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ABSTRACT

The research will focus on consumers, that will attempt to understand through primary findings if theories suggested by scholars are applicable to consumers in real world, and consequently, if it can be linked to strategies applied by shops in England. Consumers will be interviewed and their answers analysed as to support the research collected. So, the theory research on country-product and country-of-origin will be followed by an analysis and both will help us understand if there is a link between Scandinavian region and the products they sell, if products sold in England have an affect on an image that the consumer has on these countries. Three main problem questions will be answered 1) what is a mental image of Scandinavian products in the British consumer’s mind and 2) how this image is developed among British consumers and 3) how it is different to a Scandinavian consumer of Scandinavian design.
Country of origin theories and their application will be discussed in relation to the British consumer and how different it is to answers from consumers from other countries (that is collected by online questionnaires), who have closer connection to Scandinavia, i.e. lived there for some time, were born there. Their perception of Scandinavia will be different and country-of-origin will only affect them if they choose to pay more to support their local producer. Hence these differences will be identified and discussed in accordance with the theory. The final challenge for this project will be to identify dangers and limitations in their strategic approach when choosing and marketing their products to the consumer in Britain. It will be done through analysis of the feedback that the British customers will provide, that will identify if country-of-origin plays a big role in their choice.
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1. INTROUCTION

1.1 Scandinavian design 

Scandinavian design today is viewed as functional and sophisticated. This concept has began its journey in 1950s when Danish designers pioneered a new kind of down-to-earth design, and when 'Scandinavian' has been synonymous with 'stylish'. Names like Arne Jacobsen, Børge Mogensen and Finn Juhl have long been uttered in reverence by industry savants, and Scandinavian design has become instantly recognisable: natural and functional, simple but sophisticated. Then Ikea followed by making Scandinavian design available to many. Modern Scandinavian design movement also reflects the Nordic countries’ brand of social democracy: beautifully crafted things to make life better, not just for the wealthy elite, but democratically available to all 
. 

But ‘where a product is made’ is much more than ‘ where a product is made’ – it involves everything from how images about foreign products are created in consumer’s minds to how brands and products are intertwined with everything from manufacturing to social identity.

Many design companies have to take on certain qualities to use this recognition when trying to market itself abroad, which creates many obstacles for Scandinavian design industry as they build a strong brand of Scandinavia design. 

There are at least five approaches to positioning strategy: positioning by attribute, by use or application, by product user, by product class, and by competitors. Most Scandinavian brands position themselves by competitors. They always emphasize on the depth of their research that goes into the development of their products, into its sustainability and its closeness to nature (by using natural organic shapes). Scandinavian design leaves plenty of white space that can be suggested lives a consumer with a sense of freedom, and many people living in cities want to surround themselves by objects that remind them of nature. The simplicity is extremely important to all Scandinavian products, and it creates an excellent contrast when comparing it to complex life and rushed life of cities.  Often the major purpose of this type of positioning is to convince consumers that the brand is better than other well-accepted brands, in our case any other British brand that offers similar products. 

In Britain, Scandinavian is of a great contrast to British heavy bulky furniture, that is difficult to move and clean. Most British products for home are advertised in the setting of home, big families and many people being involved in the use of their products (Peter, 2008, p.383). Scandinavian products of furniture, in contrast, are often advertised on their own, often surrounded by plenty of white space, peaceful environment, and even surrounded by nature.

1.2 Problem area

London is one of the most competitive markets where only the biggest and strongest international brands can survive. Since 1950s Scandinavian design has become famous for its bold, sophisticated quality that is recognized by many design connoisseurs from all over the world. But except rare design exhibitions and side-table catalogues, in Britain it was little presented on the market, and very little known by the general public. Small, locally produced Scandinavian brands were only known by a limited number of people working in design industry. Nowadays a few Scandinavian shops, including the giant Ikea, are represented on the British market. 

British are famous for their conservative approach to things they buy and many fail to succeed on the highly competitive British market. In order to understand what attracts the British consumer to Scandinavian products, this study will identify patterns in consumers respondents and identify what attracts the British consumer specifically to Scandinavian produce and if Scandinavian countries’ economic global position has an impact on their perception of the products and if their vision of Scandinavia (i.e. what image of Scandinavia they have) has an impact on their buying decisions. Patterns will be identified that can potentially help the marketing of Scandinavian products in the future.

Even though there exist a huge number of research papers on country-of-origin, studies with consumers in the real world is sparse, and especially on British consumer buying foreign products. Previous studies that have used students as samples can be positioned far from the reality. This study will try to identify British consumers’ behaviour towards Scandinavian produce and by identifying if the relationship between Scandinavian products, the place and an image of Scandinavia in the minds of consumer in London exists (as suggested by theory).

Studies have shown that country image is influenced by exogenous factors such as country’s economic development, national identity, and its people, in short it’s cultural environment (Jaffe 2006, 111). Therefore, as suggested by Jaffe (2006), firms, industry and government must work in concert if a national image is to be formed and successfully exploited. So, in the case of Scandinavia, if countries have a positive image and good economy, companies that promote themselves as Scandinavian can exploit this factor in order to improve its image and status. This study will be investigating specifically if the British consumer notices such tactics and if it helps the consumer to make their buying decisions. An analysis will be based on existing research and theories.

One rather needs firm-oriented approaches, able to identify and analyse the business strategies with their own decisions and managerial problems on the one hand, and their impact on customers’ perceptions and behaviours in the various markets on the other (Bertoli 2012, 1). Within this scope, marketing takes on great importance in analysing the demand, defining the entry strategies and modes, and choosing the market position and the product offer. By analysing the consumer of Scandinavian goods in Britain, the research can help other Scandinavian brands identify its strengths and ideas for future development. This reasoning applies in general, but gains particular importance in the case of Scandinavian companies working in the typical ‘Made in Scandinavia’ industries. They boast a competitive advantage based on a consolidated image of the quality and creativity of their products, particularly in design and furniture industries. Business need strategic models that take the new competitive world scenario into account, because they have to ‘think international’.

Do consumers have a perception of Scandinavian produce as more modern and of more superior quality than other design products? Does the image they have on Scandinavia changes the way they see design object that are sold in London? Or their buying decision are directed simply by price range?

The designed questionnaire will try to identify why do customers buy Scandinavian products and choose Scandinavian products over similar products that are produced elsewhere. How much do consumers know about Scandinavia itself and does this knowledge has an impact on their shopping decisions? These questions were chosen in conjunction with the theory and hypotheses will be suggested in theory sections as the project goes on. This project will try to answer these questions through collected research and through primary research collected from two-part questionnaire: an online questionnaire distributed among customers and thorough discourse analysis is conducted of the second part of the questionnaire with open ended questions.
1.3 Problem formulation
The primary questions to be answered in this project are 1) what is a mental image of Scandinavian products in the British consumer’s mind and 2) how this image is developed among British consumers and 3) how it is different to a Scandinavian consumer of Scandinavian design.

One of Marx’s suggested sources of research questions was ‘Gaps between official versions of reality and the facts on the ground’ (Marx 1997, p.113). This will be my primary challenge, to look at existing research, complete an analysis of my own, and see if reality ties with existing theory. 

Through an analysis of consumers’ answers, the challenge will be to find ties with existing research through patterns found in the answers, and see if their answers and shopping decisions can be explained by theories suggested by scholars. Testing theories of country-of-origin will be the major task. 

1.4 Outline of the thesis
To summarize, this project will try to identify patterns in consumer behaviour towards Scandinavian design through a comparison study followed by a discourse analysis using theories on country-of-origin and country-product image. An online questionnaire will be distributed among consumers of Scandinavian products so as to see the differences in their answers and through these comparisons find patterns. There is a lot of research targeted at marketers of the shops on how to sell their products and on how to target their consumer. But this research will focus on consumers, that will attempt to understand through primary findings if theories suggested by scholars are applicable to consumers in real world, and consequently, if it can be linked to strategies applied by shops in England. Consumers will be interviewed and their answers analysed as to support the research collected. So, the theory research on country-product and country-of-origin will be followed by an analysis and both will help us understand if there is a link between Scandinavian region and the products they sell, if products sold in England have an affect on an image that the consumer has on these countries (if at all).

Country of origin theories and their application will be discussed in relation to the British consumer and how different it is to answers from consumers from other countries (that is collected by online questionnaires), who have closer connection to Scandinavia, i.e. lived there for some time, were born there. Their perception of Scandinavia will be different and country-of-origin will only affect them if they choose to pay more to support their local producer. Hence these differences will be identified and discussed in accordance with the theory. The final challenge for this project will be to identify dangers and limitations in their strategic approach when choosing and marketing their products to the consumer in Britain. It will be done through analysis of the feedback that the British customers will provide, that will identify if country-of-origin plays a big role in their choice.

2. METHODOLOGY

This research will focus on the consumers of Scandinavian design, and in particular, British customers of Scandinavian products and consequently test if theories suggested by many scholars are applicable to consumers in the real world and interchangeably, how the behaviour of consumers, the mental image and how it is constructed can be explained based on theory. Consumers of Scandinavian design will be interviewed and their answers analysed as to support the research collected. Firstly, a questionnaire will be sent out to collect data on Scandinavian products’ perception as to have a comparison study in relation to British consumer specifically. The theory research on country-product and country-of-origin will be followed by an analysis and both will help us find a link between Scandinavian region and the products they sell and if products sold in England have an affect on an image that British consumer has on these countries (if at all).

The research is based on the study where qualitative analysis of the consumers’ answers will be transcribed and analysed in relation to the theory, as to link theory to reality. Discourse analysis of open questions will follow an analysis.

A deductive approach will be used as it is useful if the general aim is to test a previous theory in a different situation or to compare categories at different time periods or place, or in this case, compare attitudes and perceptions on the same product by Scandinavian, non Scandinavian and British consumers. With the help of an online questionnaire, answers will be collected, with the first part of the questionnaire containing more general answers, with the second part containing more open ended data, and looking at the differences in answers filled by people who live in England and in Scandinavia itself and hence theoretically have another view of the world, and another perception of Scandinavian products and design.

2.1 Ontological considerations
The central question raised by the ontological paradigm is “whether social entities can and should be considered as objective entities that have a reality external to social actors, or whether they can and should be considered social constructions built up from the perceptions and actions of social actors” (Bryman 2004, p.18). On social entities, Thomasson (in le Poidevin et al., 2009, p.545) says they include social facts (the fact that there is an economic crisis), social actions (the invasion of Irak) and social objects (Microsoft). The topic of this research study, the image of Scandinavian products in the minds of British consumer, is a social action. The question raised in this case by ontology is whether the image of Scandinavian products exists independent of people’s reach and influence or whether people are shaping it through their actions and perceptions. In this project, the ontological position is constructivism, which implies that “social phenomena and their meanings are produced through social interactions and they are in constant state of revision” (Bryman 2004, p.18). We have seen what Scandinavian design is and how it describes itself in introduction. At the same time, it is something that is in constant change. The aspect of Scandinavian products’ perception has come to be a part of certain images and perceptions as a result of some people’s actions, i.e. websites, catalogues, news and companies that choose to exploit these images to their own advantage. 

In addition, the purpose of this research is to explore and gain a better understanding of Scandinavian products from the British consumer point of view. With every questionnaire filled out, different attitudes or interpretation will come to surface, which will bring new perspectives to it. 

Moreover, Bryman (2004, p.17) says that a constructivist “always presents a specific version of social reality, rather than one that can be regarded as definitive.” As already mentioned, this research aims to explore the image of Scandinavian products from the consumer point of view only and more exactly, from that of 47 respondents. Based on their answers, the results will definitely offer perspective on the issue but they should not be generalized and interpreted as if they define the general perception of Scandinavian design products. It presents us with one of many variations of viewing and understanding the world, in this case, understanding the behaviour of a British consumer towards Scandinavian design, how the mental image is created and if it exists at all, and understanding the reasons behind differences in the mental image in the minds of Scandinavian and British consumer. This research could be used in combinations with other similar researches in order to see an even bigger picture. 

2.2 Epistemological consideration
With regard to the issue of epistemology, Guba (1990, p.56) says that the questions to be answered is “what is the nature of the relationship between the knower and the known?” or in other words, what do people know and how. In this research, in order to see what consumer think about Scandinavian products, questionnaires are employed. As a researcher, I myself acquire knowledge by gaining access to their thinking about the matter. This idea reflects really well the issue of interpretivism, which is my epistemological stance and according to this knowledge is acquired through interaction (Bryman 2004, p.13).  For example, many of the respondents have gained knowledge about Scandinavian design as a result of their own search of information or direct experience with it. Moreover, the questionnaire itself pass as interactions and are an exchange of information between the researcher and the respondent. When asking questions about positive and negatives aspects of Scandinavian products, I provide the answers to choose from and they can provide a better insight on the issue for those who were not aware of those aspects. And when they answer the questions, I receive in return a certain amount of information as well, which helps me understand their views on Scandinavian design.

In addition, Neuman (2007, p.44) states that interpretivism “emphasized Vestehen, the desire of the researcher to get the worldview of those he/she is studying and accurately represent how the people being studied see the world, feel about it and act.” He then suggests that “for most humans, social reality is largely the shifting perceptions that they are constantly constructing, testing, reinforcing and changing.” This research inquires into different stages of the consumer-product relationship in order to get a highly detailed picture of it: it assesses the respondents’ awareness of, their interest in, their experience with and finally their thoughts about Scandinavia in relation to Scandinavian products. The results for each stage are presented, analyzed and compared with each other in order to assess any change, difference of opinion or disparity that may come about. 

2.3 Research strategy
The main aims of this project are to explore the issue of Scandinavian design and to understand how British consumers react to it. In order to do this, a qualitative research strategy is considered. Qualitative research is usually employed to help look at events and the social world through the eyes of the people that are being studied (Bryman 2004, p. 393). In this case, the respondents’ answers gave me insight into their viewpoints that in turn lead me to a better understanding of the matter in question. In addition, qualitative research is criticized for being too subjective (Bryman 2004, p. 391) as research findings could depend on the researchers’ view too much. In this particular case, I analyze the respondents’ answers and come up with a conclusion based on my interpretations. However there is always the possibility of my own personal opinions to unconsciously interfere in my analysis. Had there been more researchers in this project, it would have been better since we could have tried to avoid any trace of subjectivism through comments and discussions. This not being the case, I have to say though that in my opinion, I have done my best in staying objective and not allowing my own values interfere with this research.
2.4
Research design
A research design “provides a framework for the collection and analysis of data” (Bryman 2004, p. 27). What this means is that a researcher should first have a “topic” he/she wants to investigate. In this case, Scandinavian design was the topic that I decided to look deeper into. In order to explore this issue, I decided to focus on the British consumer point of view. Thus, I use consumers and their perception of Scandinavian design as a framework for the generation of data. Needless to say, each and every one of the respondents was supposed to have bought a piece of Scandinavian brand in order to be able to answer the questions. This could be considered as the first type of segmentation employed. Experience with Scandinavian products or knowledge of them was not a requirement since I was interested to also see what those who have not experienced it know and perceive Scandinavian design and Scandinavia itself in due course. As a result, the first part of the analysis presents the answers of 18 British respondents and 14 Scandinavian respondents in order to paint a picture of the general reactions to Scandinavian products and design. Second part of the analysis consists of a discourse analysis of answers that were found to be relevant to the research questions and could be linked to the theory.
2.5 Research method
Bryman (2004, p. 27) defines the research method as “a technique for collecting data” which is needed for the analysis of the issue under investigation. The data collection for this research study was carried out by means of combination of an online questionnaire, including open ended questions. Details for online questionnaire were also handed out so customers of Skandium shop in London (shop that sells Scandinavian products) could complete an online questionnaire from back home. As a result, in total 47 people have answered, with 18 respondents from United Kingdom (most of them from London, with 15 out of 18 respondents from London), and 14 respondents from Scandinavia (with 3 respondents from Norway, and 11 respondents from Denmark). So it is primarily an analysis of differences between Londoners’ and Danes’ perception of Scandinavian design. 

The motivation behind the choice of such data collection method is simple: it was the most appropriate. Since I am interested in people’s viewpoint, interviews and questionnaires were the best options to pursue. For the research to be relevant, the more people share their view, the better. Interviews gave me an understanding of the consumer who was present and have a direct relationship to Scandinavian products (they came to the shop to buy/look at it) so they have a genuine interest in it. An online questionnaire clearly stated that it was only for those who were already familiar with Scandinavian design. Online questionnaires in due course reached people who are not necessarily buy Scandinavian products, but have an opinion, a perception of it nevertheless. Thus, since it would have been difficult to arrange and time-consuming to conduct tens of interviews with Scandinavian consumers, I believe that in this case online questionnaires were the best option to start with. The fact that they were online questionnaires made it easier for me to distribute them to as many people as possible. Thus it made it easier for me to reach people abroad and in the end receive a decent number of responses. 

However, there are disadvantages with this method as well. First of all, if one of the respondents does not understand the meaning of a question in an online questionnaire, there is no one there to clarify it for him/her. In face-to-face interviews questions can be developed into a discussion from which new ideas can emerge. Two last open ended questions in the questionnaire gave respondents an opportunity to share their thoughts on the topic. The respondents could shed light on a new aspect of the matter in question through their answers and with the researcher there, there is the possibility to delve more into it and add more value to the discussion. All other questions/answers are fixed though and there is no possibility to collect additional data, but they give us a more general data, and also a source of knowledge that can be comparable. Finally, lack of supervision could also result in the respondents not paying close attention to questions and answering without really thinking about what is being asked or they could skip questions, which would in the end leave the researcher with missing data.

3. LITERATURE REVIEW

3.1 Country of origin (COO)

The relative importance of the images of places in international marketing is reflected in the attention paid to the subject in both research and practice. On the academic side, a number of scholars have called country of origin ‘the most researched’ field in international marketing – and a comprehensive database that Bertoli (2012) conducted shows that research in this are is indeed voluminous: as of the end of 2011 the database includes more than 1600 works, of which well over 800 are refereed journal articles (the remainder are books, book chapters and conference papers). This database includes works on nation branding. With regards to practice Bertoli (2012) used the ‘content analysis’ technique to identify and catalogue in detail the place cues appearing in over 6000 business and consumer magazine advertisements from five countries. In summary, more than 80% of all the ads contained at least one place cue; the average number of place cues per ad was about 6.5; and place-based approaches were the seventh most-used out of 27 types of advertising executions found in these ads, outscoring such common approaches as testimonials and problem-solution ads. The evidence, in other words, shows that both academics and marketing managers agree on the importance of place in buyer behaviour. 

Elgar (2003, 469) suggested a generalizations that consumers’ stereotype image of countries and the products from these countries will affect their evaluation of products and consumers’ familiarity and prior experience with imported products will impact their evaluation of these products. 

Hulland, Todino and Lecraw (1996), discovered that imported products from more industrialised countries were found to command price premiums over the same product.

It has been determined that country of origin cue is more frequently used by people with higher product familiarity (Heimbach, Johansson and MacLachlan 1989). However, Akkah and Yaprak (1993) noted that neither product familiarity nor respondent nationality had significant moderating influence on country of origin effects. So the results using familiarity have been mixed. Ettenson (1993) found that the country of origin impact varied by country. For example, Russian, Polish and Hungarian consumers attached varying importance to the country of origin. In a study conducted in the USA and Canada, younger people cared less about the country of origin of their purchases than middle-aged or older people (Hester and Yuen 1987; Chawla, Smith and Derakshan 1995). Hong and Toner (1989) did not find any gender differences in the use of country of origin information in product evaluation. Elgar (2003, 469) strongly suggests that there is need to examine the COO effect in different countries with different product under different experimental conditions.

3.2 Previous case studies on COO

There is a specific study that serves me as an example where a brand name is created to correspond to an associated country with a strong image for a particular product category. Below is an advertisement for the allmilmö corporation, located in the USA and Canada, an importer of modular kitchen cabinets manufactured in Zeil am Main, Germany. In this case, a corporate brand name was associated with Scandinavia, piggybacking on the design reputation of that region (Jaffe 2006, 124).
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Another example of using Scandinavian-sounding brand name to position a product with an associated country is Häagen-Dazs, now owned by Pillsbury. The product was founded as a small ice cream business by Reuben Mattus of Brooklyn, New York and subsequently produced in New Jersey. In the late 1950s, Mattus’ company was finding it hard to compete with larger competitors. He decided to upgrade the quality of his products, producing what he termed a “superpremium” ice cream. At the time, European ice cream was associated with quality, like the Danish brand Premium Is. So, he made up the name of Häagen-Dazs, and printed a map of Denmark, marking Copenhagen on the top of the containers (Cf.Ullmann, 1993). The adoption of a Scandinavian sounding name was intended to associate the product with a region that is known for its high quality dairy products (An amusing anecdote is that no Danish-speaking person would recognize Häagen-Dazs as a Danish sounding name or Scandinavian for that matter).

These two case studies are perfect examples of how important it is for companies to get their country-of-origin strategy right. For this research it is useful to know that branding name is as important as the actual country where they are produced. Here we find a relationship to intrinsic and extrinsic cues, which will be discussed in the theory section 4.1. It clearly proves that by simply branding your company as ‘Scandinavian’ changes the image of it in the minds of the consumer and changes their attitudes towards buying. Based on Häagen-Dazs’s case it is also clear that such strategies only work for foreign countries, outside of Scandinavia. For any Scandinavian, it is just a name and does not have a connection to Scandinavia for them as name means nothing to them. Used in this research, we can suggest, that by simply changing the name, the brand can change the consumer’s behaviour towards the product. 

Following articles were found useful in looking how the theory was used in other countries. To link pricing strategy to country image, Agarwal and Kamakura (1999) argue that country image might not necessarily lead to a competitive advantage in the form of a price premium or discount. They contend that price discounts may be explained by differences in product quality rather than by the perception of country image produced by the made-in cue. Based on a meta-analysis of twelve country of origin studies, Agarwal and Kamakura found that in about 80 percent of the cases, Japanese products were perceived as better that American and German products, and in 75 percent of the cases, American products were perceived to be better than German products. Then, using objective quality and price data from Consumer Reports, they estimated price premiums or discounts above or below the expected price from the products’ measured quality, which can be attributed to the products’ country image. Because Japanese-made products were perceived to be better than either American or German products, it would have been expected that they would command a premium price beyond what could be charged for the difference in objective quality. Although no premium price was found for Japanese products, beyond quality differences, the authors admit that the reason for this might be owing to the Japanese strategy of gaining high market shares, rather than exploiting the competitive advantage of their relatively better country image (Jaffe 2006, 122).

A number of empirical studies have found mixed results depending upon the sort of product advertised or the country of assembly. For example American students were shown ads for Manavox brand television sets described as either being assembled, designed or containing parts from the USA or Mexico (Chao 1998). It was found that country of design only affects the perception of design quality, whereas country of assembly and country of parts affect the perception of product quality. However, Ahmed, et al (1994) sampled Canadian consumers and found that country of design significantly affected perceived product quality and value for a number of consumer products including cameras and VCRs. In a later study, Ahmed et al (1997) manipulated country of design and country of assembly between products originating in Canada, Japan, Mexico and the USA. They found that among American consumers, country of design influenced perceived product quality more than country of assembly for cars, VCRs and shoes. Among Canadian consumers, country of design was more important (Jaffe 2006, 118).

Without exception, most studies sampled diverse populations of students and household consumers. While the effects of consumers, product perceptions have also been examined amongst industrial buyers, research effort in this area remains relatively sparse (Jaffe 2006, 119).

3.3 Reasoning behind consumers’ product evaluation

Extensive research on country-of-origin (COO) has demonstrated that it has an effect on consumers’ product evaluations (Papadopoulos & Heslop, 1993; Peterson & Jolibert, 1995; Verlegh & Steenkamp, 1999). Specifically, studies reveal that consumers evaluate products from various countries differently in terms of attribute ratings and purchase intentions (Srinivasan, 2004). The theory behind this research will be further investigated in the theory section 4.8.

Srinivasan (2004) examined simultaneously external and internal cues to investigate the impact of two dimensions of country-of-origin (manufacturing country and branding country) on product evaluation and found and proved that it is beneficial for a seller to strategically focus on intrinsic quality, and to choose a developed country as the branding country, while deriving cost reductions by shifting manufacturing facilities to developing countries. These factors will be taken into consideration and used when an analysis is conducted. It will be an important factor when looking at respondents’ answers when they answer a question if it important for them where the product that brands itself as Scandinavian is produced. 

Intrinsic cues are product attributes intrinsic to the product that cannot be changed or experimentally manipulated without changing the physical characteristics of the product. Extrinsic cues, by contrast, refer to the product’s non-physical characteristics (Olson & Jacoby, 1972). In the case of cars, for example, size of engine, performance, durability, and quality would be intrinsic cues; price and country label would be extrinsic cues. Based on these findings, this research will focus on extrinsic cues of Scandinavian products, as how they impact consumers’ buying decisions. 

Johansson and Nebezahl (1986) found that cars produced in developed countries

were rated much higher in quality than those assembled in developing countries.

Similar conclusions were drawn by Han and Terpstra (1988). According to Hooley,

Shipley and Krieger (1988, the name of a country evokes a general image about

the country and its products.

3.4 Place branding

Power and Jansson (2011) have a valuable article on how the brands are constructed from the outside through brand channels, cyclical clusters and global circuits. They look at how traditionally, both the business and research worlds have posited direct links between products and place: Sheffield steel, Hollywood films, Paris fashion, Belgian Chocolates, Swiss watches and Scandinavian design. They investigate how regional and industrial success can at least partly be explained by mutually reinforcing effects: a locally embedded industry adds to the brand and vice versa (Power and Jansson 2011, p.150). Power and Jansson (2011) then go on to suggesting that this view is too one-dimensional to explain the ‘origins’ of products or to explain how origins embed a place. They explore the notion that the ‘origins’ of products can be considered to be ‘collective brands’ with considerable power.

Country- and other place-related references and symbols are omnipresent and many are noted and internalized in cognition, consciously or not, by people worldwide virtually every day (Elgar, 2003, 403). Examples range from Italian arias, Persian carpets, and the Rio Carnival to American aid to victims of famine, Russian roulette, German engineering. Since these associations may be learned from a near-infinite variety of sources, including education, travel, exposure to the products of various countries, the news media, cultural products such as movies and books, business experiences, and, of course, word of mouth, they exist in the mental map of every person regardless of his or her particular situation (Elgar, 2003, 403). Based on this idea, a question on how well respondents know Scandinavian countries will be asked and a correlation is expected between the knowledge of Scandinavian countries and perception of Scandinavian products’ visual qualities. Hence it will be suggested that the less is known to the consumer the more they build their mental image of the country based on their products and other way around. If Scandinavian products are perceived as high-quality, and expensive, the countries will be expected to hold similar values if little known to the consumer. Scandinavian countries are well known to the consumer as expensive to live hence meet their expectations and there will be no shock when buying a more expensive product. The theory on expectation and purchase intentions will be covered more in depth in section 4.7 where a consumer behaviour theory suggests that beliefs help to guide consumer choices. 

3.5 Country Image and Purchase Intentions

Does image affect intentions and behaviour? What does previous research says about consumers, what these consumers say about nations and how these thoughts colour their opinion about the goods and services offered for sale.  

A nation’s image has many facets. It is a product of its culture, which includes economic, political, and education systems, religion and social structure. There is also a tentative finding of an association between a company’s environment friendliness and country image (Manrai, et al, 1997). While this list is not exhaustive, it does cover a lot of ground. Several studies, for example, have shown a relationship between stage of economic development and country-of-origin effects (Schooler, 1971; Wang and Lamb, 1983; Verleigh and Steenkamp, 1999; Chinen, et al, 2000). That is to say, there may be an inherent perceptual bias against developing countries’ products, serving as an entry barrier to industrialized markets. In a survey of Americal consumers (Chinen, et al, 2000), willingness to buy a country’s products was found to be related to its economic development, In general, American consumers are more receptive to products from developed countries and less so from developing countries. The results of this survey are shown here:

Willingness to Buy and Economic Development.
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Source: Adapted from Chinen et al, (2000). Scale values ran from 1 to 7, with 7 being the most favourable. 

3.6 Design for brand recognition

I have also looked at the brand recognition as it considered to be one of the factors that makes an object of design into a competitive product. According to Karjalainen (2007), visual recognition of brands and products has become a central competitive factor within various product categories. Companies must develop products with designs that not only appear attractive but also carry distinctive references to the ‘character’ of the brand, manifest in defined core values. The paper suggests that such ‘value-based’ design features involve explicit or implicit references, and depending on the brand’s strategic approach, can be consistently or flexibly used over the product portfolio. This article is useful and be applied to Scandinavian design in the sense that by having Made in Scandinavia as an ‘umbrella’, it makes brands represented by Scandinavia into stronger products with more identity and character by simply marketing itself as Scandinavian rather than by individual country-of-origin strategy. The same can be said about Ikea, where a Scandinavian brand is made out of many process distributed all over the world, but collected under one distinctive umbrella brand. In this particular case, British consumer ‘Made in Scandinavia’ might find it almost synonymous to ‘Made in Ikea’, and it can consequently be compared to country-of-origin labelling, such as ‘Made in Britain’, or ‘Made in Italy’ that gives the consumer a sense of trust in its quality. Such generalizations are not applicable to a Scandinavian consumer in due course, as for them Scandinavia is so much more complex and ‘real’ than to the British consumer.

3.7 Country-of-origin (COO) and globalization

It is also important to take into account the complexity of my chosen topic and be aware of many different sub-theories when researching and analysing. Before globalization started on its rapid growth (post-1980), many products were manufactured and sold in the same country (Elgar, 2003, 459). This identification of the country with a product was easy for the consumer. Today however, it is common to find products that are manufactured in one country, branded in another and sold in a third country. It is even more complex, which makes research in this field even more complex: products can be assembled in a country different from that of manufacture, use ingredients or parts from many more countries, be designed in yet another country, be developed by a company headquartered in still a different country and branded differently in the countries of sale. The emergence of new markets, intense worldwide competition and rapid growth in global sourcing has led to a world of hybrid or multinational products, making COO effect more critical and complex.

New studies continue to be published on the topic periodically (Elgar, 2003, 458), sometimes with conflicting results. Most studies are based on data with students serving as respondents. As Peterson and Jolibert (1995) rightly note in their meta-analysis, COO effects are only somewhat generalizable, and the phenomenon is still not well understood. With increasing globalization, COO cannot remain a simple construct. It can be further decomposed as country of design, country of parts manufacture, country of assembly, and country of branding. What is important for this research, is to be able to distinguish the complexity and depth of it when analysing answers from respondents.

4. THEORETICAL CONSIDERATIONS

Countries have images which, unlike brand or corporate images, are not directly under the marketer’s control (Elgar, 2003, 404) They are developed from a myriad sources and used routinely in association with objects, events, experiences, and of course products, as people try to understand them better, categorize them, symbolize them, or process new information they receive about them (Jaffe and Nebenzahl 2001). Some countries have stronger or more focused images than others, and different people may have different images of any one country – but what is important here is that the images exist and they influence behaviour (Elgar, 2003, 404).

The brands of many prestige and status products are strongly intertwined with country image. It is almost impossible to separate them (Jaffe 2006, 115). Scott (1997, 323) argues that increasingly goods and services ‘are infused in one way or another with broadly aesthetic or semiotic attributes’. Scott designates such products and services as ‘cultural products’ and suggests ‘that the reputation and authenticity of cultural products (qualities that often provide decisive competitive advantage in trade) are sometimes irrevocably tied to particular places. 

There are companies that are deliberately created to exploit specific placed-based advantages whose associations are incorporated into the company’s name and products (Rusten 2007). A place-based advantage that is established by default or history. Many Scandinavian product exploit the customers’ previous knowledge of Scandinavia, and many products incorporate very similar ‘Scandinavian’ values. Ikea is one of the examples, where they use Scandinavian-sounding names (Places in Sweden), very clean, polished design with bold colours, but sell products at affordable prices to masses as it outsourcers most of its production abroad. But in Britain it is Ikea that many know of Scandinavian design from (It will be evident from questionnaire results with Ikea mentioned by almost every respondent). When customers buy Ikea products they are already satisfied about its price as their expectations on price for a Scandinavian are much higher. Section 4.10 will discuss further the concept of product-country matches and mismatches that will help understand consumers’ behaviour even more.

Two facets of sourcing production in different countries have country image considerations. The first is that sourcing production in low wage countries that have unfavourable country images may save costs, but may also result in negative product evaluations by consumers. To help me identify if this is the case, the question in the questionnaire will be: How important to you for Scandinavian products to be designed and produced within its borders and NOT outsourced, i.e. China/India etc?
4.1 ‘Made in Scandinavia’ as powerful extrinsic cue
Views about other places and what they stand for often diverge (Bertoli 2012, ix). These views matter because they contextualise human experience, give in depth explanations, and help to explain why some things are they way they are. So, ‘place’ is everywhere. The term can be used in reference to anything from a glade in the forest to a room, a building, a neighbourhood or a city, a country, a region within a country or in a case of Scandinavia, one that encompasses many countries, or the world at large (Bertoli 2012, x). As a result, we experience place in multitude of ways, from living in it to buying products from it (hence the question 16 : ‘Do you see a particular product of design as a separate equity (you simply find it useful and needed it at home) or as a part of a larger image you identify with the product, i.e. lifestyle, status, equality, relationships etc.’) hearing about it on the news, reading about it in a novel, going to it for a holiday, and so on. There will be suggested in this thesis, that the British consumer, because of the lack of information about the geographical region of Scandinavia, find it easy to generalize and stereotype about Scandinavian products and builds their assumptions on quality based on word of mouth and reputation. The Scandinavian consumers in due course do not possess these images and finds it more difficult to generalize and sees the stereotyping irrelevant. Hence questions in questionnaire will be if the consumer finds all Scandinavian products of bold, plain, bright colours (Question 7.: ‘Scandinavian Designs mostly incorporate bold, simple colours. Do you agree?’). 

Cognitive psychology tells us that the information we collect over time about a place is stored in the brain in the form of mental schemata. These are complex networks of associations that include generalizations, objects, events, or feelings (hence the question in questionnaire - when you buy Scandinavian products do you have a visual image of the place itself), which are hierarchically structured and linked in ways that help us understand our environment. 

Mental schemata can be activated by whether intrinsic or extrinsic information, such as, respectively, a detailed examination of a product’s quality versus the same product’s brand name (Bertoli 2012, x). Since ‘objective’ technical information is often hard to get, time consuming, and many times beyond the average consumer’s level of understanding, and since our lives are rather busy these days and many of us suffer to one degree or other from cognitive overload, we often rely on extrinsic cues (brand’s name) that conveniently ‘bundle’ many technical characteristics into one easy-to-get piece of external information (‘I know Scandinavian products are better, I don’t need to research it). It is these types of extrinsic cues, which activate strong mental associative networks that we often call ‘stereotypes’ that guide much of our marketplace behaviour. And country of origin, or a place’s made-in image, is one of the most powerful extrinsic cues in existence (Betoli 2012, x). With the case of the shop Skandium where some of questionnaires were distributed, the name itself ‘Scandium’ helps the consumer to make a choice even before they are entering the shop, and by having the geographic location in its name reduces the time the consumer is finding out the origins of the products (hence the question if the consumer knew what to expect in the shop before entering the shop by seeing its name and has it affected their decision to enter the shop). Even before entering the shop, they are already proposed with a suggestion on products design range and its quality. Similar can be applied to Ikea.

Based on these theories, following questions have been designed in order to test them and identify if they are applicable to Scandinavian design. 

- Why do you buy/like Scandinavian design? 

- Products designed/produced in Scandinavia often use very modern, interesting materials that are easily identifiable on the market. Do you agree?

- Scandinavian products are often advertised in the natural setting, surrounded by nature, large open spaces. Do you agree?

- Do you think of Scandinavian nature, weather (long dark white winters and light green summers), its pace of life, values of home and peace as core values of Scandinavian counties?

- Do you think of this country/these countries large open spaces, unspoiled nature, large green (in the summer) and white (in the winter) spaces when you buy a product marketed as Scandinavian?
4.2 Country image effect: a combined halo and summary construct

A number of researchers have posited that the country image effect may be explained as either a halo or a summary construct (Erikson, Johansson and Chao 1984: Johansson, Douglas and Nonaka 1985; Shimp, Samiee and Madden 1993). These constructs are explained below. 

The halo construct assumes that even when a person has neither prior knowledge of, nor experience with products made in a certain country, s/he will still have a certain image of the country as a source of products. This image is based on whatever knowledge that person has about the country, including its people, and its level of economic, political and social development. In this case, a consumer’s perceptions about the Made-in Country (MCI) directly impact attitudes towards products in situations where the consumer knows little about the country’s products. Han (1989) proposes that the halo construct implies that (MCI) affects beliefs about product attributes that in turn affect brand attitude (product evaluation). In Han’s formulation of the halo construct, this relationship is hypothesized as: (MCI) => beliefs about attributes => brand attitude. We can formulate it as a theory statement: Due to the need to evaluate products while having limited information (why), consumer utilize their perceived country images (how) to formulate brand attitudes (what). Skandium’s London shop where most of questionnaires were distributed, is positioned very centrally, and will have well-off consumers that are well-travelled and well aware of countries of Scandinavia. If they have visited Scandinavia they will be aware of their high GDP, their one-of the-best economies and highest standards of life. Will they be prepared to pay more for a product that comes from a country with better standards of life than of their own country? The result will show that for most of the respondents the price is still important.

The summary construct assumes that country images are based on experience with a country’s products and the resulted perceives attributes of products made in it. Experience is not necessarily that of the individual, but individuals are influenced by the experience of others through information flows such as word-of-mouth and mass media. By generalizing these perceptions to attributes of unfamiliar products made in this country, country image, in turn, affects consumers’ attributes toward the brand (Crawford and Garland 1988; Hong and Wyer 1989; Howard 1989) or the specific product. Han (1989) presents this proposition as: Experience => beliefs => (MCI) => brand attitude. This can be formulated into a theory statement as: Due to the need to evaluate unfamiliar products while having limited information (why), consumers utilize information about other products made in a certain country (how) to form their perceived country images and, in turn, brand attitude (what).

Based on these theories following questions within the questionnaire were designed

- What is a country/-ies within Scandinavia that you are most familiar with?

- Have you ever visited/lived in this country/these countries?

- Why do you buy/like Scandinavian design?

- What are the core values of Scandinavian Design do you recognize?

- Do you think that designs that come out of Scandinavia are representatives of its countries?

- Do you know that Scandinavian countries are ones of the most expensive countries to live in? Does it affect how much you ready to pay for the product that markets itself as ‘Scandinavian’?

4.3 An Integrative dynamic model of country, brand and product images. 
Nebenzahl, Jaffe and Lampert (1997) integrated the dynamic model of Lampert and Jaffe (1998) with the dynamic halo-summary model presented above and extended it into a more general model. This model attempts to present a more complete theory of country image by showing the elements and their interactions involved in forming consumers’ attitudes toward products made in certain countries.  It also shows how these images are revised over time with added experience and other marketing information. The country image phenomenon is viewed as a dynamic process in which country and brand images interact to eventually impact product choice. All these attitudinal images, in turn, are revised by consumers’ experience with the alternative product choices that were previously made.

The suggested model is based on an assumption that there are overall brand and country images, as well as specific product line images that affect the perception of attributes of products associated with the country or being sold under the brand name. A key concept of this integrative model is the relativism of perceived imaged. All product, brand and country images are considered to have meaning only in relation to other products, brands and countries, respectively.  Thus, as we say, Scandinavia is perceived as a relatively high quality source for home products and furniture, we mean that such products are perceived to be of higher quality that those made in other, lower-quality-image countries. In competitive markets this model makes a lot of sense, since purchase decisions are based on relative rather than absolute levels of attributes of competitive products (Jaffe, 2006, 44)

4.4 COO framework

Country of origin essentially refers to the perceived nationality of a product. Considering a simple case, in the current state of globalization, this could mean the country where the product has been manufactured, or as with the case of Scandinavian Design, the country associated with the branding.

Consumers do have a preconceived, stereotypical view of products identified as being made in certain foreign countries (Schooler and Wildt 1968; White and Cundiff 1978). It can also be asserted that there is generally a direct relationship between product quality evaluation and the perceived degree of economic development of the country of origin (Gaedeke 1973; White and Cundiff 1978; Wang and Lamb 1983; Morello 1984; Toyne and Walters 1989; Cordell 1985).

 Key concepts (Elgar, 2003, 461)

· A product’s country of manufacture impacts judgement about its value.

· The branding country of a product effects the manufacturing country associated with a product, either positively or negatively, depending on the specific counties involved and the time period/specificity when/where the research is conducted.

· Based on the manufacturing country and the branding country of the product as well as other extrinsic and intrinsic cues, a customer assesses the value of the product. 

· The value assessment is further modified by the demographic and behaviour characteristics of the customer. 

· Finally, COO effect is the outcome of the interaction of the consumer, product and situation.

Customer Value assessment: high/low

Channels of distribution (store reputation: high/low)

Price (high, average, low)

Warranty and service (satisfactory vs. unsatisfactory)

· Type of product

· Customer bias influence: high/low

· Image of a product from a particular country

· Attitude toward the country

· Commitment to buy home-country product

· Timing

· Familiarity with the product

· Demographics and background

COO only positive for ‘right’ countries. As developing counties’ markets become important, the products sold there should be sourced from nations, which are perceived as the ‘right’ counties for the product from the consumers’ viewpoint. 

4.5 Product, brand and country image

“’Image’ is the set of beliefs, ideas, and impressions that a person holds regarding an object” (Kotler, 1997, 607). It should be noted that the true attributes of the object are not included in the definition of ‘image’. Thus, an image is comprised of the subjective perceptions of the person about the object. These beliefs, ideas and impressions are mental images that may or may not be congruent with objectively defined attributes of the object. 

“A ‘Product image’ is the particular picture that consumers acquire of an actual potential product” (Kotler, 1997,317). The inclusion of ‘potential’ in this definition leaves some room for the imagination. “’Imagination’ is defined as a “conscious mental process of evoking ideas or images of objects, events, relations, attributes, or processes never before experienced or perceived” (Microsoft Encarta, 2000). 

‘Brand, country and other place images’ are similarly defined as the mental pictures of brands, countries and localities, respectively. Like product image, these images exist in the consumer’s mind. We are concerned about these images because “People’s attitudes and actions toward an object are highly conditioned by that object’s image” (Kotler, 1997, 607). Thus, what motivates consumer behaviour is not the ‘true’ attributes of products but rather mental images in the minds of consumers. Accordingly, ‘while ‘identity’ comprises the way that the public perceives the company or its products. A company designs an identity or positioning to shape the public’s image, but other factors may intervene to determine each person’s resulting image’ (Kotler, 1997, 292). Two of the key intervening factors are ‘brand’ and ‘country images’ of the company and its products. 

4.6 Product-Country Matches and Mismatches

The match-mismatch framework is shown below. 
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A product-country match should occur when important dimensions for a product category are associated with a country’s s image. For example, a favourable product-country match occurs in quadrant I. In this quadrant the perceived strengths of a country (positive country image) consists of important product features or benefits for the particular product category. A favourable mismatch, quadrant III occurs when the image dimensions for a country are positive, but not important for the product category. An unfavourable product-country match, quadrant II, occurs when the important product dimensions are not perceived strengths of the country. Finally, an unfavourable match, quadrant IV, occurs when country image is negative and product dimensions are unimportant product features. According to Jaffe (2006, 129), when a favourable match occurs, consumer willingness to buy a country’s products increases. 

An example Danish firms’ use of country image to advertise their products illustrates how the match and mismatch matrix may be used. Niss (1996,14) claims that “Denmark’s [country] image is too weak and one-sided to be used as a prominent promotion tool in the marketing of Danish products abroad”. Nevertheless, the author does report that producers of certain products do allude to “Scandinavian” as the country of origin in their communication strategy. Suppose that Denmark’s manufacturers are known for design, prestige and workmanship. For example, manufacturers of design goods, furniture and computers do use country of origin, while producers of industrial products do not. Using the above matrix, Danish furniture and other products for which design is an important dimension (e.g. Bang & Olufsen home electronics, Royal Copenhagen china) fit in Quadrant I. Therefore country of origin should be emphasized. Unfortunately, not enough has been done to promote this positive image:

“Made in Denmark” connotes high quality and innovation in product development and design...among those of our foreign customers who know what Denmark is. Unfortunately, a lot of them don’t – or they believe that Denmark is the capital of Sweden” (Niss, 1996, 14).

Theory of learning (Jaffe 2006, 131) – according to this theory, when a person is exposed to information, s/he classifies it in previously known categories. Denmark, Finland and Sweden are identified not only by their respective names but also as being Scandinavian. This leads to some confusion between all countries within Scandinavia. 

5. ANALYSIS

47 people filled out online questionnaire, with 18 respondents from United Kingdom (with 15 out of 18 respondents from London), and 14 respondents from Scandinavia (with 3 respondents from Norway, and 11 respondents from Denmark). So it worked out as an analysis primarily of differences between Londoners’ and Danes’ perception of Scandinavian design and their mental image of it.

5.1 Mental image of Scandinavian products in the British consumer’s mind 

Based on the theory chapter and on the finding found through previous research four hypothesis are suggested and will be discussed in this section: 1) The consumer is ready to pay more for a Scandinavian product when the product branding country is Scandinavian, 2) Scandinavian product will be rated as less quality if manufacturing country of the product for less developed countries (Malaysia, China, Thailand). Manufacturing country has a negative effect on evaluation for less developed, 3) Branding country has a greater effect on evaluation for Scandinavia than other products in the area; since Scandinavia evokes a stereotype image of product quality, backed by intrinsic cues.

The answers were collected from 47 respondents and then divided into two parts, one of respondents in Britain and another of respondents from Scandinavia. By comparing their answers, theories will be tested and through differences it will be identified if generalizations can be made about Scandinavian design.

The results have 14 answers from Scandinavian respondents and 18 answers from British consumers. The first big difference is the fact that Scandinavian are exposed to many Scandinavian brands back home and many found it difficult to generalize, so when asked about perception of Scandinavian design and if they see connection to certain Scandinavian values such as values of home, importance of nature, many did not see the connection. 12 respondents out of 18 agreed that Scandinavian design is recognizable by its bold and bright colours, whereas less than half of Scandinavian respondents (5 out of 14) agreed with this statement. Going back to summary construct mentioned in theoretical section 4.2, it assumes that country images are based on experience with a country’s products and the resulted perceives attributes of products made in it. Experience is not necessarily that of the individual, but individuals are influenced by the experience of others through information flows such as word-of-mouth, mass media or in this case, through their travels and direct contact with Scandinavian culture. By generalizing these perceptions to attributes of unfamiliar products made in this country, country image, in turn, affects British consumers’ attributes toward the brand (Crawford and Garland 1988; Hong and Wyer 1989; Howard 1989) or the specific product. Based on the answers, it is evident, that very same attributes do not have impact on the Scandinavian consumer. So these attributes can only be applied to the foreign or international market, and it would not work at home market. 

Another respondent from London, UK admitted that his perception of Scandinavian design is primarily based on one brand that exploits the notion of Scandinavia. The respondent answer also gives us an insight into their actual awareness of the fact that they lack knowledge of authentic, local Scandinavian design. He states that their image of Scandinavian design is based on high-end design seen in books and magazine but in reality what they buy is low-cost affordable design from Ikea primarily. This answer gives us a real insight into how the market is really represented in UK and gives potential room for further exploration for smaller, authentic, locally produced Scandinavian design companies.
“I must admit that I tend to associate Scandinavian design with IKEA - i.e. low-cost, well-designed and functional (as well as being sold in massive out-of-town stores, teaming with families and cafeterias selling Swedish meatballs!). However, I suspect I am seeing only one side of the story, as IKEA is an international firm based on scale and mass-production, admittedly with quite pronounced values in terms of design and principle. I think the other side of the story - authentic local design - would probably be unaffordable in the UK, which is a great shame. The popular appeal of IKEA also leads to a contradiction in my perceptions of Scandinavian design, because on the one hand I regard Scandinavian design as being long-lasting and durable, yet I associate IKEA furniture as relatively cheap and easy to dismantle and throw away.

I sometimes see Scandinavian interiors in books and magazines, and my impression is that what I'm missing is the more mellow and naturalistic elements that do not appear in mass-produced items. It would be fantastic if this level of authenticity could be more readily available in other countries and at mid-market prices. I also hope that other countries can learn from Scandinavia and make the most of their native craft traditions to produce high quality and modern furniture with some of the best qualities of Scandinavian design.”

An analysis of the respondents from Scandinavia and Britain shows a big distinction in the results. When British were answering the questions they would give ascertain and direct answers as if they had a clear image of what Scandinavian design is. Respondents from Scandinavian countries gave more complex answers and were aware of the differences that the concept of Scandinavian design holds. According to Kotler (1997, 317), a ‘product image’ is the particular picture that consumers acquire of an actual potential product. 

According to Niss (1996) the consumer is not very familiar where Scandinavian products come from and many do not even know where Denmark is. Based on the respondents answers, many knew where Denmark was but still thought of it as part of Sweden.  As we have seen in theoretical part, consumers do have a preconceived, stereotypical view of products identified as being made in certain foreign countries (Schooler and Wildt 1968; White and Cundiff 1978). A relatively strong country image favourably reflects on brand images (Jaffe 2006, 131). But it is only recently when Scandinavia started to brand itself as a country to travel to so many have not been or visited, and have just a few points to relate to Scandinavian countries other than what they hear on the news, word of mouth, or magazines. “’Image’ is the set of beliefs, ideas, and impressions that a person holds regarding an object” (Kotler, 1997, 607). Thus, an image is comprised of the subjective perceptions of the person about the object. These beliefs, ideas and impressions are mental images that may or may not be congruent with objectively defined attributes of the object. 

Theoretical section 4.5 explained what motivates consumer behaviour is not the ‘true’ attributes of products but rather mental images in the minds of consumers. Based on the questionnaire, it is evident that Scandinavian respondents mental images are not as evident as British respondents’ are, because of lack of in-depth knowledge about Scandinavia, they search for identifiable patterns that help them make sense of these places and, therefore products. The coefficient of Scandinavians agreeing that all Scandinavian products are of higher quality is much lower than of Brits (Question 8: 6 out of 14 respondents with the coefficient of 0.43 against Brits’ 13/18, with the coefficient of 0.7). 

The eleventh question asked the consumer if they thought of Scandinavian nature, weather (long dark white winters and light green summers), its pace of life, values of home and peace as core values of Scandinavian counties? With the most answers as yes it is clear that national image of Scandinavia is incorporated into its products quality. Answers from Scandinavian respondents also viewed these values as core and agreed that because of these values, the nature of products is more home-related, as to unite people, slow down the pace of life etc. It was interesting to prove that even though English consumer lacks knowledge about Scandinavian countries, they still were aware of values shared by these countries through the products of consumption. 

A great example of difficulties with generalization was a statement from one of  the respondent from Norway who noted “To me theres a big difference on expensive "design" brands and IKEA... maybe it should be more specific which type  of brands you mean.”

Whereas a respondent from London, UK even suggests what Scandinavian qualities are and does not have a problem with stereotyping and generalization:
“Simple. natural materials, functional, clean lines, natural shapes.”

The model suggested by Jaffe (2006, 44) in section 4.2 is based on an assumption that there are overall brand and country images, as well as specific product line images that affect the perception of attributes of products associated with the country or being sold under the brand name. A key concept of this integrative model is the relativism of perceived imaged. All products, brand and country images are considered to have meaning only in relation to other products, brands and countries, respectively. The results show us that consumers do see products as bold, simplistic and functionalistic, but it can only be used in relation to other design objects, in this case of British origin, that is much ‘heavier’ and ‘busier’ in general. So it is only in relation to British design, British respondents see Scandinavian design as bolder and simpler. Scandinavian respondents in due course, found it difficult to generalize and did not agree with statements on Scandinavian design boldness and simplicity. Only 5 Scandinavian respondents agreed with this statement (Question 7), with 12 positive answers from a British consumer that found it easy to generalize and stereotype (coef. of 0.36 for Scandinavian against high 0.67 for British consumer). 

It was suggested in the theory section that the British consumer, because of the lack of information about the geographical region of Scandinavia, builds their assumptions and has an image of Scandinavian countries based on products that are sold in Britain. The Scandinavian consumers in due course do not possess these images and find it more difficult to generalize and sees the stereotyping irrelevant. 

Another respondent from London, UK:

“From my view, Scandinavian design in Britain seems to be more expensive but sought after for its quality. Bang & Olufsen for example produce some very expensive sound/video equipment that can be almost double the price of a normal speaker system such as for example Philps just because of its ‘Scandinavian design.’”
This respondent is aware of the value that is added to the product, sometimes artificially, that promotes itself as ‘Scandinavian’. The respondents takes a technology as an example agreeing that by just being Scandinavian, the price goes up. It is the research, quality of sound that many recognize in high-end Scandinavian technology products, and many companies take advantage of it, by adding value when they add stories of research in their sales pitches etc. When the consumer talks about quality here, high end, organized design, he in some sense relates this statement to the country’s overall image. For a Scandinavian, it is more difficult to make such generations, hence all question on generalization did not get high coefficient among Scandinavian respondents. 

Cognitive psychology tells us that the information we collect over time about a place is stored in the brain in the form of mental schemata. These are complex networks of associations that include generalizations, objects, events, or feelings (hence the question 16: ‘Do you see a particular product of design as a separate equity (you simply find it useful and needed it at home) or as a part of a larger image you identify with the product, i.e. lifestyle, status, equality, relationships etc.’), which are hierarchically structured and linked in ways that help us understand our environment. The British consumer scored low here (0.05 against higher Scandinavians’ coefficient of 0.2) with most respondents admitting they buy products because they need them, rather than because they would like to relate to its culture. In our context of Scandinavian design, it is not applicable really, whereas if it was not Britain this research was about, but rather a lower-wage country, status and image would have been more important to them. This can prove that in Britain people generally perceive Scandinavian as equally developed country rather than of higher standard.  

As an example questions 8 and 10 (‘Products designed/produced in Scandinavia are often highly well-thought-through products with clever incorporations and attention to small detail. Do you agree?’, and ‘Scandinavian products are often advertised in the natural setting, surrounded by nature, large open spaces. Do you agree?’) give us a good breakdown of answers, with the high coefficients for Britain, 0.72 and a high 0.61 (13/18 and 11/18) against relatively low Scandinavian coefficients of 0.5 and 0.5 (7/14 and 7/14). Again these results prove that Brits stereotype and generalize easily about Scandinavian products whereas Scandinavian disagree or agree less with questions on generalisation. To support this, open ended questions also proved that Londoners found it easy to describe what Scandinavian design is:

“Simple,Minimalistic design; affordable” (respondent from London, UK)
Another respondend from London, UK found it relatively easy to generalize about materials that are used in all Scandinavian products:

“I relate a lot of their products by material and find they use pine wood a lot and more recently plastics.”

When looking at the results of question 9: ‘Products designed/produced in Scandinavia often use very modern, interesting materials that are easily identifiable on the market. Do you agree?’, Brits scored a high 0.67 (12/18) and Scandinavians scored a relatively low 0.43 (6/14) that proves again the same point and theory on generalizations. 
Another respondent from London, UK admitted:
“I must admit that I tend to associate Scandinavian design with IKEA - i.e. low-cost, well-designed and functional (as well as being sold in massive out-of-town stores, teaming with families and cafeterias selling Swedish meatballs!). However, I suspect I am seeing only one side of the story, as IKEA is an international firm based on scale and mass-production, admittedly with quite pronounced values in terms of design and principle. I think the other side of the story - authentic local design - would probably be unaffordable in the UK, which is a great shame. The popular appeal of IKEA also leads to a contradiction in my perceptions of Scandinavian design, because on the one hand I regard Scandinavian design as being long-lasting and durable, yet I associate IKEA furniture as relatively cheap and easy to dismantle and throw away.

I sometimes see Scandinavian interiors in books and magazines, and my impression is that what I'm missing is the more mellow and naturalistic elements that do not appear in mass-produced items. It would be fantastic if this level of authenticity could be more readily available in other countries and at mid-market prices. I also hope that other countries can learn from Scandinavia and make the most of their native craft traditions to produce high quality and modern furniture with some of the best qualities of Scandinavian design.”

It is interesting to see that Scandinavian respondents were ready to pay more for design products for products to be produced within Scandinavian borders, whereas for British consumer price was most important. Section 4.2 can help us understand why though the notion of halo effect that is suggested by a few scholars (Erikson, Johansson and Chao 1984: Johansson, Douglas and Nonaka 1985; Shimp, Samiee and Madden 1993). Even though British consumer is aware of Scandinavian high standards of living, the price is still very important to them, which is why Scandinavian brands still find it difficult to compete on the British market and that explains why it is only the brands that can find ways to sell their products to a well off consumer in the central London, for example under an umbrella brand ‘Skandium’ but Scandinavian brands on their own in London are not well received and viewed as objects of art that can be observed rather than bought. 10 respondents out of 18 answered that price is still very important to them (question 14), even though they are aware of Scandinavian higher prices. That let us to the conclusion that the British consumer is not prepared to pay more for a product that comes from a country with better standards of life than of their own country. The result showed that for most of the respondents the price is still the most important factor, with Scandinavians choosing price as most important with 8 out of 14 result. For the same number of Scandinavian respondents it was equally important for products to be produced within Scandinavian borders., and for 8 British respondents it was important for products to be produced in the country they are marketed with. Most British consumers consider Ikea as Scandinavian, but most of its products are produced elsewhere (outside its borders, most often in cheaper workforce countries), whereas products sold by a shop such as ‘Skandium’ where products are too overpriced, might be considered as problematic as it can potential create a clash between country image and purchase intention. In Han’s formulation of the halo construct (section 4.2), Made-In-Country (MCI) => beliefs about attributes => brand attitude. So following this hypothesis, and based on questionnaire’s results, we can say that even though products might not be produced within Scandinavian borders, the consumer still believes and will accept the product marketed at him and potentially sold, because the products still preserves and holds the attributes that the consumer expect. And because these expectations are met, the country of production is not an issue anymore (if products meet visual and quality expectations). Question 15 that asks how important for the product to be produced within Scandinavian borders could have been rephrased and asked if it mattered for the country if it told the truth about the complex process of designing, outsourcing and production, or they preferred a simplified system of marketing a product as One Country. Based on intrinsic/extrinsic cues theory (Section 4.1) extrinsic cue is most powerful with Scandinavia as a country here playing a major role is selling their product and with intrinsic cues just confirming and reassuring the consumer (the product quality, visual attributes etc) after they have purchased the product. The summary construct assumes that country images are based on experience with a country’s products and the resulted perceives attributes of products made in it (Han 1989). Experience is not necessarily that of the individual, but individuals are influenced by the experience of others through information flows such as word-of-mouth and mass media. By generalizing these perceptions to attributes of unfamiliar products made in this country, country image, in turn, affects consumers’ attributes toward the brand (Crawford and Garland 1988; Hong and Wyer 1989; Howard 1989) or the specific product.

It was mentioned in the theory part that Scandinavia is perceived as a relatively high quality source for home products and furniture, we mean that such products are perceived to be of higher quality that those made in other, lower-quality-image countries. In competitive markets this model makes a lot of sense, since purchase decisions are based on relative rather than absolute levels of attributes of competitive products (Jaffe 2006, 44)

A respondent from London, UK admitted:
“I love Scandinavian design but would be much more likely to look at it in a museum or shop rather than buy, this is due to it having a very particular aesthetic that would not necessarily fit with items I already own”.

This respondent’s answer proves overall result that for Brits price is generally still most important factor when buying the product, and for many, high-end Scandinavian furniture and design are something they would rather observe in the museum, gallery, or a book, a mentioned in the theory chapter. This answer also shows that the respondent has a very particular image of Scandinavian design with a ‘particular aesthetic’. Whereas a Scandinavian respondent sees all the complexity and diversity of Scandinavian on offer. A respondent from Denmark suggests:

“I think it is interesting to note the difference in the term Scandinavian design - at least what I think of. IKEA stands for cheaper Scandinavian design, but it is popular all over the world. This is, in part, because of price - but also because they incorporate the simplistic design. In addition to this, Scandinavian design is often very pricy - and popular for the brand. 

In my opinion, IKEA has incorporated the luxury of Scandinavian design in the previous years; it seems that they focus on better materials etc. and offer slightly higher prices - maybe to catch another segment now that Scandinavian luxury design has increased in popularity around the world?”

5.2 How the image is developed among British consumers

The halo construct assumes that even when a person has neither prior knowledge of, nor experience with products made in a certain country, s/he will still have a certain image of the country as a source of products. 

Two facets of sourcing production in different countries have country image considerations. The first is that sourcing production in low wage countries that have unfavourable country images may save costs, but may also result in negative product evaluations by consumers. Based on Elgar (2003, 461) and his key concepts we can see from the questionnaire that a product’s country of manufacture impacts judgement about its value (Question 15: ‘How important to you for Scandinavian products to be designed and produced within its borders and NOT outsourced, i.e. China/India etc?’), and in this case, it impact the value of more expensive products and inclined more towards a British consumer with 8/18 (coefficient of 0.44) against 6 out of 14 (0.42) for a Scandinavian consumer. By relating it to the theory we can state that the country of manufacturer is more important for the British consumer, as when they buy a Scandinavian product, they expect it more to be produced within Scandinavian borders. Even though for some Scandinavian respondents it was still important, more respondents did not mind where Scandinavian products are produced, as long as they still carry same Scandinavian quality, design and look. Consumers do have a preconceived, stereotypical view of products identified as being made in certain foreign countries (Schooler and Wildt 1968; White and Cundiff 1978). According to COO (section 4.4), it was asserted that there is generally a direct relationship between product quality evaluation and the perceived degree of economic development of the country of origin. So if the manufacturing country is of less economic development it is perceived as of worse quality (at least for the case of Scandinavian respondents).

The country-image model is based on an assumption that there are overall brand and country images, as well as specific product line images that affect the perception of attributes of products associated with the country or being sold under the brand name. A key concept of this integrative model is the relativism of perceived imaged. All product, brand and country images are considered to have meaning only in relation to other products, brands and countries, respectively.  Thus, as we say, Scandinavia is perceived as a relatively high quality source for home products and furniture, we mean that such products are perceived to be of higher quality that those made in other, lower-quality-image countries. In competitive markets this model makes a lot of sense, since purchase decisions are based on relative rather than absolute levels of attributes of competitive products (Jaffe 2006, 44).
Second point that Elgar (2003, 461) makes is that based on the manufacturing country and the branding country of the product as well as other extrinsic and intrinsic cues, a customer assesses the value of the product. This is also true when we look at how respondents answered about general look and feel of Scandinavian products, about values that they find are incorporated into Scandinavian products etc. When asked about certain characteristics of products such as in Question 7: ‘Scandinavian Designs mostly incorporate bold, simple colours. Do you agree?’, the coefficient among British consumer was extremely high with 14/18 (0.67) against relatively low 6/14 (0.42) for a Scandinavian respondent. It proves that Scandinavian respondents found it difficult to generalize and did not have the same simplified image of Scandinavian design. For them it was a more complex combination of different brands (that are covered in open ended Question 19, please see Appendices 4).
Based on this outcome we can further agree with Elgard (2003) that the value assessment is further modified by the demographic and behaviour characteristics of the customer and finally, COO effect is the outcome of the interaction of the consumer, product and situation. In this case the factor that place a role in COO coefficient is where the respondent geographically and if he answers in relation to his home or foreign country.

We can conclude that Scandinavia is perceived as a relatively high quality source for home products and furniture among British consumer, that such products are perceived to be of higher quality that those of a COO lower-quality-image country, even if they are produced in same countries, but the branding country is Scandinavia.

5.3 How it is different to a Scandinavian consumer of Scandinavian design.

Looking at the patterns, it is evident that most British consumer base their assumptions on Scandinavian design based on big brands such as Bang & Olufsen, and celebrity designers whose work is shown in magazines, exhibitions and galleries. British consumer is ready to buy and invest money in affordable pieces and not ready to pay more for names. Scandinavian in due course are more interested in designers and find it more normal to buy big designer names for their homes and or their everyday living. One of the respondents from Roskilde, Denmark gave a perfect description of it:

 “Sometimes I have the impression that the Danes are obsessed with design. They dont just have a carpet or a plaid in their livingroom, they always know the name and the designer. And though I hear arguments about quality and the like, I cant shake of the feeling that it really is names they buy.

While for example Marimekko and Iittala products are something special for many foreigners, in Finland I experienced that they were aware of the brand, but that it was not so much an important brand as being fashionable, but being part of normal everyday culture.”
5.4 Marketing implications 

We have demonstrated that 1) The consumer is ready to pay more for a Scandinavian product when the product branding country is Scandinavian, 2) Scandinavian product will be rated as less quality if manufacturing country of the product for less developed countries (Malaysia, China, Thailand) only for the British consumer, as they already buy it as a foreign product and have expectations of t to be produced in Scandinavia. To the Scandinavian consumer it did not matter, as long as they could save money. Manufacturing country has a negative effect on evaluation only when sold in a foreign country (in Britain) 3) Branding country has a greater effect on evaluation for Scandinavia than other products in the area; since Scandinavia evokes a stereotype image of product quality, backed by intrinsic cues. 

The final challenge for this project was to identify dangers and limitations in the strategic approach when choosing and marketing products to the consumer in Britain. Based on the feedback that the British customers provided, that will identify if country-of-origin plays a big role in their choice. As the second point proved that when Scandinavian products are sold abroad, in this case, in Britain, companies have to be more strategic when using the country-of-origin in their branding since they can potentially have many unhappy customers that have higher expectations when buying Scandinavian products, in relation to the Scandinavian consumer ho has lower expectation as the research and analysis showed.

6. CONCLUSION

6.1 Summary

Through an analysis of consumers’ answers, the challenge was to find ties with existing research through patterns found in the answers, and see if consumers’ answers and shopping decisions could be explained by theories suggested by scholars. Testing theories of country-of-origin were the major task, supplemented by theories on product, brand and country-of-origin. 

The questions to be answered were 1) what is a mental image of Scandinavian products in the British consumer’s mind and 2) how this image is developed among British consumers and 3) how it is different to a Scandinavian consumer of Scandinavian design.

Three hypothesis suggested in analysis’ section 5.1 were tested and proved 1) the consumer is ready to pay more for a Scandinavian product when the product branding country is Scandinavian, 2) Scandinavian product were rated as less quality if manufacturing country of the product for less developed countries (Malaysia, China, Thailand). Hence manufacturing country has a negative effect on evaluation for less developed countries, 3) Branding country has a greater effect on evaluation for Scandinavia than other products in the area; since Scandinavia evokes a stereotype image of product quality, backed by intrinsic cues. It was proved that all three hypothesis were correct for both British and Scandinavian consumer, with the only difference for the second question. British consumer did not mind if cheaper Scandinavian products were manufactured outside Scandinavian borders (or it was suggested they did not mind where manufacturing company was), whereas it did matter to Scandinavian respondents and they were prepared to pay more for the product to be produced within its borders. Hence it was important for them for the manufacturing to keep in land and hence improve its country’s economy. British consumer was more interested in saving money. When talking about a more high end product though, both British and Scandinavian respondents were ready to pay for quality of the product.
This research focused on consumers, and attempted to understand through primary findings if theories suggested by many scholars were applicable to consumers in real world, and consequently, if it could be linked to strategies applied by shops in England. British and Scandinavian consumers were interviewed and their answers were analysed as to support the research collected. The theory research on country-product and country-of-origin was followed by an analysis and both were used to understand if there is a link between Scandinavian products and Scandinavian region and if products sold in England have an affect on an image that the consumer has on these countries.

It was identified and proved that the British consumer does have a stereotypical visual image of Scandinavian products based primarily on their knowledge of a few brands represented in England. It was obvious that many only knew of Scandinavia, and saw high-end Scandinavian design as something they would only observe in the shop/museum/exhibition, rather than buy for home. The big difference was that Scandinavian design took a much bigger part in the Scandinavian consumer’s life whereas it played little role of importance in the life of British consumer and even though the British consumer saw Scandinavian products as products of quality, price was still more important to them. When consumers were interviewed, it was evident that Scandinavian consumers were more knowledgeable about the product, as had less stereotypical perception of it, they just saw them as objects for home, were ready to invest money in long-lasting designs and were happy to support their home producer. The British consumer in due course had a more stereotypical and more theoretical knowledge of Scandinavian product and when asked questions on generalizations found them easy to answer. Scandinavians found it difficult to generalize.  

The analysis showed that experience is not necessarily that of the individual, but individuals are influenced by the experience of others through information flows such as travels and direct contact with Scandinavian culture. By generalizing these perceptions to attributes of unfamiliar products made in this country, country image, in turn, affected British consumers’ attributes toward a Scandinavian brand (Crawford and Garland 1988; Hong and Wyer 1989; Howard 1989) or the specific product. It was identified that based on the answers, very same attributes did not have impact on the Scandinavian consumer. Hence these attributes could only be applied to the foreign or international market, and it would not work at home market.

“People’s attitudes and actions toward an object were highly conditioned by that object’s image” (Kotler, 1997). Thus, what motivated the British consumer behaviour was not the ‘true’ attributes of products but rather mental images in the minds of consumers.
6.2 Implications and future research

The danger of placing its products into tight ‘Scandinavian’ framework can be perceived as dangerous as it only targets a very specific type of consumer. But this can also be seen as a dimension that creates more room for Scandinavian brands other strategic innovations rather then new products. It opens up opportunities of offering a customer the very same product they did couple of decades before, but with new intelligent modern ‘touch’ to it. This factor in due course makes up-market products sustainable, where the consumer wants to invest money into long-lasting, and into a never-going-out-of-fashion product. Although scholars agree that this is the case with up-market, luxury brands, it will be investigated if the consumer does make decisions based on these factors. Is British consumer ready to pay a foreign manufacturer for more expensive products that claim to be durable, sustainable and, in case of Skandium, sometimes even collectible items? Based on the analysis conducted, a regular consumer is not ready to pay more for design objects, they are aware of them, they are of the value that is put in these objects, but they are not willing to invest money in them. Does the reputation and stereotypes about Scandinavia affect the British consumers’ buying decisions? This study showed and proved that it did. Many British respondents still viewed Scandinavian design as sophisticated and intelligent and had a very clear image of it in their minds. Many visited at least one of the Scandinavian countries and were familiar with these countries.

With the globalization of the economy and numerous multilateral trade agreements, more and more goods will cross borders. Therefore, companies have a stake in knowing what factors will affect the acceptance of their products in different countries. Studies should be conducted using real consumers rather than typical student samples, for increasing external validity. Demographic differences between consumers should be included to determine any patterns. 

Sometimes, it appears that country of origin of a product may not be as significant a factor in product evaluations as it has been made out to be (Elgar, 2003, 471). Is the COO effect applicable to all consumers? Are there consumers who do not care for the country of origin of the product they are considering for purchase? Can they be profiled?

Is there a relationship between per capita GNP of a nation and the image of its products overseas? In other words, will it be reasonable to say that products from countries with per capita GNP below US$1000 will be considered low quality? (Elgar 2003, 471)

What dimensions of COO are relevant under a given context? A recent meta-analysis (Verlegh and Steenkamp 1999) has identified those dimensions of the COO effect: cognitive, affective, and normative. Studies in the first category use country of origin as the cue for product quality; for example, reliability and durability signifying cognitive mechanism. The second set of studies considers country of origin as an affective mechanism that links the product to symbolic and emotional benefit including social status. The third category represents a normative process that relates country of origin to personal norms such as ‘buying domestic products is the right things to do’, since it supports the domestic economy. Most of the past studies on COO have been concerned with cognitive dimensions. Therefore, more research is needed on the symbolic and emotional aspects of country of origin (Elgar 2003, 471)

7. LIMITATIONS

There was a number of limitations that I have faced when conducting and collecting data for my research. Originally the plan was to interview consumers in the shop Skandium that sells Scandinavian products. I wanted to explore the shop closer and concentrate on more up market design product. The manager of the shop agreed to collaborate with me, but when I emailed the press office to confirm with them, they refused me the permission to distribute the questionnaire within their store. I therefore decided to concentrate on the consumer perspective and decided to concentrate on Scandinavian design in general. After distributing the questionnaire among consumers who were next to the shop provided me with very interesting outcome, they even though they were just next to the shop of Scandinavian products, they still filled their questioner with IKEA as the brand most familiar to them. It subsequently made me realise that even though the shop is there, most customers are only familiar with the shop itself and with the brands presented there. IKEA is popular among English consumer because of the price, and not many are ready to buy more expensive pieces of design. Some of the respondents agreed that Scandinavian design belongs to the gallery rather than their home. Hence it can be suggested that Scandinavian design is viewed as more expensive, larger home objects that is not relevant for regular high street consumer. 

Skandium works with all major Scandinavian manufacturers of quality interior design goods: Arabia, Artek, Asplund, Boda Nova, Carl Hansen, Cbi, David Design, Erik Jorgensen, Eva Solo, Fritz Hansen, Georg Jensen, Hackman, IForm, iittala, Lammhults, Le Klint, Louis Poulsen, Orrefors, Rosendahl, Rorstrand, Skultuna, Stelton, Tonfisk, Vola, Woodnotes and many more. They also sell goods manufactured by Knoll and Vitra. And still no British consumer named neither of these brands.

Classic objects from world renowned designers including Alvar Aalto, Poul Kjaerholm, Hans Wegner, Poul Henningsen, Arne Jacobsen an many more are to be found in our stores together with the latest products from a new generation of Scandinavian stars, such as Bjorn Dahlstrom, Thomas Sandell, Harri Koskinen, Ingegerd Raman, Ritva Puotila, Pia WallÂ»n and the trio Claesson, Koivisto & Rune. 

I was hoping that by analysing the shop’s marketing strategy, it could have helped me find the link between consumer behaviour and marketing of the shop. My initial view was that Skandium shop as a brand adds to Scandinavian design as a competitive factor. In order to be able to compete in the age of globalization, many Scandinavian brands are developing distinct designs that not only appear attractive but also carry distinctive references to the ‘character’ of the brand and hold defined core values. But these are sparsely communicated to the British consumer. All Scandinavian brands that are presented within the Skandium shop are brands in their own right, and hold different values. But when are presented together in one shop in London, they come under one brand name Scandinavian. Unfortunately, when talking to British respondents, none of them knew any of these brands or were at all interested in discussing them. Most of the respondents came to Skandium store to buy something specifically or just something they didn’t need but o they can purchase as a design object. I ended up with most of the answers from the British consumer for whom Scandinavian design was IKEA or upper end digital brands such as Bang & Olufsen. Most of the respondents answered they could see Scandinavian design as different and distinct. They viewed it as functionalistic, intelligently designed. But most of them referred to IKEA as a synonym to Scandinavian design. But I have found many articles and research confirming most of their products to be produced elsewhere, outside its borders with their head quarters based in Netherlands. But for the regular British consumer it did not matter, in contrast to the Scandinavian consumer, for who IKEA was not a major Scandinavian brand. Most of the names of IKEA are invented and refer to places in Sweden, but are produced anywhere else but Sweden. So it is easy to confirm, brands are powerful, and IKEA, as a powerful brand creates its product as Scandinavian and makes many believe it is, while authentic Scandinavian produce, that is sold by Skandium is little known to the general public and is only bought by connoisseurs of design. Many Scandinavian respondents were ready to pay more in contrast for the product to be produced within its borders when British consumer was more interested in the value for money which links perfectly to the theory where the consumer values the product better if wants to support its home economy/country. It seems that in England these ties were broken and as British economy is more open, spread out with its borders less distinct, consumer does not question the country of production as much. 

Only a relatively conservative brand can survive a long period of time without re-branding itself. Skandium, as many other Scandinavian brand names, is using same old strategies that ‘Scandinavian’ design used for over a century and one can suggest there might be a danger of loosing a consumer who is looking for new and ‘exciting’ and ‘unexpected’. But by keeping its old values, in the age where it is possible to find any kind of products, Scandinavian design still manages to surprise its consumer by its simplistic and intelligent design. Scandinavian design also has a historical advantage of a positive reputation that was shaped historically. It would have been interesting to find out if this reputation has an affect on buying decision of the customers in Skandium? Is this is the answer for Scandinavian design to be able to be a brand in its own right, is it its conservative and classic approach to design that generates products that have something in common that links all Scandinavian products and hence makes them into stronger objects? 
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APPENDECIES 

1. Questionnaire description

The questionnaire can be found at 

http://pollmill.com/f/scandinavian-design-in-the-context-of-culture-and-cultural-memory-its-market-mavp461.fullpage
This questionnaire will help identify and prove some of communication and culturally inflected patterns that are present within the notion of 'Scandinavian Design' and its cross-national position in the intercultural context. The questionnaire is open to anyone who is familiar with Scandinavian Design, i.e. have seen it, bought it, visited a display/exhibition on Scandinavian Design. The questionnaire is anonymous so please be as honest and frank as possible. When asked to give an open answer, please write as much as you like, giving suggestions, or share observations on Scandinavian design based on your country of residence, i.e cultural background etc. This questionnaire is for everyone, even if you do not have any design/art educational background. I am interested to have answers from respondents who can identify themselves as Scandinavian and who come from outside Scandinavia as it will give me an opportunity to compare answers from both perspectives (within and outside its cultural context), and to identify differences. If you do not understand any particular question, please feel free to message, email, skype or call me. I also conduct face-to-face interviews; so if you would be willing to attend one of them, also please let me know. If you could share it with as many people as possible, I would greatly appreciate it. For anyone who completes this questionnaire, I offer a free guided tour in London and a drink at the end of the day :) Thanks all for your help. 
 
The concept 'Scandinavian Design' is delineated by a material aspect as well as geographical: far from representing a cross section of Nordic design culture, the products promoted under the catchphrase- or brand-‘Scandinavian Design’ formed a particular and carefully orchestrated blend of gourmet objects selected from a very narrow segment of the region’s design practice. This clearly is to be understood in light of the concept’s origin as a promotional tool, and it is only to be expected that exhibitions of the kind through which term ‘Scandinavian Design’ gained currency for strategic reasons displayed almost exclusively objects for the home conforming to a modernist notion of aesthetic quality.

2. Questionnaire for customers of Scandinavian Design

1. Please identify your gender

a. Female b. Male

2. What is a country within Scandinavia that you are most familiar with?

a. Denmark  b. Sweden c. Norway d. Finland  e.Iceland  f. Other (please specify)

3. Have you ever visited/lived in this country/these countries?

a. I was born and raised in this country b. I have been living here  c. I have been there on vacation couple of times d. I have been there on vacation once e. I have never visited any of Scandinavian countries  f.Other (please specify)

4. How often do you buy products designed/produced in Scandinavia?

a. Once a year b. Couple of times a year c. Once a month d. Couple of times a month e. Other (Please specify)

5. Why do you buy Scandinavian design?

a. I sipport my country’s products b. It was best available on the market c. I like its simplistic design d. I know it’s good and what to expect e. I like Scandinavian approach to sustainability and functionality f. No reason

6. What are the core values of Scandinavian Design do you recognize? 

a. Quality  b. Long lasting  c. Specializing in quality products for home  d. Green  e. Sustainable f. Well designed  g. Nice colours  h. Clever, well thought design  i. Clean Design  j. Simplistic k. Functionalistic  l. Bold colours m. Expensive

7. Scandinavian Designs mostly incorporate bold, simple colours. Do you agree?

a. Strongly agree b. Agree c. Disagree d. Do not know e. Other (Please specify)

8. Products designed/produced in Scandinavia are often highly well-though- through products with clever incorporations and attention to small detail. Do you agree?

a. Strongly agree b. Agree c. Disagree d. Do not know e. Other (Please specify)

9. Products designed/produced in Scandinavia often use very modern, interesting materials that are easily identifiable on the market . Do you agree?

a. Strongly agree b. Agree c. Disagree d. Do not know e. Other (Please specify)

10. Scandinavian products are often advertised in the natural setting, surrounded by nature, large open spaces. Do you agree?

a. Strongly agree b. Agree c. Disagree d. Do not know e. Other (Please specify)

11. Do you think of Scandinavian nature, weather (long dark white winters and light green summers), its pace of life, values of home and peace as core values of Scandinavian counties?

a. yes b. no (please specify, what other Scandinavian values you can think of?)

12. Do you think of this country/these countries large open spaces, unspoiled nature, large green (in the summer) and white (in the winter) spaces when you buy a product marketed as Scandinavian? 

a. Never  b. yes c. Never thought about it, but maybe d. Do not think so

13. Do you think that designs that come out of Scandinavia are representative of its countries?

a. Yes, it says a lot about country’s way of living, working and everyday life b. No, design has nothing to do with reality, i.e. everyday life c. Never thought about it, but maybe d. Do not think so

14. Do you know that Scandinavian countries are ones of the most expensive countries to live in? Does it affect how much you ready to pay for the product marketing itself as ‘Scandinavian’?

a. Price is most important to me, I wouldn’t have bought it if it costs more than other products on the market  b. I am ready to pay more because I know it is quality design and it will last  c. I have always been buying  ‘Scandinavian Design’ because I know it is good and I do not question why  d. I don’t know 

15. How important to you for Scandinavian products to be designed and produced within its borders?

a.It is very important to me, I am ready to pay more for Scandinavian product to be designed  and produced within its borders b. I don’t mind where products are produced , as long as they designed by designers/companies within Scandinavia c. I don’t mind where products are designed/produced, as long as they still share core Scandinavian values of its quality and design 

16. Do you see a particular product of design as a separate equity (you simply find it useful and needed it at home) or as a part of a larger image you identify with the product, i.e. lifestyle, status, equality, relationships etc.

a.I but it because I need it b. I but it because I need it c. I like Scandinavian values incorporated in products so I buy it d. I don’t know

17. Have you ever visited an exhibition of any Scandinavian Design (furniture, jewellery, home appliances) or just went to a store to just look around (not buy) because you cannot afford / do not need to buy?

a. Yes many times, it is great for inspiration, to learn more about Scandinavian Design’s context, history and to see current trends etc b. I like exhibitions but I wouldn’t go and see Scandinavian Design exhibition, i.e. I like / buy it but don’t need to see it at exhibitions c. No, I never visit such exhibitions, I don’t understand why you need to look at it at exhibitions when you can buy it in the shop d. I never visit such exhibitions / I do not know
18. Did you find any of the products exhibited at one of your visited exhibitions similar/familiar to the ones you bought in the past/ already own/would like to buy?
a. Yes, all the time, many products exhibited look just like the ones I can buy in store/online store b. I do know that these exhibition are historical records / marketing tools and just go there for inspiration, I do not want to buy these products in the future c. I don’t know / I have never visited such exhibition / display
Open questions

19. Please name any number of specific Scandinavian brands that come to your mind?

20. Do you have anything else to say about Scandinavian Design as such, please share?

3. Questionnaire’s results (online version printout)

4. Questionnaire’s results (open ended questions results)
5. Total Findings – Excel Spreadsheet

6. UK Respondents only

7. Scandinavian Respondents only
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