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Abstract : This study aims to purpose  a conceptual model for developing the 

relationships between marketing claims, product quality, and Brand Country-Of-Origin 

(BCO) Image effect. To engage consumer toward purchasing national brands, 

concerned companies should build this type of image (i.e., BCO). Integrated marketing 

communications-based on messages consistent strategy through pertinent channels can 

effect Brand Country-Of-Origin Image caracteristics positively. As well, Credibility of 

marketing claims supported by perceived quality which resulted from tangible and 

intangible attributes levels can effect this image. 

Keywords: Messages Consistency ; Perceived Quality ; Satisfaction ; Brand 

Associations; Brand Country-Of-Origin Image. 
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