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Introduction 
 

In a globalized world consumers are constantly bombarded with images for products or 

services. “Inevitably the existence of images leads to the stereotyping of objects” 

(Pacheco 1995 p1). Consumers often associate images with things or places, and mar-

keters use these images that consumers already know to make them believe they are 

selling one thing even if it isn’t what they say it is. The study from Fishbein and Ajzen  

(1975) suggests that images create beliefs and these beliefs create attitudes. Therefore 

marketers use specific images in different products categories.  

 

Differentiation is a priority for all companies and they differentiate their products from 

the competition by focusing on both physical characteristics (e.g., taste, design, fit) and 

nonphysical characteristics (e.g., price, brand name, COO) of a product (Zeugner-Roth 

et al. 2008). Evidence presented by many authors suggests that the brand name and 

brand image are more important than products features (physical characteristics). The 

features of a product can be easily copied but the beliefs in a brand held by consumers 

are very difficult to change.  

 

Another important area of study is the country of origin (COO) effect also known as the 

“made-in” effect. For a lot of products country image plays a big role in the people’s 

attitudes toward a product, and the companies have realized strategies using the pros of 

a country image to attract a client. The inscription “Made in”, “designed in” the colors 

of the package, and the name or letters are instruments that a consumer judges before 

the purchase decision. Consumers often stereotype products from some countries in 

their evaluation of the product. Researches have found that the name of a country can 

change the attitude of a person towards products and brands (Papadopoulus 1993). Ber-

nard Arnault (1995 p116), the CEO of Louis Vuitton Moët Hennessy, the world’s big-

gest luxury group said "We don't produce in China, we sell there…in our sector you 

need a European identity, and that means producing here." Marketers are using the im-

age of countries on convenient product categories to attract clients.  
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The country image can be so influential on consumers’ minds that some marketers use 

foreign images or names to brand the products they want to sell. Foreign branding, “the 

strategy of spelling or pronouncing a brand name in a foreign language” (Leclerc et al 

1994 p263), is not a new strategy but overused in today’s markets. Foreign branding is 

now not only the name of the brand; it is the package, colors, and all the other non-

product-related attributes.  

 

Germany is a country with people from all over the world and therefore the country has 

products from almost all the countries. It is the country with the most quantity of for-

eigners in the European Union. In 2009 there were more than 16 million people with 

migration background (Welt online 2010).  As a foreigner, one always wants to know 

what do people think about your home country, what is the people attitude toward the 

country and the products made in this country? 

 

In any supermarket or discounter in Germany people can find products saying “Mexi-

co”, “Mexicana” “Mexikanische style” or showing some characteristics of Mexico, col-

ors, letters, the package form, etc. Looking deeply these “Mexican” products, one can 

see that they don’t contain anything Mexican at all. Also in Germany there are a lot of  

“Mexican Restaurants” with Mayan and/or Aztec decoration including cactus plants, 

some of them have sombreros around the place, however they don’t serve any Mexican 

dish. These restaurants are just using the Mexican culture or name to be more attractive 

and catchier. Are they getting more costumers because they are “Mexicans?” 

 

 

The objectives of this is study are thus three: 

1. To find what Germans believe about Mexico (Country Image). 

2. To expose what it is really Mexican in Germany. 

3. To investigate if the image or brand “Mexico” is being diluted by foreign brands 

and products that are not Mexican and/or that don´t contain anything from Mex-

ico.  
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In the section that follows is the review of the theoretical literature relevant to the issues 

outlined above followed by the description of Mexico, Mexican brands and products 

and then the beliefs of Germans about Mexico. The paper concludes with the implica-

tions and moves on to suggestions for Mexico (government, people and companies) and 

companies that use the image from other countries including Mexico.  

 

 


