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Abstract  
       In this research we have tried to study the perception of the Algerian customers toward the Chinese 
products, and for that, we have assumed that the concept of “Country of Origin” is equal to the concept of 
“Made in…”   because the largest  part  of  our  sample think that  the “Made in…” is  the most  important  
thing in the purchase of the product. We find out that the perception of the Algerian customers toward the 
Chinese products have changed relatively over the last years. 
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  " " « Country of Origin » 
                 

                 . 
           "Al-

Sulaiti & Baker"   :  "         " .  
 "   "    " :       

             " .
         17   

                     

     Lundstrom   Zhang              

 Cattin           " ... " 

             ” .“Nagashima 1977, 

Darling 1987, Ettenson 1993, Maronik1995 . 
                      

             

                     

 IPhone  .18   
"Ulgado & Lee"   " :     )     

     ."    "Johansson et al."     
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   Toshiba             
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 "Insch & Mc Bride"     :   
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    52  %58 

  38  %42  

  18 -30   21  23 %  

30-45   41  46 %  

45   28  31 %  

  
  

20000  11  12 %  

2000040000   55  61 %   

40000  24  27 %  

  
       

  20  22 %  

  26  29 %  

  44  49 %  

    49%

20000
58 % .  

2 .  : 
          

              
              

1  -   63  70%  10  11%  17  19%  

2  - 
  

51  57%  00  00%  39  43%   

              

1    90  100%  00  00%  00  00%  

2    13  15%  00  00%  77  85%  

3    86  96%  00  00%  04  04%  

4    81  90%  00  00%  09  10%  
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5    86  95%  00  00%   04  05%   

6    00  00%  53  59%  37  41%  

7  --   16  18%  17  19%  57  63%  

- 70%  19 % 
.......11% 

  

-  43%    
57%  
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