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Introduction

In 2012, the European fashion industry sales reached approximately €170 billion, with over 181,000 firms,
of which 30% are Italian companies (SMI (Sistema Moda ltalia), 2013). Fashion is one of the biggest
segments of the Italian economy and plays a leading role in the international scene. Both imports and
exports play a pivotal role in the fashion industry, accounting for respectively 52.2% and 42.2% of total
revenue (SMI (Sistema Moda lItalia), 2013), making Italy the second largest exporting nation in the fashion
industry worldwide, with sales reaching 51.1 billion in 2012 (Macchion et al., 2014). Italian clothing is at the
forefront of global fashion with some of the biggest names featured in worldwide catwalks and in city
centers. Prada, Versace, Fendi, Valentino, Giorgio Armani, Dolce & Gabbana, Gucci, and much more are
only a few of the globally-recognized brands permeating the fashion industry and setting the standards of

modern styles.

Background Situation

This study is centered around the “Made in Italy” label on clothing and its brand promise to consumers.
The prestige of the “Made in Italy” brand originates from Italy’s own nation brand’s strength. The country of
origin concept and its influence on product branding, perception, and evaluation is essentially embedded
in nation branding. A nation is not a “traditional” product, as it does not offer a tangible product or service;
instead, it offers a variety of associations and factors such as people, history, tourist attractions, natural
resources, culture, image, geo-location, political and economic system, and so on (Fan, 2006). Italy,
according to the Nation Brands Index, has the sixth best national image in the world, ranking on the top
for tourism and second for its culture (Anholt, 2013). Literature today has focused on COO and its effect
on consumer purchasing behavior, but it is still unclear whether it promotes consumer brand loyalty.
Studies have suggested the higher impact of brand experience on consumer brand loyalty than brand
personality (Brakus, Schmitt, & Zarantonello, 2009), the strong and consistent effect of brand reputation
and perceived quality of a product on consumer brand loyalty (Selnes, 1993), and the relationship
between the degree of congruity between a brand’s image and identity and the degree of consumer brand
loyalty to the said brand (Nandan, 2005). More precisely, there is a lack of research on country-of- origin’s
specific impact on consumer brand loyalty, revealing a gap in the literature regarding this topic.
Furthermore, existing literature does not cover significantly the impact of country-of-origin on consumer
evaluation and purchase behavior of clothing products bearing the “Made in Italy” label. Rather, studies

have focused on consumer brand loyalty towards the product’s brand origin, especially in the luxury




sector, in which brands rather than featuring their country-of-origin, the country in which the product is
manufactured, opt for promoting their brand origin — the country in which the product is designed and
branded, but not in which it is manufactured — to increase their brand equity. So consumers perceive and
evaluate the brand by their personality, origin cues, brand name, and consumers own notions such as a
status symbol (Aaker, 1997; Phau & Prendergast, 2000; Paciolla & Mai, 2011). This study focuses

specifically on COO and its role in impacting consumer brand loyalty.

Research Objectives

The aim of this research paper is to assess the efficacy of the COO effect as a marketing tool for “Made in
Italy” labeled clothing but more importantly, to gain crucial information on its level of brand loyalty in
consumers to outline its utilization as a marketing tool for creating brand loyalty. While the second
objective relates to consumer perception of Italian clothing products’ quality based on their country of
origin. Furthermore, the degree of consumer brand loyalty to the “Made in Italy” label is tested under the
impact of the counterfeit market of imitation “Made in Italy” and Italian luxury garments. Professionals
from the Italian luxury sector, representatives of anti-counterfeit organizations, and marketing researchers
will back up the theoretical section of this research paper and give valuable insights into the topics as part
of this study. The survey serves as a practical method for extracting relevant insights into consumer
perception and evaluation of “Made in Italy” labeled clothing, their reliance on COO as a legitimate product
attribute for evaluation and test their brand loyalty to Italian-made clothing when faced with a cheaper,
counterfeit product alternative. Combined with a solid theoretical framework and practical expert
knowledge, this research process serves as an effective presentation guideline for this paper’s topic.

Research Question

The following research question will be employed as a guiding framework and will be answered in the course of

the paper:
RQ: What role does the COO effect play in consumer brand loyalty for clothing “Made in Italy”?

In order to fulfill the objective of the research and further assess consumer perception of clothing “Made
in ltaly”, two other variables are included in the study, the impact of counterfeiting on the “Made in Italy”

brand and the robustness of its consumer brand loyalty. Such variables as integrated into the following




sub-questions:
e How does the counterfeit clothing market impact consumer perception of “Made in Italy” clothing?

e Does the “Made in Italy” brand deliver on its brand promise?

Methodology

As a primary source of data, a literature review was developed as part of the data collection procedure,
which laid the foundation for this study. To better understand the research topic, an online questionnaire
technique was employed to collect the data. Findings from respondents’ answers (n=412) to the
conducted survey and the observed relationships between consumer perceptions and loyalty to “Made in
Italy” garments were used to demonstrate how this subject is not simply grounded on theory but presents
a basis for future research. In other words, the questionnaires’ results outlined consumer perception of
clothing “Made in Italy”, the impact of counterfeiting on the “Made in Italy” brand, and the robustness of the
“Made in Italy” consumer brand loyalty. In addition to the quantitative data collected through the online
survey, eight expert interviews were conducted to further enrich the knowledge and to more in-depth and
updated information from industry experts to better answer the stated research questions.

Conclusions

As the questionnaire results revealed, COO does indeed influence consumer purchases regarding the
“‘Made in Italy” label, as on average participants of the survey agreed that a garment’s country-of-origin
does present an added value — but it does not necessarily build brand loyalty in consumers. On average
consumers were neutral to COO playing a big role in their purchasing choices, a concept which also
emerged from the expert interviews, where respondents confirmed that COO may lose effectiveness as it
becomes more difficult to distinguish one brand from another. Most questionnaire respondents agreed with
the statement that country of origin says a lot about the product’s quality and strongly agreed with the

notion that shoppers are influenced by COO biases when purchasing Italian clothing brands.

The “Made in Italy” label is perceived as being of high quality. Questionnaire respondents agreed that Italy
has excellent quality workmanship, that Italy has recognized brand names, and that it is a producer of
high-quality clothing. These findings are in line with Anholt’s (2005) research that the presence of national

stereotypes about a country, in this case the ltalian lifestyle, makes it easier for consumers to navigate




loads of product information by relying on preconceived notions of Italy’s culture of self-care and beauty.

Thus, consumers are aware that “Made in Italy” clothing is of superior quality and attribute a higher value to
it, but also agree that it is expensive and are neutral to the statement that it is worth the extra money
when compared to similar clothing. This confirms Bilkey and Nes’ (1982) findings, in which they pointed out
that COO acts as only one of the many attributes that distinguish a product, that a product has other
intrinsic and extrinsic traits that may have more influence over consumer buying behavior, and that only in

the absence of other cues or characteristics consumers use COO as a means of evaluation.

Recommendations

COO is an integral part of “Made in Italy” producers’ marketing mixes. Consumers perceive ltaly has a
superior producer of fashion, furniture, and food — a notion which benefits small, medium, and large Italian
businesses alike — and feel a desire to own something “Made in ltaly”. Price plays a role in barring
consumers from regularly purchasing “Made in ltaly” fashion, being one of the main constraints in
developing its brand loyalty, but consumers are satisfied with the experience of purchasing and owning
something “Made in Italy”. This notion feeds the theory that “Made in Italy” does not need to produce brand
loyalty, it should rather focus on its characteristic of exclusivity, attracting new consumers and keeping the
satisfied ones coming back when presented with the resources and occasion to buy one of its products

again.

Businesses working under the “Made in ltaly” label cannot compete with counterfeit and mislabeled
“‘Made in ltaly” clothing, as lowering the price to match these unfair competitors would decrease its
reputation of exclusivity and would risk sacrificing the very element that keeps consumers coming back —
quality. There is the need for immediate measures to protect and capitalize on what reflects a pivotal

knowledge and cultural resource for Italy by making sure that the craft and skill are passed down.

References
Aaker, D. A. (1991). Managing Brand Equity. New York: Free Press
Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 34, 347-56.

ACNielsen. (2006). Giorgio Armani e Gucci - | marchi pit desiderati al mondo. The Nielsen
Company.

Agrawal, J., & Kamakura, W. A. (1999). Country of origin: A competitive advantage?
International Journal of Research in Marketing, 16(4), 255-267.
doi:10.1016/s0167-8116(99)00017-8




Aichner, T. (2013). Country-of-origin marketing: A list of typical strategies with examples. Journal of
Brand Management, 21(1), 81-93. doi:10.1057/bm.2013.24

Aiello, G., Donvito, R., Godey, B., Pederzoli, D., Wiedmann, K. P., Hennings, N., Siebels, A., Chan, P.,
Tsuchiya, J., Rabino, S., Ivanovna, S. I., Weitz, B., Oh, H., & Singh, R. (2008). An international
perspective on luxury brand and country-of- origin effect. Brand Management, 16(5/6), 323-337.

Amaratunga, D., Baldry, D., Sarshar, M., & Newton, R. (2002). Quantitative and qualitative
research in the built environment: application of “mixed” research approach. Work Study,
51(1), 17-31. doi:10.1108/00438020210415488

Andéhn, M., Gloukhovtsev, A., & Schouten, J. (2016). The Country of Origin Effect — Key Issues And
Future Direction. Conference Paper, 1-10. doi:10.15444/gmc2016.12.02.04

Andrews, D., Nonnecke, B., & Preece, J. (2003). Electronic survey methodology: A case study in
reaching hard-to-involve Internet users. International Journal of Human- Computer
Interaction, 16(2), 185-210.

Anholt, S. (1998). Nation-brands of the twenty-first century. Journal of Brand Management,
5(6), 395-406. doi:10.1057/bm.1998.30

Anholt, S. (2005). Nation brand as context and reputation. Place Branding, 1(3), 224— 228.
doi:10.1057/palgrave.pb.5990023

Anholt, S. (2006). Anholt-GMI Nation Brands Index, 2006 Q4 General Report, Nation Brands Index.
www.nationbrandsindex.com

Anholt, S. (2013). Beyond the Nation Brand: The Role of Image and Identity in International
Relations. Brands and Branding Geographies, 1-7.
doi:10.4337/9780857930842.00027

Assocalzaturifici. (n.d.). MADE-IN SURVEY: Online survey conducted in the UK, Germany &
France. Retrieved from http://www.associalzaturifici.it/

Assocamerestero. (2006). Stile Italiano e Italian way of life: Carte vincenti per il “Made in ltaly”? éltalia,
37, 1-31.

Astedt-Kurki P. & Heikkinen R-L. (1994). Two approaches to the study of experiences of health and old age: the
thematic interview and the narrative method. Journal of Advanced Nursing, 20, 418-421.
DOI:10.1111/j.1365-2648.1994.tb02375.x

Bachmann, D., & Elfrink, J. (1996). Tracking the progress of e-mail versus snail-mail.
MarketingResearch, 8 (2), 31-35.

Barriball, K. L., & While, A. (1994). Collecting data using a semi-structured interview: A discussion
paper. Journal of Advanced Nursing, 19(2), 328-335. doi:10.1111/j.1365-2648.1994.tb01088.x

Baumbusch J. (2010) Semi-structured interviewing in practice-close research. Journal for Specialists in
Pediatric Nursing, 15(3), 255-258. DOI:10.1111/j.1744- 6155.2010.00243.x

Bertoli G., Busacca B., Molteni L. (2005). L'interazione fra “made in” e marca nel processo di scelta del

consumatore: un’indagine empirica nel contesto italiano e statunitense, Congresso



http://www.nationbrandsindex.com/
http://www.associalzaturifici.it/

Internazionale “Le Tendenze del Marketing in Europa.” Paris: Ecole Supérieure de Commerce

de Paris ESCP-EAP, 21-22.

Bertoli, G., & Resciniti, R. (2013). “Made in Italy” e Country of Origin Effect. Mercati e Competitivita, 2,
14-36. doi:10.3280/MC2013-002002

Bilkey, W. J., & Nes, E. (1982). Country-of-Origin Effects on Product Evaluations.
Journal of International Business Studies, 13(1), 89-100.
doi:10.1057/palgrave.jibs.8490539

Bornstein, M. H., Jager, J., Putnick, D. L. (2013). Sampling in Developmental Science: Situations,

Shortcomings, Solutions, and Standards. Developmental Review, 33(4), 357-370.
doi:10.1016/j.2013.08.003

Bowling, A. (1997). Research Methods in Health: Investigating Health & Health Services.
Buckingham: Open University Press.

Boyatzis, R.E. (1998). Transforming qualitative information: Thematic analysis and code development. Sage.

Bozell-Gallup (1996), The Second Annual Bozell-Gallup Worldwide Quality Poll. New York: Bozell
Worldwide.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is 1t? How Is It
Measured? Does It Affect Loyalty? Journal of Marketing, 73, 52-68. doi:1547-7185

Bruwer, J., & Buller, C. (2013). Product involvement, brand loyalty, and country-of-origin brand
preferences of Japanese wine consumers. Journal of Wine Research, 24(1), 38-58. doi:
10.1080/09571264.2012.717221

Bursi, T., Balboni, B., Grappi, S., Martinelli, E., & Vignola, M. (2012). Italy’s country image and the
role of ethnocentrism in Spanish and Chinese consumers’ perceptions. International
Marketing and the Country of Origin Effect, 45-64. doi:10.4337/9781781955611.00010

Busacca, B. (2013, September 30). The Italy Brand: Defending and Strengthening Its Value. Retrieved

from http://www.sdabocconi.it/

Busacca, B., Bertoli, G., Molteni, L. (2006). Consumatore, marca ed <<effetto made in>>: evidenze
dall'ltalia e dagli Stati Uniti. Finanza marketing e produzione, 24(2), Codeluppi (1992), |
consumatori. Storia, tendenze, modelli, Primary Industries Facing Global Markets: The Supply
Chains and Markets for Norwegian Food and Forest Products, Milano: Franco Angeli

Camera di Commercio Italiana per la Romania. (2014). Report di rilevazione di casi di Italian Sounding
nella GDO in Romania. Retrieved from

http://www.cameradicommercio.ro/images/stories/Report/Report%20prodotti%20i
taliani%20GDO_2.pdf



http://www.sdabocconi.it/
http://www.cameradicommercio.ro/images/stories/Report/Report%20prodotti%20i

CEPS. (2014). The EU furniture market situation and a possible furniture products initiative.
Retrieved from https://www.ceps.eu/

Chada, R., Husband, P. (2006). The cult of the luxury brand: Inside Asia’s love affair with luxury.
Nicholas Brealey International.
Chan, T., & Wong, C. W. (2012). The consumption side of sustainable fashion supply chain. Journal of

Fashion Marketing and Management: An International Journal, 16(2), 193-215.
doi:10.1108/13612021211222824

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to brand
performance: the role of brand loyalty. Journal of Marketing, 65, pp. 81-93.

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand Affect to
Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 81-93.
doi:10.1509/jmkg.65.2.81.18255

Chenail R. J. (2011) Interviewing the Investigator: strategies for addressing instrumentation and
researcher bias concerns in qualitative research. The Qualitative Report, 16(1), 255-262.

Chisik, R. (2003). Export industry policy and reputational comparative advantage.
Journal of International Economics, 59(2), 423-451

Clarke, V., & Braun, V. (2006). Using thematic analysis in psychology. Encyclopedia of Critical
Psychology, 1947-1952. doi:10.1007/978-1-4614-5583-7_311

Collova, C. (2014, April). Consumer Product Safety Regulation. Retrieved from http://www.europarl.europa.eu/

Commuri, S. (2009). The impact of counterfeiting on genuine-item consumers ’brand relationship.
Journal of Marketing, 73, 86—98

Confindustria. (2008a). “Made in Italy”. Retrieved from http://www.confindustriaixi.it/it/

Confindustria. (2008b). / sei tratti distintivi del “Made in Italy”. Retrieved from
http://www.confindustriaixi.it/it/

Couper, M. P. (2000). Web-based surveys: A review of issues and approaches. Public Opinion
Quarterly, 64(4), 464-494.

Crane, D., & Bovone, L. (2006). Approaches to material culture: The sociology of fashion and clothing.
Poetics, 34(6), 319-333. doi:10.1016/j.poetic.2006.10.002

Davenport, L. (2007). Counterfeiting Luxury: Exposing the Myths. 2nd Edn, Ledbury Research.

Cridland E. K., Jones S. C., Caputi P. & Magee C. A. (2015) Qualitative research with families living with
autism spectrum disorder: recommendations for conducting semistructured interviews. Journal of
Intellectual & Developmental Disability, 40(1), 78-91. DOI:10.3109/13668250.2014.964191



http://www.ceps.eu/
http://www.europarl.europa.eu/
http://www.confindustriaixi.it/it/
http://www.confindustriaixi.it/it/

Day, G. S. (1976). A Two-Dimensional Concept of Brand Loyalty. Lecture Notes in Economics and
Mathematical Systems Mathematical Models in Marketing, 89-89. doi:10.1007/978-3-642-51565-
126

De Nisco, A., Mainolfi, G., Marino, V., & Napolitano, M. R. (2014). The influence of animosity, consumer
ethnocentrism and country image perception on product receptivity. A survey on Italian
consumers. Retrieved from http://www.marketing- trends-congress.com/

Dearnley C. (2005) A reflection on the use of semi-structured interviews. Nurse Researcher,
13(1), 19-28. DOI:10.7748/nr2005.07.13.1.19.¢5997

Delgado-Ballester, E. (2001) Development and validation of a brand trust scale.
Working paper, University of Minnesota-Twin Cities, MN.

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2001). Brand trust in the context of consumer loyalty.
European Journal of Marketing, 35(11/12), 1238-1258. doi:10.1108/eum0000000006475

Delgado-Ballester, E., Munuera-Aleman, J. L., Yague-Guillen, M. J. (2003).
Development and validation of a brand trust scale. International Journal of Market Research,
45(1), 35-53

Dichter, S.H. (1962). The world consumer. Harvard Business Review, 40, 113-122.
Dick, A. S., & Basu, K. (1994). Customer Loyalty: Toward an Integrated Conceptual Framework.

Journal of the Academy of Marketing Science, 22(2), 99-113.
doi:10.1177/0092070394222001

Dickson, M.A. (2001). Utility of no-sweat labels for apparel consumers: profiling label users and
predicting their purchases. The Journal of Consumer Affairs, 35, 96— 119.

Dillman, D. A. (2000). Mail and Internet surveys: The tailored design method. New York: John Wiley &
Sons.

Donadio, R. (2010, September 12). Chinese Remake the ‘Made in Italy’ Fashion Label.
The New York Times.

Doney, P. M., Cannon, J. P. (1997). An examination of the nature of trust in buyer-seller relationships.
Journal of Marketing, 61(April), 35-51.

Duhigg, C., & Bradsher, K. (2012, January 21). How the U.S. Lost Out on iPhone Work.
The New York Times. Retrieved from http://www.nytimes.com/

Dusek, G. A., Yurova, Y. V., & Ruppel, C. P. (2015). Using social media and targeted snowball
sampling to survey a hard-to-reach population: A case study.

International Journal of Doctoral Studies, 10, 279-299.
Easterby-Smith, M. (1991). Management Research: An Introduction. Sage Publications, London.

Ehrenberg, A.S.C. (2000) Repeat-buying: facts, theory and applications. Journal of Empirical
Generalisations in Marketing Science, 5, 392—770

Erickson, G. M., Johansson, J. K., Chao, P. (1984). Images variables in multi-attribute product
evaluations: Country of origin effects. Journal of Consumer Research, 11, 694-699.



http://www.marketing-trends-congress.com/
http://www.marketing-trends-congress.com/
http://www.nytimes.com/

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of Convenience Sampling and Purposive
Sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1.
doi:10.11648/j.ajtas.20160501.11

European Commission (2010). Special Eurobarometer 357 - International Trade Report.
Retrieved from http://ec.europa.eu/

European Commission. (2013, February 13). PRODUCT SAFETY AND MARKET SURVEILLANCE PACKAGE.
Retrieved from http://ec.europa.eu/

European Commission. (2015, May 6). IMPLEMENTATION OF THE NEW REGULATION ON
MARKET SURVEILLANCE: INDICATION OF ORIGIN.

Retrieved from http://ec.europa.eu/

European Parliament. (2014, April 15). MEPs push for mandatory "made-in" labelling to tighten up
product safety rules. Retrieved from http://www.europarl.europa.eu/news/en/press-
room/201404111PR43453/meps- push-for-mandatory-made-in-labelling-to-tighten-up-product-
safety-rules

Fan, Y. (2006). Branding the nation: What is being branded? Journal of Vacation Marketing,
12(1), 5-14. d0i:10.1177/1356766706056633

Federal Trade Commission. (2013, November 20). The Textile Products Identification Act. Retrieved
from https://www.ftc.gov/

Federazione Moda lItalia. (2016, December 10). LEGALITA' MI PIACE VADEMECUM DI FEDERAZIONE
MODA ITALIA. Retrieved from http://www.federazionemodaitalia.com/it/

Flick, U. (2009). An Introduction to Qualitative Research. 4th ed., London: Sage Fournier, S. (1998).

Consumers and their brands: Developing relationship theory in
consumer research. Journal of Consumer Research, 24, 343-373.

Furnham, A., Valgeirsson, H. (2007). The effect of life values and materialismon buying counterfeit
products. The Journal of Socio-Economics 36, 677—685.

FutureBrand. (2014). Made In. The value of country of origin for future brands. Available on
http://www.futurebrand.com/images/uploads/studies/cbi/MADE_IN_Final_ HR.pdf.

Gabirielli, V., Grappi, S., & Baghi, I. (2012). Does counterfeiting affect luxury customer- based brand
equity? Journal of Brand Management, 19(7), 567-580. doi:10.1057/bm.2012.6

Galbraith, R. (2006, October 3). “Made in ltaly”: Counterfeits that were once mere imports - Style -
International Herald Tribune. The New York Times. Retrieved from http://www.nytimes.com/

Garton, L., Haythornthwaite, C., & Wellman, B. (1999). Studying on-line social net- works. In S. Jones
(Ed.), Doing Internet Research: Critical Issues and Methods for Examining the Net (pp. 75-105).
Thousand Oaks, CA: Sage.

Garton, L., Haythornthwaite, C., & Wellman, B. (1999). Studying on-line social networks.
In S. Jones (Ed.), Doing Internet Research: Critical Issues and Methods for Examining the
Net (pp. 75-105). Thousand Oaks, CA: Sage.

10


http://ec.europa.eu/
http://ec.europa.eu/
http://ec.europa.eu/
http://www.europarl.europa.eu/news/en/press-room/20140411IPR43453/meps-
http://www.europarl.europa.eu/news/en/press-room/20140411IPR43453/meps-
http://www.ftc.gov/
http://www.ftc.gov/
http://www.federazionemodaitalia.com/it/
http://www.futurebrand.com/images/uploads/studies/cbi/MADE_IN_Final_%20HR.pdf
http://www.futurebrand.com/images/uploads/studies/cbi/MADE_IN_Final_%20HR.pdf
http://www.nytimes.com/

Ghemawat, P. (2007). Redefining Global Strategy. Boston: Harvard Business School Press.

Gistri, G., Romani, S., Pace, S., Gabrielli, V., & Grappi, S. (2009). Consumption practices of
counterfeit luxury goods in the Italian context. Journal of Brand Management, 16(5-6),
364-374. doi:10.1057/bm.2008.44

Google. (n.d.). Google Forms - create and analyze surveys, for free. Retrieved from
https://www.google.com/forms/about/

Gordon, C. (2016, November 7). The secret history of mafia-run bootleg fashion. Dazed.
Retrieved from http://www.dazeddigital.com/

Gounaris, S., & Stathakopoulos, V. (2004). Antecedents and consequences of brand loyalty: An
empirical study. Journal of Brand Management, 11(4), 283-306.
doi:10.1057/palgrave.bm.2540174

Greasley, P. (2008). Quantitative data analysis using SPSS an introduction for health and social science.
Maidenhead: McGraw-Hill International (UK) Ltd.

Green, R.T., Smith, T. (2002). Countering brand counterfeiters. Journal of International Marketing,
10(4), 89-106.

Guercini, S. (2004). International competitive change and strategic behaviour of Italian textile-apparel
firms. Journal of Fashion Marketing and Management: An International Journal, 8(3), 320-339.
doi:10.1108/13612020410547824

Gurhan-Canli, Z., & Maheswaran, D. (2000). Cultural Variations in Country of Origin Effects. Journal
of Marketing Research, 37(3), 309-317. doi:10.1509/jmkr.37.3.309.18778

Gurhan-Canli, Z., Maheswaran, D. (2000a). Cultural variations in country of origin effects. Journal
of Marketing Research, 37(3), 309-317

Ha, H., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web: brand
familiarity, satisfaction and brand trust. Journal of Consumer Behaviour, 4(6), 438-452.

doi:10.1002/cb.29

Hamzaoui, L., Merumka, D. (2006). The impact of country of design and country of manufacture on
consumer perceptions of bi-national product’s quality: An empirical model based on the
concept of fit. Journal of Consumer Marketing, 23(3), 145-155

Han, C. M. (1989). Country Image: Halo or Summary Construct? Journal of Marketing Research,
26(2), 222. doi:10.2307/3172608

Haubl, G., & Elrod, T. (1999). The impact of congruity between brand name and country of production on
consumers product quality judgments. International Journal of Research in Marketing, 16(3), 199-
215. doi:10.1016/s0167-8116(99)00011-7

HIRC. (2003). Are proceeds from counterfeited goods funding terrorism? House International
Relations Committee, Hearing on Intellectual Property Crimes. Retrieved from
www.foreignaffairs.house.gov/

11


https://www.google.com/forms/about/
http://www.dazeddigital.com/
http://www.foreignaffairs.house.gov/

Holloway, I., Todres, L. (2003). The status of method: flexibility, consistency and coherence.
Qualitative Research 3, 345-357.

Howard, P., Rainie, L., & Jones, S. (2001). Days and nights on the Internet: The impact of a diffusing
technology. American Behavioral Scientist, 45(3), 383—404.

Hustvedt, G., & Bernard, J. C. (2008). Consumer willingness to pay for sustainable apparel: the
influence of labelling for fibre origin and production methods.
International Journal of Consumer Studies, 32, 491-498. doi:10.1111/j.1470-
6431.2008.00706.x

IACC. (2005). The negative consequences of international intellectual property theft: economic harm,
threats to the public health and safety, and links to organized crime and terrorist
organisations. International Anti Counterfeiting Coalition.

Retrieved from http://counterfeiting.unicri.it/
Istituto Piepoli. (2004). “Made in ltaly” come sinonimo di qualita, design, innovazione: Fiore

all'occhiello dell'immagine italiana nel mondo. Comitato Leonardo e I'lClI

Jaffe, E., Nebenzahl, D. (2001). National Image and Competitive Advantage: The Theory and Practice
of Country-Of-Origin Effect. Copenhagen Business School Press, Copenhagen.

Jain, S. C. (2012). Handbook of Research in International Marketing, Second Edition.
Edward Elgar Publishing.

Johansson, J. K., Ronkainen, I. A., & Czinkota, M. R. (1994). Negative Country-of- Origin Effects:
The Case of the New Russia. Journal of International Business Studies, 25(1), 157-176.
doi:10.1057/palgrave.jibs.8490197

Johansson, J.K. (1989). Determinants and effects of the use of ‘made in’ labels.
International Marketing Review, 6(1), pp. 47-58.

Josiassen, A., & Harzing, A. W. (2008). Descending from the ivory tower: reflections on the relevance
and future of country-of-origin research. European Management Review, 5, 264-270

Joy, A., Sherry, J. F., Jr., Venkatesh, A., Wang, J., & Chan, R. (2012). Fast Fashion, Sustainability,
and the Ethical Appeal of Luxury Brands. Fashion Theory, 16(3), 273-296.
doi:10.2752/175174112X13340749707123

Kayam, O., & Hirsch, T. (2012). Using Social Media Networks to Conduct Questionnaire Based Research
in Social Studies Case Study: Family Language Policy. Journal of Sociological Research, 3(2).
doi:10.5296/jsr.v3i2.2176

Kim, B.S.K., Brenner, B.R., Liang, C.T.H., & Asay, P.A. (2003). A qualitative study of adaptation
experiences of 1.5-generation Asian Americans. Cultural Diversity & Ethnic Minority
Psychology, 9(2), 156-170.

Kim, C. K., Chung, J. K. (1997). Brand popularity, country image and market share: An empirical study. Journal

12


http://counterfeiting.unicri.it/

of International Business Studies, 28(2), 361-386.

Kim, H., & Karpova, E. (2009). Consumer Attitudes Toward Fashion Counterfeits: Application of the
Theory of Planned Behavior. Clothing and Textiles Research Journal, 28(2), 79-94.
doi:10.1177/0887302x09332513

Klein, J. G., Ettenson, R., & Morris, M. D. (1998). Animosity Model of Foreign Product Purchase
Questionnaire. Journal of Marketing, 62, 89—100. doi:10.1037/t58704- 000

Kleppe, 1., Mossberg, L. (2006). Company versus country branding: Same, same but different, in
Asche, F. (Ed.), Primary Industries Facing Global Markets: The Supply Chains and Markets

for Norwegian Food and Forest Products, Copenhagen Business School Press, pp. 217-246.

Konstan, J. A., Rosser, B. R. S., Ross, M. W., Stanton, J., & Edwards, W. M. (2005). The story of
subject naught: A cautionary but optimistic tale of Internet survey research. Journal of

Computer-Mediated Communication, 10(2), article 11.

Retrieved from http://jicmc.indiana.edu/vol10/issue2/konstan.htmi

Koschate-Fischer, N., Diamantopoulos, A., & Oldenkotte, K. (2012). Are consumers really willing to pay
more for a favorable country image? A study of country-of- origin effects on willingness to pay.
Journal of International Marketing 20(1), 19— 41.

Kotabe, M., & Helsen, K. (2010). Global Marketing Management, 5th ed. Hoboken, NJ: John Wiley &
Sons.

Krauss S. E., Hamzah A., Omar Z., Suandi T., Ismail I. A. & Zahari M. Z. (2009). Preliminary
investigation and interview guide development for studying how Malaysian farmers form their
mental models of farming. The Qualitative Report, 14(2), 245-260.

Krishnan, H. (1996). Characteristics of memory associations: a consumer-based brand equity
perspective. International Journal of Research in Marketing, 13(4), 389- 405

Krupka, Z., Ozretic-Dosen, D., & Previsic, J. (2014). Impact of Perceived Brand Name Origin on
Fashion Brand’s Perceived Luxury. Acta Polytechnica Hungarica, 11(03), 153-166.
doi:10.12700/aph.11.03.2014.03.10

Lantz, G., & Loeb, S. (1996). Country of origin and ethnocentrism: An analysis of Canadian and
American preferences using social identity theory. Advances in Consumer Research, 23,
374-378.

Laroche, M., Papadopoulos, N., Heslop, L. A., & Mourali, M. (2005). The influence of country image
structure on consumer evaluations of foreign products.
International Marketing Review, 22(1), 96-115. doi:10.1108/02651330510581190

Li, Q. (2013). Consumer Attitudes towards Foreign Products: An Integrative Review of its Origins and
Consequences. Journal of Global Business Management.

13


http://jcmc.indiana.edu/vol10/issue2/konstan.html

Library of the European Parliament. (2013, May 06). Indication of origin marking on products.

Retrieved from http://www.europarl.europa.eu/

Liefeld, J.P. (1993), “Experiments on country-of-origin effects: review and meta- analysis”, in
Papadopoulos, N. and Heslop, L. (Eds), Product Country Images: Impact and Role in
International Marketing. New York: International Business Press.

Lim, K., & O’'Cass, A. (2001). Consumer brand classifications: an assessment of culture-of-origin
versus country-of-origin. Journal of Product & Brand Management, 10(2), 120-136.
doi:10.1108/10610420110388672

Lindstrom, M. (2008, November 24). Country of origin: A brands best friend? Branding Strategy Insider.
Retrieved from https://www.brandingstrategyinsider.com/

Llieva, J., Baron, S., & Healey, N. M. (2002). Online surveys in marketing research: Pros and cons.
International Journal of Market Research, 44(3), 361-367.

Loshy, J., & Wetmore, A. (2012, February 14). CDC coffee break: Using Likert scales in evaluation
survey work. Retrieved from https://www.cdc.gov/dhdsp/pubs/docs/cb_february 14 2012.pdf

Macchion, L., Moretto, A., Caniato, F., Caridi, M., Danese, P., & Vinelli, A. (2014).
Production and supply network strategies within the fashion industry. International Journal of
Production Economics, 1-16. doi:10.1016/j.ijpe.2014.09.006

Made in Italy. (2017). “Made in Italy’. Retrieved from http://madeinitaly.org/en/made-in- italy/made-in-
italy.php

14


http://www.europarl.europa.eu/
http://www.brandingstrategyinsider.com/
http://www.brandingstrategyinsider.com/
http://www.cdc.gov/dhdsp/pubs/docs/cb_february_14_2012.pdf
http://madeinitaly.org/en/made-in-italy/made-in-italy.php
http://madeinitaly.org/en/made-in-italy/made-in-italy.php
http://madeinitaly.org/en/made-in-italy/made-in-italy.php

Maheswaran, D. & Chen Yi, C. (8 February, 2008). Nation equity: Country-of origin effects and
globalization. Retrieved from http://www.nationequityresearch.com/

Maheswaran, D. (1994). Country of origin as a stereotype: Effects of consumer expertise and
attribute strength on product evaluations. Journal of Consumer Research, 21(2), 354-365

Maheswaran, D., Chen Yi, C. (2006). Nation equity: Incidental emotions in country-of- origin effects.
Journal of Consumer Research, 33(3), 370-376

Marai, L. A., Lascu, D., & Manrai, A. K. (1998). Interactive effects of country of origin and product
category on product evaluations. International Business Review, 7(6), 591-615.
doi:10.1016/s0969-5931(98)00026-2

Marshall, M. N. (1996). Sampling for qualitative research. Oxford University Press, 13(6), 522-525.

Matarazzo, M., & Resciniti, R. (2013). Managing favorable product—country match in international
markets: The case of “Made in Gessi”. Journal of Global Scholars of Marketing Science, 23(4),
422-434. doi:10.1080/21639159.2013.818284

Matzler, K., Grabner-Krauter, S, & Bidmon, S. (2008). Risk aversion and brand loyalty: the mediating
role of brand trust and brand affect. Journal of Product and Brand Management, 17(3), pp.154-
162. doi: 10.1108/10610420810875070

Miles, M.B., Huberman, A.M. (1994). Qualitative Data Analysis, Sage Publications, Thousand
Oaks, CA.

Ministero dello sviluppo economico. (n.d.). Retrieved from
http://www.sviluppoeconomico.gov.it/index.php/it/

Ministry of Economic Development. (n.d.). Not to fake: The counterfeiting of clothing and
accessories. Retrieved from http://www.uibm.gov.it/attachments/no_to_fake_clothing.pdf

Morgan, R. M., Hunt, S. D. (1994). The commitment-trust theory of relationships marketing.
Journal of Marketing, 58(July), pp. 20-38.

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer satisfaction. Annals of
Tourism Research, 38(3), 1009-1030. doi:10.1016/j.annals.2011.01.015

Nandan, S. (2005). An exploration of brand identity-brand image linkage: a communications
perspective. Journal of Brand Management, 12(4), 264-79.

Nebenzahl, I. D., Eugene D. J., Shlomo, I. L. (1997). Towards a theory of countryimage effect on product
evaluation. Management International Review, 37, 27-49.

Nes, E. B., & Gripsrud, G. (2014). When Does It Pay off to Link a Brand Name toa Country? Journal
of Euromarketing, 23(1), 22-36. doi:10.9768/0023.01.022

Nes, E.B. and Bilkey, W.J. (1993), “A multi-cue test of country-of-origin theory”, in Papadopoulos, N.
and Heslop, L. (Eds), Product-Country Images: Impact and Role in International Marketing.

New York: International Business Press, pp. 179-85.

15


http://www.nationequityresearch.com/
http://www.sviluppoeconomico.gov.it/index.php/it/
http://www.uibm.gov.it/attachments/no_to_fake_clothing.pdf

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63, 33—44.
doi:10.2307/1252099

Oppenheim, A. N. (1992). Questionnaire Design, Interviewing and Attitude Measurement. Retrieved
from http://books.google.com.my/books

Organization for Economic Co-operation and Development. (2007). The Economic Impact of
Counterfeiting and Piracy. Paris: OECD Publications.

Ozreti¢ DoSen, D., & Previsic, J. (2001). Image zemlje porijekla proizvoda i internacionalizacija
poslovanja. XVII Kongres CROMAR-a Hrvatske, Marketing drzave — Marketing hrvatske
drzave, Zbornik radova, Zagreb/Pula.

Paciolla, R., Mai, L. (2011). the impact of Italianate on consumers’ brand perceptions of luxury brands, in
European Advances in Consumer Research, 9, eds. Alan Bradshaw, Chris Hackley, and Pauline
Maclaran, Duluth, MN: Association for Consumer Research, pp: 360-366.

Pacitti, B.J. (1998). Organisational learning in R&D organisations: a study of new product
development projects. Unpublished PhD thesis, University of Manchester, Manchester.

Parlamento Italiano. (2009). Decreto-legge 25 Settembre 2009, n. 135. Retrieved from
http://www.camera.it/parlam/leggi/decreti/09135d.htm

Peterson, R. A., & Jolibert, A. J. P. (1995). A meta-analysis of country-of-origin effects.
Journal of International Business Studies 26(4), 883—899

Phau, I. Prendergast, G. (2000). Conceptualizing the country of origin of brand. Journal of Marketing
Communications, 6, 159-170

Quester, P., & Lim, A. L. (2003). Product involvement/brand loyalty: is there a link?
Journal of Product & Brand Management, 12(1), 22-38.
doi:10.1108/10610420310463117

Rampl, L. V., & Kenning, P. (2014). Employer brand trust and affect: linking brand personality to
employer brand attractiveness. European Journal of Marketing, 48(1/2), 218-236.
doi:10.1108/ejm-02-2012-0113

Rattray, J., & Jones, M. C. (2007). Essential elements of questionnaire design and development.
Journal of Clinical Nursing, 16(2), 234-243. d0i:10.1111/j.1365- 2702.2006.01573.x

Rayasam, R. (2013, August 30). What Does the “Made In” Label Mean Anymore? The New Yorker.
Retrieved from http://www.newyorker.com

Reibstein, D. (2016, January 20). Why Countries Need to Sell Themselves. U.S. News.
Retrieved from https://www.usnews.com/

Richards, T, Richards, L. (1994). Using computers in qualitative analysis. Denzin, N, Lincoln, Y,
Handbook of Qualitative Research, Sage, Thousand Oaks, CA.

Romani, S., Gistri, G., & Pace, S. (2012). When counterfeits raise the appeal of luxury brands.
Marketing Letters, 23(3), 807—-824. doi:10.1007/s11002-012-9190-5

Romaniuk, J., & Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer brand associations.

16


http://books.google.com.my/books
http://www.camera.it/parlam/leggi/decreti/09135d.htm
http://www.newyorker.com/
http://www.usnews.com/

Journal of Business Research, 66(1), 67-72. doi:10.1016/j.jbusres.2011.07.024

Rossman, G.B., Wilson, B.L. (1991). Numbers and words revisited: being “shamelessly eclectic’. Evaluation
Review, 9(5) 627-43.

Roth M. S., Romeo G.B. (1992). Matching product categories and Country Image Perceptions: A

framework for managing Country of Origin Effects, Journal of International Business
Studies, 23(3), 477-497.

RTR. (2003, August 20). Telekommunikationsgesetz 2003. Retrieved from
https://www.rtr.at/de/tk/ TKG2003

Samiee, S. (1994). Customer evaluation of products in a global market. Journal of International
Business Studies, 25, 579-604.

Saviano, R. (2008). Gomorrah. London: Pan Books.
Sayad, S., (2010). Univariate Analysis. Retrieved from http://saedsayad.com/univariate_analysis.htm

Schooler, R. D., Wildt A. R. (1968). Elasticity of product bias. Journal of Marketing Research, 5.
78-81. doi: 10.2307/3149798

Schweiger, G., Otter, T., & Strebinger, A. (1997). The influence of country of origin and brand on
product evaluation and the implications thereof for location decisions Executive Summary.
CEMS Business Review, 1-55.

Selnes, F. (1993). An Examination of the Effect of Product Performance on Brand Reputation,
Satisfaction and Loyalty. European Journal of Marketing, 27(9), 19- 35.
doi:10.1108/03090569310043179

Sharp, B., Wright, M., Goodhardt, G. (2002). Purchase loyalty is polarised into either repertoire or
subscription patterns. Australasian Marketing Journal,10(3), 7-20.

SMI (Sistema Moda lItalia). (2013). Retrieved from www.sistemamodaitalia.com Snaiderbaur, S.

(2009). "Made in Italy” in China: From Country of Origin to Country

Concept Branding. The Icfai University Journal of Brand Management, 6(3/4), 63-
74.

Solomon, M. R., & Rabolt, N. J. (2004). Consumer behavior: In fashion. New Jersey, USA: Prentice
Hall.

Solomon, M., Bamossy, G., & Askegaard, S. (2002). Consumer behaviour — A European
perspective. 22 Ed. New Jersey, USA: Prentice Hall.

Spinelli, P. (2004). L’immagine del “Made in Italy” Presso il Pubblico Straniero. Retrieved

from: http://www.brandforum.it/sito/index.php?area=4&id=67

Stanton, J. M. (1998). An empirical assessment of data collection using the Internet. Personnel Psychology,

17


http://www.rtr.at/de/tk/TKG2003
http://saedsayad.com/univariate_analysis.htm
http://www.sistemamodaitalia.com/
http://www.brandforum.it/sito/index.php?area=4&amp;id=67

51(3), 709-725.

Steenkamp, J. E., & Jong, M. G. (2010). A Global Investigation into the Constellation of Consumer
Attitudes Toward Global and Local Products. Journal of Marketing, 74(6), 18-40.
doi:10.1509/jmkg.74.6.18

Suh, J., & Youjae, Y. (2006). When Brand Attitudes Affect the Customer Satisfaction- Loyalty
Relation: The Moderating Role of Product Involvement. Journal of Consumer Psychology,
16(2), 145-155. doi:10.1207/s15327663jcp1602_5

Taplin, I. M., & Winterton, J. (2004). The European clothing industry: meeting the competitive
challenge. Journal of Fashion Marketing and Management, 8(3), 256—261.

Tattara, G., & Crestanello, P. (2010). Industrial clusters and the governance of the global value
chain: the Romania-Veneto network in footwear and clothing. Regional Studies 45(2), 187-
203. doi: 10.1080/00343401003596299

Taxation and Customs Union. (2006). Summary of community customs activity on counterfeit and
piracy. Brussels: European Commission.

Taylor, H. (2000). Does Internet research work? Comparing electronic survey results with telephone
survey. International Journal of Market Research, 42 (1), 51-63.

Temperini, V., Gregori, G. L., Palanga, P. (2016). The brand “Made in Italy”: A critical analysis.
Management Studies, 4(3), 93-103. doi: 10.17265/2328- 2185/2016.03.001

Thakor, M. V., Kohli, C. S. (1996). Brand origin: Conceptualization and review. Journal of Consumer
Marketing, 13(3), 27-42.

The Boston Consulting Group and Altagamma. (2015). True-luxury global consumer insight January
2015. Retrieved from https://altagamma.it/en/

The Organisation for Economic Co-Operation & Development. (2007). The Economic Impact of
Counterfeiting and Piracy: Executive Summary. Retrieved from http://www.oecd.org/

Thompson, L. F., Surface, E. A., Martin, D. L., & Sanders, M. G. (2003). From paper to pixels: Moving
personnel surveys to the Web. Personnel Psychology, 56(1), 197— 227.

Turner D. W. (2010) Qualitative interview design: a practical guide for novice researcher. The
Qualitative Report, 15(3), 754-760.

Tutty, J. (2016). 2016 predictions for the luxury industry: sustainability and innovation.
Posit Luxury. Retrieved from http://blog.positiveluxury.com/2016/01/2016- predictions-
luxury-world-sustainability-innovation/

UIBM. (2014b). La lotta alla contraffazione in Italia nel settore agroalimentare 2009- 2012 (Direzione
Generale per la Lotta alla Contraffazione—Ufficio Italiano Brevetti e Marchi, Ministero dello
Sviluppo Economico, Roma).

Urbonavi€ius, S., & Gineikiené, J. (2009). Importance of the product country-of-origin factor on
purchasing process in the context of globalisation. Retrieved from https://web.archive.org/

18


http://www.oecd.org/
http://blog.positiveluxury.com/2016/01/2016-

USAID. (2007, November). Textile and Apparel Labeling. Retrieved from http://pdf.usaid.gov/

Usunier, J. (2006). Relevance in business research: the case of country-of-origin research in
marketing. European Management Review, 3(1), 60-73. doi:10.1057/palgrave.e1500049

Vagg, J., & Harris, J. (1998). Bad goods: Product counterfeiting and enforcement strategies. in M. Gill,
ed., Crime at Work Vol. 2: Increasing the Risk for Offenders. Leicester: Perpetuity Press.

Vaismoradi, M., Turunen, H., & Bondas, T. (2013). Content analysis and thematic analysis:
Implications for conducting a qualitative descriptive study. Nursing & Health Sciences, 15(3),
398-405. doi:10.1111/nhs.12048

Veal, A. J. (2011). Research Methods for Leisure and Tourism. A practical Guide. 4th ed., Harlow:
Pearson

Vrontis, D., Thrassou, A., & Vignali, C. (2006). The country-of-origin effect on the purchase
intention of apparel: opportunities and threats for small firms.
International Journal of Entrepreneurship and Small Business, 3(3/4), 459-476.
doi:10.1504/ijesb.2006.009287

Wall, D. S., & Large, J. (2010). Jailhouse Frocks: Locating the Public Interest in Policing Counterfeit
Luxury Fashion Goods. British Journal of Criminology, 50(6), 1094- 1116. doi:10.1093/bjc/azq048

Waitt, J. H. (1999). Internet systems for evaluation research. In G. Gay & T. L. Bennington (Eds.),
Information Technologies in Evaluation: Social, Moral, Epistemological, and Practical
Implications (pp. 23-44). San Francisco: Jossey- Bass.

Watters, J., & Biernacki, P. (1989). Targeted sampling: Options for the study of hidden populations. Social
Problems, 36(4), 416-430.

Wellman, B. (1997). An electronic group is virtually a social network. In S. Kiesler (Ed.), Culture of the Internet
(pp. 179-205). Mahwah, NJ: Lawrence Erlbaum.

Wellman, B. (1997). An electronic group is virtually a social network. In S. Kiesler (Ed.),
Culture of the Internet (pp. 179-205). Mahwah, NJ: Lawrence Erlbaum.

Whiting L. S. (2008). Semi-structured interviews: guidance for novice researchers.
Nursing Standard, 22(23), 35-40.

Wiedmann, K., Hennigs, N., & Klarmann, C. (2012). Luxury consumption in the trade-off between
genuine and counterfeit goods: What are the consumers’ underlying motives and value-based
drivers? Journal of Brand Management, 19(7), 544— 566. doi:10.1057/bm.2012.10

Witmer, D. F., Colman, R. W., & Katzman, S. L. (1999). From paper-and-pencil to screen-and-keyboard:
Toward a methodology for survey research on the Internet. In S. Jones (Ed.), Doing Internet
Research: Critical Issues and Methods for Examining the Net (pp. 145-161). Thousand Oaks, CA:
Sage.

Wright, K. B. (2006). Researching Internet-Based Populations: Advantages and Disadvantages of
Online Survey Research, Online Questionnaire Authoring Software Packages, and Web
Survey Services. Journal of Computer-Mediated Communication, 10(3), 00-00.
doi:10.1111/1.1083-6101.2005.tb00259.x

19


http://pdf.usaid.gov/

Yan, J. (2008). “Ethical imperatives in nation branding: Smaller nations enter the global dialogue through
nation branding”, in Dinnie, K., (Ed.), Nation Branding: Concepts, Issues, Practice, Butterworth

Heinemann Dutton, pp. 170-179.
Yin, K. (1994). Case study research: Design and methods. Sage Publications, Newbury Park, CA.

Yun, G. W., & Trumbo, C. W. (2000). Comparative response to a survey executed by post, email, and
web form. Journal of Computer-Mediated Communication, 6(1). Retrieved from

http://jcmc.indiana.edu/vol6/issuel/yun.html

Yun, G. W., & Trumbo, C. W. (2000). Comparative response to a survey executed by post, email, and
web form. Journal of Computer-Mediated Communication, 6 (1). Retrieved from

http://jicmc.indiana.edu/vol6/issuel/yun.html

20


http://jcmc.indiana.edu/vol6/issue1/yun.html
http://jcmc.indiana.edu/vol6/issue1/yun.html

