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ABSTR{CT

Today Markctins is thc buz word arourd lhe slobe, and marketers nrc lryi.3 then

besl lo be successtul {ithin thet Espective nurkei ovcr compDriri.n. b.Easins thc

knoqledae of cusiomen aboui prcducis mrkss rscar.h aboul lacloB that innu.ncc

thcn dccnions narc \r.dh$hllc lhan bchrc. Ihc ain ollhis srudy is {. ldcnliry lhe

cficct ol country-of-origin nnrsc, producl knowledse and l)( ucr invoLvdncnl or

lnfomrarion seaEh nnenrion and purchase jnlenfon toqxrds nobilc phooes. Thc

added vrlus of ihis paper is 10 link bei*ccn rhcory aid pracicc, and erplro thc

ditlarnt coLnty of.rigin ,nagc, Froduct tnowlcdgc and product mvolvcncrt on

consm$ purchasc dc.hions Filc vdiabics are used country ororigin inaEc,

prcduct kioNledee, and pnduct invoLvenrent consumer inromalio. scarc[ i enfon

and pur.hase inrenron. Mosi olihe 
'rl3(ed 

research hrs bccn.onduc(ed in devek,pcd

rclndcsj with d vcrj iae crc.pi,ns Thsctbrc, ir order to haye a te$tcct!. ola

dcrcloting country. dic curcnr rcscr.h \!as condn.lcd in Snl'nkrn .ontcxt lhc

primary dda {.rc collcctcd thronsh slNdurel {tuesnrnoa;. ftom l70

nndergraduares of EUSL Then dal! sunnM.ize drough SPSS, and dillcrenr res{s

apnl,ed.n,r. and \ix lrldheses Nert te(ed Thc mxjd t,ndruxre courlry olong'n,

F Ucl k.deleds!, produd indv;nml halc a positivc eliec! on tunsun.r

l , o, .o..{,r .L, . F ,q B, u
ol fir* ndsmnmt vdiatlcs, trodncl kro{lcdAe has relatrely high ,nrpacf on

coDs,nrcr irlonnrtioo ln{efllon iowrrds rnobilc ph.icsr Fnrlbcmr e, proJud

| .\., .,I .d \..r'.o ,1..,.. .. ., l^r-.,+r.,i',,,. e1,.o ".-0.
{.i,.r.,.rr .',.' ", '1.,,.,1"," . '.''
i'fo' 

'ooqF.io' o','. ' do o.,rt orc.p ',{!rr,. o oro.v,
'er{ op'. .o. 'cro lero' . 

'e' oe. 'r.tri. l,- .lr'.0i.. 
'

ol the stud], are that the company Dlsl face comp.ln,lc nratc8ies film .un!
(iunt,c5 rnd d5o rhc Bffed orconsumer prcddcr kno$lcdec on busin{s co",pcrtivc

Kernords: Counln-of-orisin imlse. Producl knDrlDdAc, Prodncl involv€nenl,

Ihlornrtion s.drch intcnlion. Purrh$c inlt.tion. EL:SL
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