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Abstract

In today's competitive markets, brands are always trying to create a desirable image of their products and
services to elicit more favorable tendencies in customers. Beyond the marketing efforts of brands, there is
an important factor that can either strengthen or weaken these marketing efforts. This factor is related to
the country of origin or manufacturer of a brand, which can have an impact on consumer behavior and
perceptions of products and brands from that country. Therefore, the aim of this research is to investigate
the effect of the country of origin and manufacturer on consumer perceptions of the institutional
environment of countries and purchasing decisions, taking into account the moderating role of beliefs
arising from customer trust. This research is an applied study and, in terms of data collection method, is
descriptive-correlational. A library approach was used to extract studies, and a field approach was used to
collect statistical data, with the data collection tool being a questionnaire. The study population consisted of
customers who own and purchase iPhones from the Apple brand in districts 1, 2, and 3 of Tehran.
Descriptive statistics and inferential analysis were used to analyze the data, and the software used to analyze
the data was SPSS and smart PLS. The results indicate that the country of origin of a brand has an impact
on perceptions of the legitimacy and regulatory environment of that country. Additionally, the results show
that the country of manufacture of a brand also has an impact on perceptions of the normative environment
and regulatory environment of that country. On the other hand, perceptions of the legitimacy of the country
of manufacture of a brand have an impact on customer preferences for a brand and a willingness to pay a
higher price for a brand. However, the impact of the country of origin on customer purchasing decisions
with the moderating role of beliefs in brand benevolence, honesty, and capability has not been confirmed.
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Introduction (Alilou & et al., 2021). However, one of the
With the approaches leading to  Most important topics of consumer behavior

globalization and transforming the world into  in today’s diverse markets is the attitudes and
a culturally and closely connected village, =~ mental images of individuals towards a
consumer behaviors have become diverse ~ foreign country and the products derived
among customers, and different attitudes  from that country. Among them, studies such

towards foreign and domestic countries and
products have had significant effects on
customer behavior. Customer orientation is a
type of value creation that is more about
doing the right thing for the customer than
doing the right thing in the organization

as Chen et al. (2020) emphasized the key role
of individuals' perceptions of the legal-
political environment surrounding an
industry in the country producing a brand as
mechanisms that affect the decisions to buy a
foreign brand. In today's complex and
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challenging world, people are faced with
increasing options and reduced time to make
decisions and choices. Accordingly, the
ability of the brand to simplify customer
decision-making, reduce risk and define their
expectations is invaluable (Kiyomarsi & et
al.,, 2021). Studies such as Lopez and
Balabanis (2020) stated that signs and
evidence of a foreign country and its subsets,
namely attitudes towards a foreign country
and an individual's mental image of a foreign
country, are specific to beliefs, emotional
perceptions, and cognitive information and
can affect individual behaviors and
tendencies towards that country and anything
exported from that country (in the form of
material and non-material phenomena). In
this regard, this study examines whether
signs and evidence of the country of origin
(in the form of the country of origin of the
brand and the country of origin of the brand
production) can affect individual perceptions
of the institutional environment of that
country or not. Based on studies, perceptions
of the institutional environment refer to an
individual's beliefs and attitudes toward the
legislative and regulatory environment
surrounding a particular industry, social
responsibility, and the overall policies of a
country (Chen et al., 2020). According to
studies such as Scott et al. (2013) and Chen
et al. (2020), perceptions of legitimacy,
normative environment, and regulatory
environment are the three dimensions that are
of interest. Another important factor is the
role of these three factors in influencing
decisions to purchase a foreign brand. In this
regard, this study focuses on perceptions of
the institutional environment in the country
of brand production and examines whether
the three-fold perceptions of the social,
political, and regulatory environment of the
country of origin of a brand will affect
consumer decisions to purchase brands
produced in that country. Additionally,
studies such as Coffey and Kabaday (2020)
state that beyond the country of brand
production, the signs, evidence, and mental
image of the country of origin can have a
significant impact on consumers' purchase
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decisions. Furthermore, this influence is
influenced by individuals' beliefs and
perceptions of the brand's characteristics in
the form of three variables of honesty,
benevolence, and brand capability.
Therefore, this study examines the direct
impact of signs and evidence from the
country of origin on consumers' purchase
decisions and the moderating effects of
beliefs arising from trust in the brand.

In light of the above explanations, this
study aims to investigate the effects of the
country of origin and the country of brand
production on customers' perceptions of the
institutional environment of countries and
their purchase decisions, considering the
moderating role of beliefs arising from trust
in the brand. In other words, the study seeks
to examine whether individuals' perceptions,
images, and beliefs about the countries of
origin and brand producers can have an
impact on their perceptions of the
institutional environment (legal and political
environment of a country) and purchase
decisions. The study also focuses on the role
of the three moderating variables arising
from trust in the brand. Specifically, the
researcher selects the United States and
China as the country of origin and the country
of brand production, respectively, focusing
on the mobile phone industry and the brand
Apple. Based on the above discussions, the
main research question can be formulated as
follows: What are the effects of the country
of origin and the country of brand production
on customers' perceptions of the institutional
environment of countries and their purchase
decisions, considering the moderating role of
beliefs arising from trust in the brand?
Theoretical foundations and literature
review

The country of origin: The country of
origin of a product or the image of the
country as one of the important external cues
that  affect  consumers'  evaluations,
perceptions, preferences, and purchase
intentions has been taken into account, and
extensive research has been conducted in this
regard (Herrmann and Diamantopoulos,
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2017). This variable refers to the country
where the brand was originally formed and
where the brand's headquarters are located.
The reputation of a brand or its manufacturer
is influenced by the reputation of the country
that it originates from, and damaging the
reputation of a country can also harm the
reputation of the brand produced in that
country (Habibi et al., 2022). Among the
many factors that influence customers'
buying decisions, the impact of the country
of origin is very significant because the
mental image of the country of origin
represents the overall perception of
consumers about the quality of the desired
products and brands. The mindset that is
formed in customers’ minds through the
country of origin is not easily changed and
has long-term effects. Therefore, global
marketers and market managers must
consider  consumers'  perceptions  and
opinions about the country of origin
(Rahimnia and Asghari, 2015). Ultimately,
the country of origin is used as a reference for
evaluating  the  quality,  credibility,
performance, and other non-evaluable
characteristics of the product (Siavoshi et al.,
2022).

The country of brand production: The
country of brand production or the brand
manufacturer's country is the country where
the product is primarily produced. In fact, a
brand, despite the importance of its name and
symbol, reflects the emotional relationship
between producers and consumers (Zohdi &
et al., 2023). The country of origin has a
significant impact on consumers' purchase
intentions compared to the country of brand
production (Rambukwella and Ramsbotham,
2018). Recent changes in the geopolitical
system, including political and religious
factors, have posed new and greater
challenges, as consumers seem to have
negative opinions about brands originating
from different countries (Abou-Saif and
Farah, 2014). Nowadays, even brands from
developed countries that usually have
positive images in consumers' minds are not
immune to the negative effects of the country
of origin (Rashid, 2017).
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Institutional perceptions: The present
study aims to investigate how a customer's
perceptions and mental representations of the
brand's country of production and country of
origin can impact their perceptions of the
institutional environment in those countries.
Based on customer-oriented strategies,
greater customer satisfaction leads to
increased customer loyalty, lower costs for
service delivery, easier customer retention,
and greater employee engagement (Zadegan
& et al.,, 2023). These perceptions of the
institutional environment encompass
legitimacy, norms, and policies and are
referred to as institutional perceptions .

Perceptions of legitimacy: When
consumers face risk and uncertainty when
purchasing products from a particular
country, they evaluate the organizations and
institutions in that country. According to
institutional ~ theory,  perceptions  of
legitimacy represent an overall evaluation of
the general institutional quality and
summarize it (Sadabi et al.,, 2017). This
perception indicates the extent to which
companies in an industry act in accordance
with accepted social norms, values, beliefs,
and definitions.

Perceptions of  the normative
environment: Perceptions of the normative
environment refer to the extent to which
companies in an industry in a particular
country act in a way that fulfills accepted
social norms and values. The regulatory
environment represents the inhibiting
institutions that monitor the industry in a
particular country through laws. Therefore,
perceptions of the normative environment
refer to a mental evaluation of how product
quality is regulated and monitored by
government regulations in a particular
country and the associated risks (Chan et al.,
2020).

Perceptions  of  the Legislative
Environment: Perceptions of the legislative
environment are focused on how to regulate
and manage product quality and associated
risks in that environment (Chen et al., 2020).
Generally, perceptions of the brand
legislative environment are very influential
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in  people’s communications, decision-
making, and performance.

Purchase Decision: The purchase

decision is defined as a measure of an
individual's decision-making power for
performing certain behaviors or decision-
making for purchasing products, goods, or
services (Amoruso and Morciano, 2016).
Consumers certainly consider many factors
such as luxury brands, brand image, and
brand quality in their purchase decision. The
idea of purchasing a brand or a specific
product is called a purchase decision. There
is a possibility that a consumer may be
looking for a reason to justify their needs and
purchase a specific brand. The idea of buying
a brand can be based on the brand name or an
image created in the consumer's mind
(Rangaswamy and Sirinivasan, 2019). The
concept of purchase decision is very complex
and some researchers consider it as a
component of attitude related to positive
dimension, while others study it as an
independent variable. According to Duhan et
al. (1996), the purchase decision includes a
stage of decision-making in which the
customer can specify their preferences and
priorities for a specific product or item based
on their experience, beliefs, and attitudes
towards products. The results indicate that
the atmosphere and environment
significantly affect pleasure and excitement
(Rahimi & et al, 2023).

Purchase Preferences: Purchase
preferences by consumers indicate that
customers choose services provided by a
specific company over other companies
(Wangurai, 2020). This reflects loyalty to the
brand they prefer. In addition, cultural,
social, individual, and psychological factors
are also involved. These factors should be
combined to understand the role of each in
creating brand purchase preferences (Ibrahim
et al., 2016). The preferences of consumers
can be measured by their satisfaction with a
particular product in comparison to its cost,
because every time consumers purchase a
product, they miss the opportunity to
purchase a competitor's product. Consumer
purchasing preferences are influenced by
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personal taste, culture, education, and many
other factors, such as social pressure from
friends and family (Mela, 1998). Preference
indicates the level of interest and inclination
of the audience towards a particular brand
compared to others. The factors that create
this preference include positive performance
evaluations and having unique and specific
advantages. The result of this preference is a
purchase. Iran and colleagues (2007) believe
that customer purchasing preferences are an
indicator of consumer demand; however,
customer choices are not always determined
solely by their preferences (Oni et al., 2021).

Willingness to pay more: Price, as one of
the four main elements of marketing, is of
great importance to both customers and
suppliers. Appropriate pricing policies lead
to customer and consumer satisfaction. The
level of price acceptance indicates the
maximum amount that a customer is willing
to pay for a product or service. Price
acceptance and willingness to pay higher
prices are the consequences of customer and
consumer satisfaction, but compared to other
consequences such as repeat purchases, less
attention has been paid to this issue. Factors
such as price flexibility, reference price level,
purchase frequency, and loyalty to the brand
identity affect the level of price acceptance
and willingness to pay higher prices by
customers. High loyalty to a brand reduces
the customer's focus on the brand's
advantages, and they pay less attention to the
price. Conversely, with low loyalty to the
brand, customers are more focused on the
price than its benefits and advantages.

Beliefs arising from customer trust

Belief in benevolence: Belief in
benevolence refers to a positive orientation
towards customers, taking into account their
safety and health, and acting in their interests.
Belief in benevolence actually indicates the
level of trust that individuals have and
suggests that a brand should be focused on
doing good and acting in accordance with the
opinions of its customers, rather than
maximizing its profits (Coffey and Kabadayi,
2020). Benevolence means having Kkind
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motivations and a level of love for a person
or group and sincerely caring about the well-
being of others. Benevolence is the desire to
do good by the trustee, separate from the self-
interested motivation to gain profit.
Benevolence shows the trustor that the
trustee is making an effort for them (Kamali
Dehkordi & et al, 2011) .Consumers believe
that a brand not only seeks its own profit and
benefit but also considers the well-being of
its customers. The belief in benevolence
should reassure consumers that even if a
brand's name originates from a country with
a negative image or its products are produced
in a low-quality country, they are not harmful
and not have low quality.

Belief in honesty: The belief in honesty
shows how much a brand adheres to socially
accepted fair standards or a set of principles
that customers accept, such as not lying,
loyalty, or providing desirable and credible
information (Coffey and Kabadayi, 2020).
According to Zhou and Tian (2010), the
belief in honesty about a brand assures
consumers that the brand remains committed
to the promises it makes to its customers,
conducts its business in a professional and
ethical manner, and has a positive impact on
customer purchasing intentions. Customers
must believe that if there is a problem with
the brand itself or a product that is supplied
from a low-quality country, the brand will
honestly and transparently share this
information with them (Kabadayi and
Lerman, 2011). Consumers also believe that
a brand does not allow them to purchase
unsafe or defective products produced in
countries with a negative image.

Belief in ability: The belief in capability
reflects consumers' confidence that a
company or brand has the necessary skills
and competencies to perform its tasks. If
individuals believe that a brand has a set of
skills, competencies, and characteristics that
enable it to perform its functions, they
believe in the brand's capability (Coffey and
Kabadayi, 2020). Consumers who have a
highly perceived capability about a brand
believe that the brand, its employees, and
business partners have the necessary skills
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and competencies to perform tasks related to
their job (Kabadayi, 2016). Furthermore,
when a brand has a negative image of the
country of origin, consumers extend their
belief in the capability of a brand and believe
that the brand works with people who have
enough skills to perform their job.

The internal background of the research

1- Astan & et al (2021) conducted a
comparative study on the effect of country-
of-origin brands on customers' purchase
intention in the food industry, with the
mediating role of brand preference and brand
value, focusing on 10 top-selling foreign
food brands in the lranian market. The
research was applied in terms of purpose and
descriptive survey in terms of data collection,
with descriptive data collected through
library research and survey data collected
through questionnaires. The statistical
population of the study was all food industry
customers in Tehran, and the questionnaire
was distributed among 384 individuals. The
data were analyzed using Smart PLS 3
software, and the results of the multivariate
regression analysis confirmed all hypotheses,
indicating that the country-of-origin image of
food products had a significant effect on
purchase intention, considering the
mediating role of brand value and brand
preference.

2- Khorma et al (2021) conducted a study
on the impact of the country-of-origin image
on the formation of brand equity and brand
trust in the sports industry in Shiraz. The
study was applied in terms of purpose and
descriptive-inferential in terms of method,
based on structural equation modeling and
factor analysis. The statistical population of
the study included all individuals who used
sports product brands in Shiraz. Smart PLS
software was used for data analysis. The
results showed that the country-of-origin
image had a positive and significant effect on
brand equity and its dimensions (awareness,
loyalty, and differentiation), and brand equity
also had a significant impact on brand trust.
Furthermore, the country-of-origin image
indirectly influenced brand trust.
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3- Ghaforian Shagerdi et al (2021)
conducted a study on the impact of consumer
ethnocentrism on the purchase intention of
foreign products and the role of the country-
of-origin image and brand attitude. The
research was applied in terms of purpose and
correlation and descriptive in terms of data
collection, with a statistical population of 220
consumers of foreign clothing in Mashhad.
The data were collected through voluntary
non-probability ~ sampling using a
questionnaire, and content and structural
validity, and reliability were assessed using
Cronbach's alpha. SPSS software was used
for descriptive data analysis, and structural
equation modeling was used with AMOS
software to test hypotheses. The results
showed that consumer ethnocentrism had a
significant effect on the purchase intention of
foreign products. Furthermore, the country-
of-origin image mediated the relationship
between consumer ethnocentrism and
purchase intention of foreign products, and
ultimately, brand attitude mediated the
relationship between consumer
ethnocentrism and purchase intention of
foreign products.

4- Mohyeddin Ghamsa (2020) conducted a
thesis on the impact of country of origin on
willingness to pay more through mediating
variables of brand love, brand luxury, and
customer perception, focusing on the Rolex
watch brand and targeting buyers in Tehran,
Iran. The sample size was determined based
on hidden variables (factors), not observable
variables, with a requirement of 20 samples
for each factor. The study results indicate that
the country of origin image has a positive and
significant impact on brand love, which can
lead to customers' interest and inclination
toward the Rolex watch brand. The country
of origin image also has a positive and
significant impact on the perception of brand
luxury and customer perception, but brand
love does not have a significant impact on
willingness to pay more. Brand luxury has a
positive and significant impact on
willingness to pay more, and customer
perception also has a positive and significant
impact on willingness to pay more.
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Foreign background of the research

1- Jiseon Ahn (2023) in her article titled the
role of multidimensional country-of-origin
attributes: Exploring the antecedents of
international brand attitude and imag
focuses on the consequences of branding
countries, especially on the multi-
dimensional application of a country's
image in international brand management.
In this quantitative research, the relative
effects of the dimensions of the country's
image have been investigated. Specifically,
the effects of phenomena such as
descriptions of a country's people, ideals,
and loyalty on brand evaluation by
consumers have been investigated. Also,
the effect of brand attitude and image on the
credibility of the country's brand has been
identified. However, brand quality and
home country brand awareness/association
are not sufficient to ensure positive results
for an international brand. In addition, the
role of individual characteristics of
customers (gender, age, and income) in the
relationship between country effects and
international branding has been
investigated. The results of multi-group
analyzes show that people's descriptions
have a great influence on brand image
among elderly male customers. In contrast,
a country's ideals have a stronger influence
on brand image among young women. This
research emphasizes the importance of
managing the country's image to increase
success in international branding.

2- Yu Huang et al (2022) in their research
under the title how do customers engage in
social media-based brand communities:
The moderator role of the brand’s country
of origin? Have investigated the
relationship between brand trust and CE in
SMBBC, which is often contradictory in
previous literature. Using the uses and
gratifications theory, they have
investigated the motivations that cause
active and passive customer engagement
behaviors. In addition, this study uses
multi-group analysis to compare the
differences in the process of customer
engagement about the brand's country of
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origin. Empirical results have shown that
brand trust is a prerequisite for customer
engagement in a long-term relationship.
Brand affiliation, entertainment, and
review motivate active and passive
customer engagement behaviors; only
opportunity-seeking encourages passive
activity, but conversational motivation
does not encourage either active or passive
customer behavior. Significantly, the
involvement of Chinese consumers
between domestic and foreign brands on
Sina Weibo is not significantly different.

3- Chen et al (2020) conducted a study on the
effects of brand country of origin and
manufacturing country on  customer
perceptions and purchase decisions. The
aim of this study was to investigate how
individuals' perceptions of brand country of
origin and manufacturing country affect
their perceptions of the quality and
performance of export products and
ultimately their willingness to pay a higher
price and brand preference. The researchers
collected their data based on the opinions of
764 Australian customers and products
manufactured in China for American
brands. The results showed that both the
brand country of origin and manufacturing
country have different effects on
consumers' institutional perceptions. The
brand country of origin creates perceptions
of legitimacy and environmental standards,
while the manufacturing country generates
perceptions of norms and environmental
standards. Both the brand country of origin
and  manufacturing  country  create
perceptions of quality in consumers, which
ultimately affect their perceptions of
legitimacy, preferences, and willingness to
pay more.

4- Coffey and Kabadayi (2020) conducted a
study on customers' preferences towards
products with dual nationality. The study
examined the impact of the brand country
of origin and manufacturing country on
customers' purchase intentions and the
mediating role of trust beliefs towards the
brand. The researchers collected their data
from a sample of 405 online questionnaire
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respondents. The results showed that trust
beliefs towards the brand can moderate the
negative effects of the brand's country of
origin and manufacturing country on
customers' purchase intentions.
Specifically, the  benevolence and
perceived honesty of the brand can weaken
the negative effects of the brand's country
of origin and manufacturing country on
customers' purchase intentions.

5-Jin Kyu et al (2019) conducted research on
the role of country image and quality
perception of the product on purchase
intention, with the mediating roles of
guarantee and country image strategies. To
collect data, the researchers used a
questionnaire and the statistical population
consisted of 215 Korean citizens and
foreigners living in Korea. The results were
analyzed using SPSS software. The
findings showed that gender, age groups,
and nationality can have a significant
impact on consumers' perception of the
relationship between country image and
product quality. While the country image of
the brand origin did not affect the perceived
product quality, the country image of the
manufacturing country had an important
and significant impact on consumer's
perception.

6- Brodowsky et al (2018) conducted
research on the role of attitudes towards
foreign brands and attitudes towards the
country of origin of foreign brands on the
willingness to purchase foreign brands. The
aim of this study was to examine customers'
perceptions of the brand and its country of
origin on their behavioral intentions
towards the brand. The researchers
collected their data based on a sample of
324 American customers. The results of the
data analysis showed that both attitudes
toward foreign brands and attitudes towards
the foreign country of origin had positive
and significant effects on customers'
attitudes toward purchasing the brand.
Additionally, these variables, along with
mental norms, had positive and significant
effects on customers' willingness to
purchase foreign brands.
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Conceptual Model and Hypotheses
Hypothesis 1: The brand country of origin
affects perceptions of the legitimacy of the
brand country of origin.

Hypothesis 2: The brand country of origin
affects perceptions of the regulatory
environment of the brand country of origin.
Hypothesis 3: The manufacturing country of
the brand affects perceptions of the
normative environment of the manufacturing
country of the brand.

Hypothesis 4: The manufacturing country of
the brand affects perceptions of the
regulatory environment of the manufacturing
country of the brand.

Belief in
benevolen
ce
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Hypothesis 5: Perceptions of the legitimacy
of the manufacturing country of the brand
affect customer preferences for a brand.
Hypothesis 6: Perceptions of the legitimacy
of the manufacturing country of the brand
affect willingness to pay a higher price for a
brand.

Hypothesis 7: Perceptions of the normative
environment of the manufacturing country of
the brand affect customer preferences for a
brand.

Hypothesis 8: Perceptions of the normative
environment of the manufacturing country of
the brand affect willingness to pay a higher
price for a brand.

Belief in
ability

Institutional perceptions

Country of
origin of the
brand

Country of
manufacture
of the hrand

Perceptions
leaitimacy
Perceptions

of the
normative

Perceptions
of the

leniclative

Buying decision

of

Purchase
preferences

Willingness
to pay more

\

Figure 1. Conceptual model of research

Hypothesis 9: Perceptions of the regulatory
environment of the manufacturing country of
the brand affect customer preferences for a
brand.

Hypothesis 10: Perceptions of the regulatory
environment of the manufacturing country of
the brand affect willingness to pay a higher
price for a brand.

The Impact of a Brand's Country of Origin

Hypothesis 11: Trust in the benevolence of
the brand moderates the effect of the brand's
country of origin on customer purchase
decisions.

Hypothesis 12: Trust in the honesty of the
brand moderates the effect of the brand's
country of origin on customer purchase
decisions.
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Hypothesis 13: Trust in the competence of
the brand moderates the effect of the brand's
country of origin on customer purchase
decisions.

Research Methodology

The aim of this study is to investigate the
impact of country of origin and brand
producer on customers' perceptions of the
institutional environment of countries and
their purchasing decisions, taking into
account the moderating role of customer trust
beliefs. Therefore, this study is practical in
nature. Additionally, the data collection
method is descriptive-correlational, as it
examines the current situation and seeks to
understand the characteristics, beliefs,
attitudes, behaviors, and other issues of
individuals in a community by approaching
them, while also examining the relationships
between variables. The independent
variables in this study are the brand country
of origin and the manufacturing country of
the brand, while the dependent variables are
perceptions of legitimacy, perceptions of the
normative environment, and perceptions of
the regulatory environment, purchasing
preferences, and willingness to pay a higher
price. Trust in benevolence, honesty, and
competence are the moderating variables.
The study methodology is a quantitative
survey based on a standardized questionnaire
administered to actual and potential
customers of Apple brand iPhones in districts
1, 2, and 3 of Tehran. The population under
study consists of customers and potential
buyers of Apple brand iPhones in these
districts of Tehran. Therefore, the
questionnaires were distributed using cluster
random sampling in the mobile phone stores
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in each of these clusters by approaching
customers present in these stores. Due to the
uncertain size of the population, the sample
size was determined to be 385 using the
Cochran formula. The validity of the
questionnaire was evaluated by 10
knowledgeable experts on the research topic
using the content validity ratio and content
validity index ratio. Additionally, the
reliability of the questionnaire was assessed
using Cronbach's alpha coefficient. As the
content validity ratio and content validity
index ratio values for each of the research
constructs were higher than 0.62 and 0.70,
respectively, it can be concluded that the
questionnaire  has high validity and
reliability that the wvalidity of the
questionnaire has been confirmed. The alpha
value calculated for the current research,
which actually shows the reliability of the
research, is equal to 0.971. Therefore, at the
95% confidence level, it can be said that the
current research has acceptable reliability.
The investigation of the hypotheses of this
research has also been done using the
structural equation modeling method with the
partial least squares approach with the help of
Smart PLS software.

Data analysis and research findings

In this study, a sample of 385 individuals
was examined, predominantly female, who
were actual and potential customers of Apple
brand iPhones in districts 1, 2, and 3 of
Tehran. Half of the participants had a
bachelor's degree. However, in terms of age,
the distribution of individuals was more
varied, with 34.5% of them being between 25
to 30 years old, forming the majority of the
population.

Table 1.
Description of the statistical sample population
Demographic characteristics Abundance Frequency
d Female Yve B
gender Man You ¥4
Less than 20 Ak v/
Between 20 and 25 . /¥
Age years
Between 25 and 30 .. ve/o

years
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Demographic characteristics Abundance Frequency
Between 30 and 35 ., Yot
years
More than 35 years ¥4 \RYA
diploma \K: A
Associate Degree Al \RJA
education Bachelor you £ /0
Masters yéo 7
P.H.D YA ¢V

The analysis of central tendency and
variability indices of the research variables
showed that based on the theoretical mean of
the research, which was based on a 5-point
Likert scale and considered as 3, all variables
are in an above-average state. Additionally,
the results of the analysis of the standard
deviation of the variables indicate that the
data dispersion of each structure is not very
high. The convergence validity for each of
the research variables was obtained higher

Moreover, the composite reliability value for
the variables was higher than 0.7, confirming
their desirability. These results indicate that
the internal coherence of the structures in this
study is in a suitable state. The coefficient of
determination also indicates that the
independent variables in this study have been
able to explain a significant percentage of the
dependent variables' changes. To examine
the divergent validity, the Fornell-Larcker
method was used, and the results are shown

than 0.5, indicating their desirability. in Table 2.
Table 2.

Divergent validity

Variables \ A\t Y H o 1 N A a 0
Country of origin of the brand ~ +/A¢4

Country of manufacture of the NYE Ay

brand

Perceptions of the I_egitimacy of JVYS  NAA /AT

the country producing the brand

Perceptions of the normative

environment of the producing /3%  +/ve. «/¥YY .jaYe

country

Perceptions of the legislative

environment of the producing «/1AY  «/¥)3 V¢

country

JJAAT Yoo

Customer buying preferences
from a brand

JRIXYY Y 1)

AT YEY A

Willingness to pay a higher
price for a brand

JUIY O TAA JTAY

JAYY AR JAOA AN

Believe in the benevolence of

JOVY [0+ AVY VAT GAAT oJAeo WJAR] /YY)

the brand / / / / / / / /

Belief in the honesty of the ..o | xxaA jovv  vie ey ovva AV rar LAY

brand

Belief in the power of the brand ~ +/o+)  +/eqE  «ford VXY W[I¥e W VOV  JAEA [TV AN a A

As shown in Table 2, the numbers on the
main diagonal represent the convergent
validity square root, and the lower numbers
represent the correlation coefficients between
the structures. Therefore, since the
convergent validity square root for each
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structure is higher than the correlation
coefficient between them, it can be
concluded that the internal correlation
between the research structures is at an
acceptable level. To determine the data
distribution around the concentration
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measures, measures of dispersion are used.
The mean is the most important and
commonly used measure to determine the
center of a set of data. The range indicates the
difference between the largest and smallest
data. Variance is the most important measure
to examine the data dispersion around the
mean axis. The higher the variance, the more
the data is dispersed around the mean.
Standard deviation is another measure that
determines the dispersion of data around the
mean and is obtained from the square root of
the variance. It is worth mentioning that
deviation from the mean is shown using this
measure. Skewness and kurtosis measures
are also used to compare variables in terms of
deviation from the mean. Skewness occurs
when the data distribution around the central
point is not symmetrically dispersed. The
asymmetry of the data around the central
point can appear as positive skewness or
negative skewness. The closer the value of
skewness is to zero, the closer the data is to
the normal population in terms of symmetry.
Kurtosis indicates the height or flatness of the
distribution curve at its maximum point.
Positive kurtosis occurs when the maximum
point of the distribution curve is higher than
the normal distribution curve, and negative
kurtosis occurs when this point is lower than
the normal distribution curve. The normality
range for both skewness and kurtosis
measures is -2 to +2. In this study, the values
of skewness and kurtosis for the variables are
close to zero, indicating a normal distribution
of the wvariables in this study. The
examination of the center and dispersion
measures of the data includes mean, standard
deviation and model fit using convergent
validity, composite reliability, divergent
validity, and coefficient of determination
measures. To achieve these objectives, first,
the factor loadings of each of the
questionnaire items were examined using the
path coefficient test. Additionally, to achieve
this goal, Figures 2 and 3 of the structural
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model were constructed using PLS or path
coefficient to determine the relationships
between the variables.

Figure 2. Structural model of research
hypotheses one to ten
Figure 3. Structural model of research

moderation hypotheses

These numbers indicate the standardized
beta in regression or the correlation
coefficient of two constructs, which actually
forms the weighted composition of the
indicators. The numbers inside the circle
represent the coefficient of determination
(R2) of the main structure and its value is
always variable between zero and one. The
larger the coefficient of determination is, it
means that the regression line is better able to
attribute the changes of the dependent
variable to the independent variable.
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Table 3.
Fit of the research model
Variables Average SO0 AvE CR R2 ho.A

eviation

Country of origin of the brand \ARAS VAR JYYY /Y «[/Ade
Country of manufacture of the brand AR ATARGY JAYY Ay NI
Percep'glons of the legitimacy of the country Y/oAY Jvay JUET O GJAYY ageY W [AAS
producing the brand
Perceptions of the normative environment of the ., TR JATE f3o. Y. A oJave
country producing the brand
Perceptions of the legislative environment of the .y JJARY YEA NNV AS S I L) SR A2 8%
producing country
Customer buying preferences from a brand \ARE VY AR AR A G R LAY
Willingness to pay a higher price for a brand \VEAR] VARR JAYT W AYE W VEY W ARA
Believe in the benevolence of the brand v/eot JVED AR A VY
Belief in the honesty of the brand Y/VAQ A Y ASA TR /L ¥ +[Ae
Belief in the power of the brand \ARR «[AoY JVEY o JAVA - ATV

In this study, the overall fit of the model was calculated by using the common index values and
the goodness of fit index determination coefficient through the following formula.

Table 4. Goodness of fit index

Variables communalities R2 Goqdness
of fit

Country of origin of the brand JARE: -

Country of manufacture of the brand AN -

Perceptions of the legitimacy of the country producing the brand ~ +/1+1 JeoY

Perceptions of the normative environment of the country IAgo VA

producing the brand

Perceptions of the legislative environment of the country .4 oo JrAY

producing the brand

Customer buying preferences from a brand «JAYA «[YoA

Willingness to pay a higher price for a brand JAEY JVEY

Believe in the benevolence of the brand «[ovyY -

Belief in the honesty of the brand JARA -

Belief in the power of the brand JARR -

GOF = \/Communahtles x R2

As can be seen in Table 4, the value of
the goodness of fit index of the model is equal
to 0.381, which indicates its optimal value.
The significance of the hypotheses of this
study was investigated using the t-statistics
model, and the results are shown in Figures 4
and 5.

Figure 4. T-statistics model of hypotheses one to

ten of the research
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As can be seen in figures 4 and 5,
referring to the value of t-statistic at the 95%
confidence level, which is more than 1.96, it
can be said that all research hypotheses
except hypothesis number 11, 12, and 13
were confirmed. The results of the research
hypotheses are presented as described in
Table 5.

Figure 5. T-statistical model of research

moderation hypotheses

Table 5.
The result of examining the hypotheses
The result
theories Path_ . meaningful of the
coefficient .
hypothesis
The first The country of origin of the brand has an effect on the
h . perceptions of the legitimacy of the country of origin VY YY/AYA confirmation
ypothesis
of the brand.
The The country of origin of the brand has an effect on the
second perceptions of the legislative environment of the JYYY Y/VYA confirmation
hypothesis  country of origin of the brand.
The third The country of brand production has an effect on
. perceptions of the normative environment of the AN 1/ AA confirmation
hypothesis .
country of brand production.
The fourth The brand producing country has an effect on the
. perceptions of the legislative environment of the UCARS AV confirmation
hypothesis .
brand producing country.
The fifth Perceptions of the legitimacy of the country of brand
. production have an effect on customer purchase UARR Y/YAY confirmation
hypothesis
preferences of a brand.
The sixth Perceptions of the legitimacy of the country of brand
h . production influence the willingness to pay a higher ARYA AVARES confirmation
ypothesis :
price for a brand.
The Perceptions of the normative environment of the
seventh country producing the brand have an effect on the JEV) V/YvA confirmation
hypothesis  customer's purchase preferences of a brand.
The eiahth Perceptions of the normative environment of the
ght country producing the brand influence the willingness ~ +/°14 AIVY ¢ confirmation
hypothesis - ?
to pay a higher price for a brand.
The ninth Perceptions of the legislative environment of the
. country producing the brand have an effect on the AR ofVED confirmation
hypothesis ,
customer's purchase preferences from a brand.
The tenth Perceptions of the legislative environment of the
. country producing the brand have an effect on the ALK JARR) confirmation
hypothesis L . .
willingness to pay a higher price for a brand.
The Belief in the benevolence of the brand moderates the
eleventh effect of the brand's country of origin on the o) o) disapproval
hypothesis  customer's purchase decisions.
The Belief in the honesty of the brand moderates the effect
twelfth of the brand's country of origin on the customer's ofe XY VAR disapproval
hypothesis  purchase decisions.
The Belief in the ability of the brand moderates the effect
thirteenth  of the brand's country of origin on the customer's ofveo VARK disapproval
hypothesis  purchase decisions.
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The main hypothesis of the research (the
country of origin of the brand and the country
of the brand producer has an effect on the
customer's perceptions of the institutional
environment of the countries and the
purchasing decisions of customers according
to the moderating role of beliefs arising from
customer trust) because the moderating
hypotheses, in that case were not confirmed,
it will not be fully confirmed, but other
relations of the main hypothesis will be
confirmed.

Conclusion and Suggestions

Based on the proposed hypotheses, the
results of all hypotheses are consistent with
previous  studies.  Therefore, it s
recommended that Apple communicate with
its customers and create conditions where
customers cannot meet their needs without
the company's products. This will enable
customers to consider the brand as a part of
their personal identity. The company can
make more efforts to improve the
performance and sustainability of its
products, invest more in distribution and
selection of stores for product supply, and
maintain its relationship with customers by
meeting their personal needs through desired
products. Since the perception of the
producing country's legitimacy affects the
willingness to pay a higher price for a brand,
it is suggested that Apple's product
manufacturers  and  marketers  seek
differentiation and uniqueness in creativity in
service delivery and create a sense in their
customers that their brand is special and
superior to competitors. It is also
recommended that special programs be
considered for Apple product customers,
such as special discounts and valuable prizes,
to encourage them to pay higher prices for
products. Product manufacturers should
determine the prices of their products in
proportion to their quality level and the
degree of differentiation from competitors'
products. In case of a price increase, they
should significantly increase the quality and
unique features of their products to help
customers understand the reason for paying a
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higher price. Managers can make customers
aware of new and unique features of products
and, therefore, the superiority of their
products and services compared to
competitors. They can create a sense of
uniqueness and difference in their customers
through creativity and innovation in products
and strengthen their sense of pride and honor.
Additionally, by employing price change
strategies, they can create a positive image of
quality in the minds of consumers and assure
them that quality also increases to an
acceptable level with price increases. In
general, when consumers receive positive
institutional perceptions, they are willing to
pay higher costs for those products. Finally,
the results of this study and other studies
indicate that brand origin effects are
permanent and memorable to consumers with
the brand name.

Research Limitations

Research limitations include the COVID-
19 pandemic, which limited access to
resources, universities, professors, and
members of the statistical community.
Additionally, this study only examined the
purchasing intentions of iPhone holders and
potential buyers in Tehran's districts 1, 2, and
3, limiting its generalizability to other
industries because attitudes and approaches
may vary. Therefore, in future studies, the
study's statistical population could be
expanded to include other organizations and
individuals. Additionally, other factors that
affect customers' purchasing intentions, such
as brand trust and personality, could be
investigated.

Suggestions for Future Research

1. It is recommended to conduct similar
research by including different or similar
case studies in other cities of Iran, as well
as in various industries and markets.

2. It is suggested that in future studies, other
factors that affect customers' purchasing

3. Considering that the study's population is
customers and potential buyers of Apple
brand iPhones in regions 1, 2, and 3 of
Tehran city, it is possible to define a wider
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population in future research and includeBrodowsky, G., Stewart, K., & Anderson, B. (2018).
more individuals in the target population. Brand and Country Influences on Purchase

. . Intentions: A Theory-Of-Reasoned  Action
4. Since the present study was conducted ina  apnroach. Journal of Promotion Management,

specific time period, it is recommended that  24(2), 251-269.
future research be carried out at different  https://doi.org/10.1080/10496491.2017.1360822
and diverse time intervals to achieve betterChen, S., Wright, M. J., Gao, H., Liu, H., & Mather,

results and compare research findings at (2020). The effects of brand origin and
country-of-manufacture ~ on  consumers

different time§. institutional perceptions and purchase decision-
5. To obtain more accuratt and  making. International Marketing Review. 38(2),
comprehensive results, it is suggested touse ~ 343-366. https://doi.org/10.1108/IMR-08-2019-

other data collection tools in addition toCoﬁ8§05s & Kabadayi, S. (2020). Consumers’
questionnaires In fgturg StUd.'es’ such'as pu’rcha'l’se intentions of Bi-national products:
face-to-face or online interviews, online  effects of  country-of-brand,  country-of-

surveys, and personal reports. manufacture, and trusting beliefs. Journal of
Global Marketing, 33(1), 18-33.
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