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 * 

 ** Preliminary statement
 *** 

Product origin dispersion around the world in today’s globalized mar-

-

fact that the impact of product origin location on product evaluation has 

-

image and cultural background. Since this research is an exploratory one 

Croatian universities belonging to generation Z completed the question-

favorable consumers’ product and brand attitudes can have a spillover ef-

need to keep in mind that consumers’ product attitudes can be a whole set 

* 

). 

**

).

***  
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of triggers for thinking about the origin of a particular brand and forming 

attitudes toward the origin of that brand based on their own experiences or 

-

-

by observing the brand origin framework through both country and culture 

of brand origin. 

placed on the market.
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cher 

cultural 

brands
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Country of origin



T. VRANEŠEVIĆ, A. PUŠIĆ, M. MANDIĆ: Advancing brand origin concept through the reverse country of origin... 
EKONOMSKI PREGLED, 75 (1) 32-61 (2024) 37

Modeling

present here.

Product atti-

tude

Country of brand origin image Culture of brand origin as dependent 
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1 in this paper 

,  and Culture of brand origin 

2

1

2
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3

 

Product attitude

3 
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pothesis (H1a) will check whether Product attitude impacts Country of brand origin 

image

Product attitude and 

Culture of brand origin

 on Country of brand origin image, with the other one 

 on Culture of brand origin

Product attitude on 

Product attitude (PA), 

(BA) and Culture of brand origin  

Internal consis-

tency reliability

alpha4

4
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0.951 0.952 0.804

0.948 0.950 0.958 0.794

1.000

0.948 0.954 0.827

    

   

  

0.710 0.433  

Country of brand origin image
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Country of brand origin image 

 5

 
Sample 

2.5% 97.5%

0.032 0.555 0.725

5
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1.000

2.105

1.272

1.477

2.035

1.957

1.570

2.795

3.155

3.338

1.708

3.037
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Sample 
2.5% 97.5%

1.000 1.000 1.000 1.000

0.701 0.848

0.453 0.430 0.240

0.414 0.251

0.552 0.527 0.354 0.731

0.733 0.587 0.877

0.518 0.498 0.332

0.403 0.179

0.551 0.844

0.593

0.708 0.850

0.575 0.550 0.414

0.545 0.800

0.399 0.373 0.181
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Product 

attitude

Product attitude

1.000 1.000

1.000
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BOOTSTRAPPING RESULTS

Sample 

Sample Standard 

Sample 

Sample 

2.5% 97.5%

0.047 0.000 0.003 0.542 0.731

0.531 0.583 0.000 0.531 0.583 0.051 0.383 0.591

0.047 0.000 0.001 0.757

Sample 

Sample Standard 

Sample 

Sample 2.5% 97.5%

0.053 0.000 0.230 0.430

0.444 0.447 0.051 0.000 0.444 0.447 0.003 0.537

2

al. (2017) R2

2

in R2
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0,282 0,277

0,428 0,424

0.749 0.393

0.852

out-of-sample 

, where not only the data point is 

7

7



T. VRANEŠEVIĆ, A. PUŠIĆ, M. MANDIĆ: Advancing brand origin concept through the reverse country of origin... 
EKONOMSKI PREGLED, 75 (1) 32-61 (2024) 49

2

the Q2

 SSE

924.000 590.802

924.000 0.331

2.002.000 1.889.918

770.000 770.000  

1.397 1.102 0,073 1.411 1.109 0,054

1.341 0,095 1.344 1.075 0,090

1.292 0,982 0,155 1.280 0,994 0,171 12

1.208 0,957 0,112 0,099

1.310 1.028 0,157 1.314 1.031 0,153

1.089 0,875 0,189 1.071 0,215 18
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0.751 0.591 0.451

0.927 0.720

0.934 0.745

8

9

8

9
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5.0%

0,588

1,000 1,000 0,999 0,492

BA 1,000 1,000 1,000 0,899

PA 1,000 1,000 0,999 0,337

5.0%

0,758 0,557 0,291 0,941

1,000 1,000 0,999 0,301

BA 1,000 1,000 1,000 0,407

PA 0,999 1,000 0,999
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test
t test

0.527 0.512 0.523

0.917 0.915 0.915

0.981 0.972 0.972

test
t test

0.930 0.927

test
t test

0.217 0.190 0.228

0.702 0.931 0.945

0.707

test
t test

0.983 0.848 0.875

0.287 0.283
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a)  male
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