Appendix
Appendix A: Survey Instrument
Section A: Demographic Information (5 items)
1. Nationality
☐ Saudi ☐ Non-Saudi
2. Age group
☐ 18–24 ☐ 25–34 ☐ 35–44 ☐ 45–54 ☐ 55+
3. Gender
☐ Male ☐ Female ☐ Prefer not to say
4. Monthly income level
☐ Prefer not to say ☐ Low ☐ Lower-middle ☐ Middle ☐ Upper-middle ☐ High
5. Car purchase experience (last 5 years)
☐ Purchased a car ☐ Considered purchasing but did not buy ☐ No purchase consideration
Response Scale for Sections B–E (5-point Likert)
1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
Section B: “Made in Saudi” Label Perception (COO Cue)
COO1. When I see “Made in Saudi” on an automotive product, it shapes my impression of the product.
COO2. The “Made in Saudi” label increases the product’s credibility.
COO3. The “Made in Saudi” label makes the product feel more trustworthy.
COO4. The country-of-origin label influences my overall evaluation of the product.
Section C: Perceived Quality & Credibility
QC1. Saudi automotive products are likely to be high quality.
QC2. Saudi automotive products appear reliable and well-engineered.
QC3. I consider Saudi automotive brands credible in the automotive market.
QC4. I believe Saudi automotive products can meet international standards.
QC5. Overall, the perceived quality of Saudi automotive products is high.
Section D: Perceived Risk
PR1. Buying a Saudi automotive product would involve a high level of uncertainty.
PR2. I worry about performance problems if I buy a Saudi automotive product.
PR3. I worry about maintenance/service availability for Saudi automotive products.
PR4. I worry about resale value if I buy a Saudi automotive product.
PR5. Overall, purchasing a Saudi automotive product feels risky.
Section E: Purchase Intention
PI1. I would consider buying a Saudi automotive product if it meets my needs.
PI2. I intend to purchase a Saudi automotive product in the future if available in my market.
PI3. I would choose a Saudi automotive product over alternatives with similar price/features.
PI4. I would recommend Saudi automotive products to others if my evaluation is positive.
PI5. The likelihood that I would purchase a Saudi automotive product is high.
Appendix B: Tables
Table 1. Reliability of Measurement Scales
	Dimension
	Number of Items
	Cronbach’s Alpha (α)

	Country-of-Origin Perceptions (COO)
	4
	0.850

	Perceived Quality and Credibility (QC)
	5
	0.867

	Perceived Risk (PR)
	5
	0.881

	Purchase Intention (PI)
	5
	0.869

	All Likert Items Combined
	19
	0.738



Table 2. Demographic Profile of Respondents (N = 270)
	Variable
	Category
	n
	%

	Nationality
	Saudi
	198
	73.3

	
	Non-Saudi
	72
	26.7

	

Age group
	18–24
	33
	12.2

	
	25–34
	80
	29.6

	
	35–44
	83
	30.7

	
	45–54
	42
	15.6

	
	55+
	32
	11.9

	
Gender
	Male
	172
	63.7

	
	Female
	94
	34.8

	
	Prefer not to say
	4
	1.5

	

Monthly income
	Low
	30
	11.1

	
	Lower-middle
	44
	16.3

	
	Middle
	80
	29.6

	
	Upper-middle
	52
	19.3

	
	High
	33
	12.2

	
	Prefer not to say
	31
	11.5

	
Car purchase experience (last 5 years)
	Purchased a car
	148
	54.8

	
	Considered purchasing but did not buy
	76
	28.1

	
	No purchase consideration
	46
	17.0



Table 3. Descriptive Statistics for Study Variables (N = 270)
	Item
	Minimum
	Maximum
	Mean
	Std. Deviation

	COO1
	1
	5
	4.11
	0.920

	COO2
	1
	5
	4.14
	0.946

	COO3
	1
	5
	4.14
	0.952

	COO4
	1
	5
	4.18
	0.957

	QC1
	1
	5
	4.22
	0.938

	QC2
	1
	5
	4.18
	0.929

	QC3
	1
	5
	4.16
	0.918

	QC4
	1
	5
	4.21
	0.873

	QC5
	1
	5
	4.20
	0.934

	PR1
	1
	5
	2.89
	1.157

	PR2
	1
	5
	3.02
	1.163

	PR3
	1
	5
	2.87
	1.128

	PR4
	1
	5
	2.89
	1.204

	PR5
	1
	5
	2.91
	1.173

	PI1
	2
	5
	4.24
	0.902

	PI2
	2
	5
	4.23
	0.876

	PI3
	1
	5
	4.28
	0.859

	PI4
	1
	5
	4.29
	0.849

	PI5
	1
	5
	4.28
	0.889



Table 4. Regression Results for H1 (DV: QC_Mean; IV: COO_Mean; N = 270)
	Component
	Statistic
	Value

	

Model fit
	R
	0.544

	
	R²
	0.295

	
	Adjusted R²
	0.293

	
	Std. Error of Estimate
	0.62434

	
	F(df)
	112.384 (1, 268)

	
	p-value
	< .001

	Coefficients
	Constant (B, SE, t, p)
	2.061, 0.205, 10.058, < .001

	
	COO_Mean (B, SE, β, t, p)
	0.515, 0.049, 0.544, 10.601, < .001



Table 5. Regression Results for H2 (DV: PI_Mean; IV: COO_Mean; N = 270)
	Component
	Statistic
	Value

	


Model fit
	R
	0.374

	
	R²
	0.140

	
	Adjusted R²
	0.137

	
	Std. Error of Estimate
	0.65834

	
	F(df)
	43.701 (1, 268)

	
	p-value
	< .001

	Coefficients
	Constant (B, SE, t, p)
	2.862, 0.216, 13.248, < .001

	
	COO_Mean (B, SE, β, t, p)
	0.339, 0.051, 0.374, 6.611, < .001



Table 6. Path a Model (DV: PR_Mean; IV: COO_Mean; N = 270)
	Indicator
	Value

	R²
	0.016

	F(df)
	4.480 (1, 268)

	p-value (model)
	0.035

	COO_Mean (B, SE, β, t, p)
	-0.157, 0.074, -0.128, -2.117, 0.035


Table 7. Total Effect Model c (DV: PI_Mean; IV: COO_Mean; N = 270)
	Indicator
	Value

	R²
	0.140

	F(df)
	43.701 (1, 268)

	p-value (model)
	< .001

	COO_Mean (B, SE, β, t, p)
	0.339, 0.051, 0.374, 6.611, < .001


Table 8. Direct + Mediator Model (DV: PI_Mean; IVs: COO_Mean, PR_Mean; N = 270)
	Indicator
	Value

	R²
	0.361

	F(df)
	75.272 (2, 267)

	p-value (model)
	< .001

	COO_Mean c′ (B, SE, β, t, p)
	0.284, 0.045, 0.314, 6.358, < .001

	PR_Mean b (B, SE, β, t, p)
	-0.350, 0.036, -0.473, -9.592, < .001
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