technology products. The

results of this thesis revealed that the interviewees' level of brand knowledge influenced their



79

perceptions of the products. This could be studied further by thoroughly investigating and

evaluating the connection between brand recall and its impact on consumer perceptions.

Limitations related to the theoretical framework of the research can also be identified. As
explained in the delimitations, this thesis doesn’t consider all the possible determinants that
can influence the COBO effect due to the scope and feasibility. Given this, further research
could consider expanding the theoretical framework to include other determinants such as
cultural differences. Furthermore, this thesis doesn’t study the impact of the COBO effect
on brand equity. This could offer meaningful insights both academically and managerially
if examined in future studies. For scholars, exploring the influence of the COBO effect on
brand equity could contribute new insights to the academic literature, as this relationship
remains under-researched. For managers, such findings could offer practical value in

leveraging the COBO effect in branding and marketing strategies.

Finally, as this thesis did not focus on any specific type of technology due to the novelty of
the research context, future research could benefit from examining particular categories of
technological products for more focused data. As the sample consisted of individual
consumers, the interviewees’ answers revolved more around consumer technologies. For
instance, it could be interesting for future studies to specifically address the COBO effect of

Finnish technology products in the high-tech or industrial sector.

Focusing on a specific technology sector may also affect the selection of individuals included
in the sample. For instance, studying the perception of industrial technology products with a
Finnish brand origin can shift the sample from individual consumers to industry
professionals. Additionally, further studies with the sample of industry professionals could
complement the findings of this thesis. The results could offer valuable insights into the
strategies Finnish technology companies use regarding the COBO, allowing for comparison

with the perceptions revealed in this research.

This thesis also touches on various topics that could be further researched in the future. One
such area is related to the influence of Nokia, which was observed to impact the perceptions
of Finnish technology products in this research. The role of Nokia in consumer perceptions
could be further studied to contribute to the understanding of which perceived characteristics
of Finnish technology products are derived from the brand image of Nokia. Moreover, the

findings of this thesis provide novel insights into how the perceived characteristics of Finnish
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technology products compare to those of foreign origin. Future studies could go beyond
identifying the similarities and differences in perceptions and, for instance, investigate how
technology products with different COBO, that share similar perceived characteristics,

compare in terms of brand reputation and consumer preference.
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Appendix 1. Interview questions by category

Questions:

Background:

1. What year were you born?
2. What is your occupation?
3. What is your nationality?

4. What is your connection to Finland, if any?

Determinants:
1. What comes to your mind when you think of Finland?
2. What kind of experiences or involvement have you had with Finnish technology, if any?

3. Imagine you are choosing between two similar products: one originates from your home
country, and the other has a foreign origin. Could you describe your decision-making

process?

Associated characteristics:
1. How would you describe Finnish technology products?

2. When you think about the price and quality of Finnish technology products, where would

you place them on the market?

Control:

3. Can you name any Finnish technology brands?



Associated value:

Based on your own experiences or imagination you have of Finnish technology products..
1. What do you like the most about them?

2. How do they make you feel when you use them?

3. How do you think others might view someone who uses these kinds of products?

Compared to other countries:
1. Would you prefer buying or using technology products from a particular country? Why?

2. Have you ever avoided buying or using technology products from a particular country?

Why?

3. If you picture a Finnish smartphone, how would you imagine it to differ from other

smartphone brands you know?

Additional:

1. Is there anything else you’d like to share, or think would be relevant for me to know that

we haven’t already covered?



Appendix 2. Interview consent practice

Consent:

Before we start, I’d need to record your verbal consent to participate in this interview. Is it

okay if I start recording now?
Now, I’ll go through the terms of this interview:

-Your participation is voluntary, and you can refrain from answering questions or stop the

interview entirely if wished.
-You have been adequately informed about the purpose of this interview.

-The interview is recorded, and the recordings will be used only by me for my master’s

thesis. The recordings will be deleted by the end of this year.

-Your identity will be kept confidential, so I won’t be using your real name in the thesis.

Quotation is also done anonymously.

-If you have any questions or concerns regarding this interview, you are welcome to reach

out to me anytime.

Do you consent to these terms?



Appendix 3. Coding process: the country image of Finland

First-order codes Second-order themes | Aggregate dimensions
It's a Nordic country, 5F Associations with Country image of
Nordic features, the climate and | other countries Finland

snow, 4F

The Scandinavian style, 7M

I associated it with the European
countries, they're well-structured

and comfortable, 7M

Nordic country, 6M

A big mysterious country, 5F Lack of knowledge
I don't even know what is
Finland, 5F

I don’t know much, 6M

A lot of islands, 10M Nature
Beautiful landscape, 10M
Reindeers, 10M

Lakes, 10M

Nature and lakes, 4F

Forest, 4F

Forests and lakes, 9M
Forests and lakes, 1F

Forests and Lakes, 8F

Nature and quiet, 8F




Honest people, 10M
Blonde people, 4F

People are calm, reserved, polite,

oM
Very peaceful, 1F

Peaceful and quiet , 5SF

Characteristics of the

people

Advanced, 11F
Technological, 11F
Expensive, 11F
Secure and safe, 11F
Safe, 5F

Start-up environment, 4F

Good social security, SF

The basics are there, SF

Finnish society

Saunas, 10M Culture
Sauna,12M

Sauna, 2M

Rally drivers 2M

Lapland, 2M Winter

Lapland, 10M
Skiing and ice skating, 4F

Snow, 10M

Santa Claus, 10M




Appendix 4. Coding process: ethnocentric attitudes of the interviewees

First-order codes

Second-order themes

Aggregate dimensions

I choose foreign products
because they are more regulated
than in my home country, 5F
The foreign product because the
ones that come from my home
country aren’t really established

and reliable, 3M

I prefer foreign

products

If the price and quality are the
same, I’d favour products from
my home country because I feel
closer to it, 10M

I’d be willing to pay more for
products that come from my
home country, 12M

I also consider the impact on
supporting the local economy,
8F

I prefer my home country, the
products are very good quality,
oM

If I don’t know anything about
the brand, I’d go with something
from my home country as I’'m
familiar with that, 4F

I have some specific brands and
products from my home country

that I trust and prefer, 4F

I prefer products
from my home

country

It also depends on the price

quality ratio as the products in

Other attributes

weight more

Ethnocentric attitudes




my home country are cheaper,
SF

First, I’d look the price and
quality, 10M

I don’t usually look at the labels
where the product comes from,
11F

The price and quality are more
important to me, 11F

If the purchase is small, I
wouldn’t care that much, 12M
It is more about the
characteristics of a product, 8F
I’d look at the specifications,
features, price and reviews to
decide, 2M

It depends on the product. My
country is good at specific things
and other countries in other
things. I’d decide based on that,
IF

I would investigate about the
product, compare its
trustworthiness and price, 7M
The first thing I consider is the
cost, 6M

I compare the specifications of
the product to see which one

suits my needs better, 12M




Appendix 5. Coding process: familiarity and expertise of Finnish technology products

First-order codes

Second-order themes

Aggregate dimensions

I have to actually create the
technology product, I work in a
Finnish start company, 5F

I have been working with an Al
startup company that is Finnish,
3M

Any school related tools and
websites, 6M

Finnish University systems, 4F
I worked with local Financial
technology services, 7M
Finnish University systems, 7M
School networks and websites,

8F

Familiar with
Finnish technologies
through school or

work

I don't know. I'm not an expert

on Finnish technology, 10M
I don't know, 12M

I don't think I ever had any kind

of experience, 1F

I don’t can’t recall using Finnish

technology, 9M

Not familiar at all
with Finnish

technologies

I use daily Finnish technologies
for everyday life, 11F

Finnish technologies for
everyday life, 7M

I used fitness technology, but
only found out later it comes

from Finland, 2M

Experience with
everyday and
consumer

technologies

Familiarity and
expertise of Finnish

technologies




I used Nokia phones when I was

younger, 2M




Appendix 6. Coding process: characteristics associated with Finnish technology products

First-order codes Second-order themes | Aggregate dimensions

I don't have much of an insight | Lack of knowledge | The characteristics

on Finnish technology products, associated with Finnish
3M technology

I don't have a lot of experience
with Finnish technology, 4F

I don't have an example of
Finnish technology product in
mind, 8F

I didn't know it was Finnish, 11F
People simply don't know where
the products is from, 7M

Most people don't realise it's

Finnish, 2M

Very simple, 12M Simplicity
Meets the basic criteria and
certain standards, 4F

Not very complex, 4F
Very basic function, SF

Not very design oriented, 12M Lack of design
Not the most fancy thing, 12M
Not the most aesthetic, 8F

Very advanced, 11F Advanced image
Quite developed with top tier
technologies., 7M

Very well developed because
Finland offers good studies and
has skilled workers, 1F

They are modern, 10M

Focus on the efficiency, 12M




Finnish technologies are not the
best, especially the websites and
softwares. They aren’t intuitive,
oM

If you come from different
background, you're missing a lot
of this context, there’s lack of
information, 6M

They are planned and well
structured, 7M

It's not intuitive for people,
compared to let’s say iPhone, 5F
You have to learn to use it, SF
Makes life really comfortable,
11F

I like Linux because it has a
good control and security, 3M

Very practical, 12M

Intuitiveness and

ease of use

Finnish technology has a good
reputation in my mind because
of the Nordic image, 4F
Technology products that come
from this kind of countries is

high quality, 10M

Nordic image

I'm a little biased because of the
Nokia, 12M

That's a tricky question because
it comes to my mind like a

Nokia, 1F

Association with

Nokia




I trust that it will deliver the
promises, 4F

It is going to do the work, 5F
Really reliable, SF

They perform their intended
function, 2M

I would say they are reliable, 8F

Trust and reliability

They have different possible use
cases and think about the future,
™

Good performance in long term,
™

Robust, hard to break, 9M

Lasts longer, 11F

Nokia is long lasting, 8F

It lasts long, SF

They seem to be robust because

of harsh winters, 2M

They are green, 10M

Durability and

sustainability

I find them to be quite
affordable, 3M

Very good price for what you
get, 12M

A little bit about above average
price, 12M

Higher price because the country
itself is pretty expensive, so they
need to match their prices to
their products, 11F

It’s not the cheapest, it's kind of
higher end, 6M

Price




Probably expensive because
Finland is more rich than some

other European countrie, 1F

The price versus the quality is

good, 4F
Price high, 7M

Not the most expensive product,

but also it's not the cheapest, 2M
High price, ‘M

A good investment for good
quality, 8F

It's not high end but also not low
cost, 5SF

I would expect the price to be
quite the same than the other one

in the market, 10M

Higher quality, maybe because
they use better materials, 11F
Quality also middle to higher
end, 6M

Quality is also high, 7M

The quality is also quite good,
IF

High quality, 9M

Really good quality, SF

Good quality, 2M

Middle ground in quality, 2M

Quality




Appendix 7. Coding process: the perceived value of the characteristics of Finnish

technology products

First-order codes Second-order themes | Aggregate dimensions

I feel not worried if it's going to | Carefree and safety | The perceived value of
burn their house down, 3M Finnish technologies

I can trust the system, 11F

It doesn’t disappoint me. So for
example, there is no bugs in the
product, 11F

I can rely on it. I would not be
worried that something will go
wrong, 12M

I don't have to worry how to
Learn to use it, 4F

Super reliable, it is produced for
A long term usage, 7M

Safe because they don’t break

and are robust, 9M

I wouldn't ask so many question

because I trust it, 8F
Transparency, 10M

I would expect better policies,

10M

Surprised to see someone using | Curiosity and
Finnish technology products as | intrigue
we don’t have them in market,

4F

I’d think people see someone
who uses Finnish technology

products as an outsider because




it's not the most common
country when we think about

technology, 8F

It could be interesting for people
who are interested about

technology, 8F

It's interesting choice. People are
going to ask more. They're
curious because they don't have

much information, SF

They're like intrigued by it and
think it’s pretty cool, 2M

Someone who decides based on
the data and facts, 12M

Why are you using such an
expensive thing when you can

get something for cheaper, 3M

I think it’s boomer to have a
Finnish product. It’s for
someone who wants to have a

product for 20 years, 10M

The choice of a
wealthy and rational

consumer

Price is OK, 5F

I would expect higher quality,
10M

Quality's pretty good, 2M

It’s for someone who likes good
class quality product that are a

bit more expensive, 6M

Good price — quality

ratio

Convenience and durability

Ease and efficiency




straightforward and easy to use,
11F

They perform well, they do what
their intended functions are, 2M
Practicality, simplicity and,
minimalistic design. The overall
efficiency, 12M

It delivers the function, 4F

Not a lot of like hassle to learn,
4F

The use is relaxed and easy, 4F
Comfortably designed and does
not annoys you, 7M

Intuitive to use because of
skilled labour, 1F

Reliable, it does what it does, 5F
I’m happy if it gets the job done
that I'm trying to do, 2M

Frustration. As I said, a lot of

things are not intuitive, 6M




Appendix 8. Coding process: comparison of the perceptions of Finnish technology

products to technology products from other countries

First-order codes

Second-order themes

Aggregate dimensions

I would prefer European.
Germany, Denmark, I would say
the whole Scandinavia, maybe
also Netherlands. I think they do
it for quite a long time. It also
has something to do with the
how I like the country and what
I think about the people, 12M

I would prefer to buy more
locally European technology. It's
more about personal security,

6M

Preference for
European technology

products

Chinese products can be really
good for the price, but still I
don't want to use these brands

due to the data issues, 12M

According to stereotypes, the
Chinese products are pretty low

quality, 7M

Chinese products break easily,

8F

China doesn’t really have good

quality products, 9M

Chinese products are super
cheap, so which also means it
can be unreliable. They also

have privacy issues, 3M

Concerns over
Chinese technology

products

Comparison of Finnish
technologies to
technologies from other

countries




China has a bad image. I can not
recognise if that specific product
is decent or like kind of like bad.
That's why like I try to avoid
Chinese products, 4F

Chinese products are also cheap,

4F

if I know the product is made
let's say in in China or India, I
might be concerned more with

like the build quality, 2M

Chinese products have a very
cheap cost, but the quality isn’t
up to the standards, 10M

I don't want to buy from China
because I don't want them to
scan my phone and get my
information because they're

quite famous on that , SF

Taiwanese or Japanese are
consider high quality. They also
value privacy, 6M

Japan has a good quality
technology, 9M

Japanese ones also has a good

image, 4F

Japanese products are really

good quality and reliable, SF

Preference for
Japanese

technologies




German technology products has
like very good image. You can
trust the durability and the
quality, 4F

I buy vacuum cleaner or health
appliance, it's a German product.

They're the best, SF

The good reputation
of German

technology products

Americans also don't have
privacy, 6M

Finnish products would have
more transparency than
American products, 10M
Finnish products would be like a
mix of German quality and U.S

innovation, 10M

Concerns over US

technology products

I wouldn't probably buy The impact of ethical
products from countries that practises of a
have or test in animals. Or that country

they support some kind of not

very good things like the US and

Israel, 1F

I would heavily avoid buying

anything Eastern neighbour due

to their politics, 6M

I would say that nowadays it's Difficulty to
quite hard to be different. mostly | differentiate

everything is already done, 1F
I imagine it to be similar to the
other brands in the market, 4F
Smartphones these days are all
very similar, 2M

I don't think they can be much

different anymore, They have




the same operating system and
chips, 5F

The dominance of US is too big
so that people can have a picture
of European products in general,
10M

I don't think they can make a
difference, 5F

It would have its own system
like Linux, 11F

Android focused, 3M

I would expect it to be to be
reliable and practical. 12M

A little bit boring in a sense of
design, 12M

More simple, restrictive with
much less internal offerings, 6M
It wouldn't be as fancy, 7M
Super convenient and working
for long, 7M

It lasts longer, 1F

Very minimalistic design, 1F

It doesn’t break, 9M
A bit less aesthetic, 8F

Finland would be like a mix of
German quality and US

innovation, 10M

Up to standard with other
smartphone brands, 2M

Characteristics of a

Finnish smartphone
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