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Al Lettore, 

 

questo volume accoglie i full paper del Convegno Sinergie-Sima 2017 Value co-creation: le sfide di 

management per le imprese e la società, Università di Napoli Federico II, 15-16 giugno 2017. 

 

Lo scopo del Convegno è discutere un punto di vista alternativo sul management che restituisca il 

senso della complessità e della dinamicità dei fenomeni aziendali e sociali. Questa prospettiva è 

proposta per sfuggire alla visione positivista e paradigmatica della scienza attraverso l’adozione di 

un presupposto ontologico che vede il management agire in termini di co-creazione del valore, co-

creazione che si svolge in una realtà molteplice, costruita dagli attori e socialmente interdipendente. 

 

Al fine di cogliere la complessità emergente, studi recenti sui mercati, sui comportamenti dei 

consumatori, sulla strategia e sull’organizzazione delle imprese si sono affermati nelle scienze 

sociali spingendo le aziende e gli studiosi ad andare oltre la miopia della visione neoclassica della 

realtà come dato oggettivo e compiutamente conoscibile. C'è una richiesta di teorie e pratiche di 

management basate su un approccio alla ricerca in cui le pratiche sociali - l'ordinamento delle 

attività umane nello spazio e nel tempo - rendono il mondo continuamente costruito e ricostruito da 

individui e gruppi in interazione con elementi non-umani (ambiente fisico, oggetti) per (co)-creare 

valore reciproco. 

 

Attraverso contributi teorici, analisi empiriche, esperienze e riflessioni sviluppate dal punto di vista 

degli studi di management, il Convegno si propone quindi di esaminare modelli di co-creazione di 

valore in grado di portare i ricercatori, i manager, i decisori, i professionisti e gli studenti ad una 

comprensione più profonda del management nell’attuale contesto sociale ed economico in continuo 

cambiamento. 

 

 

Claudio Baccarani,   Marco Frey,   Gaetano M. Golinelli,   Alberto Pastore  e  Paolo Stampacchia 
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Cari Lettori e Convegnisti, 

 

il call for paper del Convegno Sinergie-Sima 2017 ha previsto la possibilità di presentare extended 

abstract oppure full paper. In totale sono pervenuti in redazione 59 extended abstract e 86 full 

paper.  

 

Per gli extended abstract, la valutazione dei contributi ricevuti è stata operata dal Comitato 

Scientifico in base alla coerenza con il tema del Convegno e alla chiarezza dei contenuti proposti. 

 

Per i full paper, la procedura di valutazione dei contributi è stata condotta secondo il meccanismo 

della peer review da parte di due referee anonimi, docenti universitari ed esperti dell’argomento, 

scelti all’interno dell’Albo dei Referee della rivista Sinergie.  

 

In particolare, i referee hanno seguito i seguenti criteri nella valutazione dei contributi: 

- chiarezza degli obiettivi di ricerca, 

- correttezza dell’impostazione metodologica, 

- coerenza dei contenuti proposti con il tema/track del convegno, 

- contributo di originalità/innovatività, 

- rilevanza in relazione al tema/track del convegno, 

- chiarezza espositiva, 

- significatività della base bibliografica. 

 

L’esito del referaggio ha portato a situazioni di accettazione integrale, accettazione con 

suggerimenti e non accettazione. In caso di giudizio discordante la decisione è stata affidata alla 

Direzione Scientifica. Ogni lavoro è stato poi rinviato agli Autori completo delle schede di 

referaggio per la valutazione delle modifiche suggerite dai referee, verificate in seguito dalla 

Redazione della rivista Sinergie. 

 

A seguito del processo di valutazione sono stati accettati 76 degli 86 lavori proposti come full 

paper. Di essi 64 sono accolti nel volume dedicato ai full paper mentre i restanti 12 in quello 

dedicato agli extended abstract poiché valutati come contributi da sviluppare ulteriormente. Inoltre, 

sono stati accettati 53 dei 59 extended abstract ricevuti. 

 

I full paper e gli extended abstract sono pubblicati in due distinti volumi. In questo volume dedicato 

ai full paper, i contributi accettati sono presentati in base all’appartenenza alle seguenti track: 

 

- Business model innovation 

- Conoscere il cliente per ricercarne l’engagement 

- Co-creation in branding 

- Brand co-creation e comunicazione di marketing 

- Stakeholder engagement, well-being for customers and society 

- Opportunità, risorse e competenze nell’economia digitale 

- Innovation in practice 

- Modelli di business aperti e collaborativi 

- Discovering value along the value chain 

- Customer engagement 

- Il comportamento manageriale tra prassi e best practice 

- Open and collaborative business models 

- Management innovation 

- La pluralità dei percorsi strategici per la co-creazione di valore 

- Digital technology, a disruptive innovation for value creation and co-creation 

- Shareholder, stakeholder e territorio per la produzione di valore 
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- Evidence of value co-creation 

- L’innovazione possibile nelle imprese italiane 

- Drivers of business and social performance 

- Value co-creation in internal and external networks 

- Merger & acquisition, financial value creation 

- Value co-destruction: from threats to opportunities 

 

Tutti i full paper di questo volume sono stati presentati e discussi durante il Convegno e pubblicati 

online sul portale della rivista Sinergie (www.sinergiejournal.it). 
 

Nel ringraziare tutti gli Autori per la collaborazione ci auguriamo che questo volume contribuisca a 

fornire un avanzamento di conoscenze sulla co-creazione di valore e sulle connesse sfide di 

management per le imprese e per la società. 
 

La Direzione e il Comitato Scientifico 
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Value creation in foreign markets: 

wine importers and their Country of Origin Proclivities 
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Objectives. Country-of-origin effect (COO) has long been recognized as an important topic in the literature 

(Phau and Chao, 2008). Its existence is indisputable, and the factors that affect it are many and carefully studied.  

However, the emphasis has always been on the ultimate consumer and how they react to foreign products they might 

purchase. What has heretofore been overlooked is how COO affects the behavior of importers, distributors and 

retailers (Koschate-Fischer et al., 2012; Chen et al., 2011; Insch et al., 2011). Retailers have been analyzed in a recent 

research, focused on the analysis of the perception of Made in Italy by US retailers (Reardon et al., 2017). Also 

importers are fundamental intermediaries in the export process and their role in the value creation process is more 

critical when they sell branded products. In fact, they have the responsibility to convey to their final clients the brand 

value of a foreign product (Pegan and Vianelli, 2013). Manufactures that invest in a positive COO to create value in 

foreign markets (Golinelli, 2012; Marino and Mainolfi, 2013; Napolitano and Marino, 2016; Pegan and Vianelli, 

2016) should understand importers behavior in relation to COO. 

From a methodology perspective, it seems possible to identify a parallelism between consumers and importers, 

with the goal to investigate the influence exerted by the COO effect on their buying behavior. Early studies demonstrate 

how both consumers and importers share various aspects related to preferences and product choice decisions (Sheth, 

1973). Even if importers can be considered more rational, due to a lower degree of information asymmetry (Alpert et 

al., 1997), however it is predictable that the COO effects could exist, even if with a lower intensity, and should have the 

same sign of those effects identified in consumers’ purchase intentions. 

The factors that affect importers are more varied than those studied in relation to consumers and may differ when 

considering value and premium products, corresponding to a low and high involvement respectively. Importers are 

influenced to a great degree by how well products match their product portfolio, the margins the product can produce 

and its ultimate saleability (Levy and Weitz, 2007), whereas consumers are more likely concerned with performance 

and affective characteristics of their new possessions. In some cases, the COO can represent for consumers the unique 

element of symbolic distinction and a guarantee of its quality, especially when a product’s origin is typical of a specific 

country and there is a favorable and strong product-country match (Roth and Romeo, 1992; Roth and Diamantopoulos, 

2009; Vianelli and Pegan, 2014). Hence also importers, with the goal to satisfying their business clients, could be 

influenced by product typicality and driven to consider the distinctive attributes of a country in relation to a specific 

product category. 

Importers have numerous considerations for their assortment management. They are buying for an audience of 

varied clients, not an individual, so must purchase what they think will be popular with their target segments (Levy and 

Weitz, 2007). Importers to some degree screen the selections that clients and consumers will have in the store or at a 

restaurant, acting as “gatekeepers” (Sternquist, 1994), so the attendance of importers to COO cues is important to 

identify regarding consumer choice. In fact, considering the high number of products offered every year to importers, 

only a small part will reach the retailers’ shelves and the horeca clients, ready to be further evaluated by final 

consumers (Alpert et al., 2001). From this perspective it is also important to consider importer’s innovativeness, 

because it is predictable that the higher the propensity to innovate, the higher the possibility that the importer will try 

products of the new emerging countries, demonstrating that COO is highly considered in trailing new products. More 

specifically, the hypotheses below, illustrated in the conceptual model described in Figure 1, will show how these 

relationships are expected to develop. 
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Fig. 1: Conceptual Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Source: compiled by authors 

 

H1a: Country of origin image (COO) will have a positive impact on importers’ likelihood of stocking a premium 

product. 

H1b: COO will have a positive impact on importers’ likelihood of stocking a value product. 

H2a: The region typicality of the product line will have a positive effect on the retail buyer’s likelihood of trying a 

premium product. 

H2b: The region typicality of the product line will have a positive effect on the retail buyer’s likelihood of trying a 

value product. 

H2c: The region typicality of the product line will have a positive moderating effect on COO and its effect on 

importer’s likelihood of trying a premium product. 

H2d: The region typicality of the product line will have a positive moderating effect on COO and its effect on the 

importer’s likelihood of trying a value product. 

H3a: The innovativeness of the importer will have a positive effect on the importer’s likelihood of trying a 

premium product. 

H3b: The innovativeness of the importer will have a positive effect on the importer’s likelihood of trying a value 

product. 

H3c: The innovativeness of the importer will have a positive moderating effect on the importer’s likelihood of 

trying a premium product. 

H3d: The innovativeness of the importer will have a positive moderating effect on the importer’s likelihood of 

trying a value product. 

H4a: The marginal effect of the region typicality of the product line on the retail buyer’s likelihood of trying a 

value product is higher for premium rather than value products. 

H4b: The moderating effect of the region typicality of the product line on COO is higher for premium rather than 

value products. 

 

Methodology. This study, that is still work in progress, carries out an analysis of the role of COO in the decision 

making process of wine importers. More specifically, made in Italy wine and the US importers have been considered in 

the analysis. In fact, made in Italy wine is mainly exported by small and medium companies aiming to grow in foreign 

markets but facing, especially in the US market, a high complex macro and micro-environment. Laws (three tier 

system), intensity of competition and market segmentation impose the use of independent importers. The latters operate 

in a market where the link with a specific country (COO) and/or Region (Place of Origin) represent one of the 

distinctive attributes of the wine production (Bruwer, Johnson, 2010). The study is based on the development and 

administration of a self-administered questionnaire sent to importers in the US. The hypotheses will be tested through 

structural equation modeling. Construct measures for this research were derived from existing literature (Table 1). 

H1a 

H1b 

H2a 

H2b 

H2c 

H2d 
H3a 

H3b 

H3c 

H3d Propensity to buy 
a premium 

product 

Propensity to 
buy a value 

product 

 

Importer 
innovativeness Place of origin 

(region typicality) 

Cognitive and Affective 
Macro Country Image 

Micro Country Image 
 – Product Image 

COO Price line 

H4a 

H4b 
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Tab. 2: Operational measures 
 

Construct/Items* 

Macro Image_ Cognitive Country Image (adapted from Martin, Eroglu, 1993, p15; Hertz et al., 2013) 

Semantic Differential 7 point scale - Please rate the image you have of Italy on each of these characteristics: 

1. Less industrialized… Highly Industrialized  
2. Unstable economic environment… Stable economic environment 

3. Low standard of living… High standard of living 

4. Low level of technological research…High level of technological research 
5. Handcrafted products…Mass produced products 

6. Production of low quality products…Production of high quality products 

7. Unstable political environment…Stable political environment 

Macro Image _Affective Country Image (adapted from Laroche et al., 2005, p.114; Li et al., 2014, p. 91) 
Semantic Differential 7 point scale - Please rate the image you have of Italy on each of these characteristics: Italian people are: 

1. Not-Trustworthy people…Trustworthy people  
2. Not friendly people…Friendly people  

3. Not Hard working people…Hard working people 

4. Not likeable people…Likable people  
5. Not cooperative people…Cooperative people 

Overall country perception and liking (adapted from Herz, Diamantopoulos, 2013, p.415; Liu, Johnson, 2005, p. 91) 

Likert 7 point scale - Rate the perception and liking you have about:  

1. Italy (as a whole) 
2. Made in Italy food & beverage  

3. Made in Italy wine 

Micro country Image_ Product Image (Pappu et al., 2007, p. 742) 
Likert 7 point scale - Please evaluate the following statements on a scale of 1 (strongly disagree) to 7 (strongly agree). Italian wine has/is: 

1. Excellent quality workmanship 

2. Technically advanced 
3. Innovative 

4. A product that I am proud to own 

5. Supported by lot of marketing  
6. Has Recognizable brand names 

7. Reliable quality  

8. Expensive 
9. High status 

10. Excellent finish 

11. Dependable 
12. Up market 

Innovativeness (adapted from Hurley, Hult p. 49; Kibbeling, et al., 2013, p. 515; Goldsmith, Hofacker 1991, p. 209).  

Likert 7 point scale. Please evaluate the following statements on a scale of 1 (strongly disagree) to 7 (strongly agree):  
1. I’m always ready to introduce new wines based on market research results 

2. I actively seek innovative wines 

3. People are penalized for new ideas that don’t work 
4. Innovation in my company is perceived as too risky and is resisted 

5. Probably, I am among the first in my business to buy a new wine when it appears. 

6. If I heard that a new wine was available in the market, I would be interested enough to investigate it. 
7. Compared to other importers I carry a lot of variety of wines in my assortment 

8. I know the introduction of new types of wines before other Importers do 

Brand Typicality (Loken, Ward, 1990) 

7 point Likert scale - The line of Merchandise that I am responsible for is  
1.Representative of Italy 

2. Typical of Italy 

3. A good example of brands from Italy 

Product Typicality – (Loken, Ward 1990; Hamzoui, Merunka, 2006)* 

Likert 7 point scale. Please evaluate the following statements on a scale of 1 (strongly disagree) to 7 (strongly agree):  

1. Nebbiolo (Barolo, Barbaresco) is a typical of Italian wine 
2. Nebbiolo ( Barolo, Barbaresco) is representative of  Italian wine 

3. Nebbiolo (Barolo, Barbaresco) is a good example of Italian wine 

4. In US Nebbiolo (Barolo, Barbaresco) is naturally* associated with Piedmont Region 

Endogenous Variables 
 

Please indicate which of the following product / price combinations you would be most likely or unlikely to examine/trial/purchase for inclusion in 
your line. 7 Point scale (Least Likely…. Most Likely) 

1. Under 4 $ (EXW price)  - Italian wine 

2. 4-8 $ (EXW price)  - Italian wine 
3. 8-12 $ (EXW price)  - Italian wine 

4. Over 12 $ (EXW price)  - Italian wine  
 

Please indicate which of the following product combinations you would be most likely or unlikely to examine/trial/purchase for inclusion in your line. 
7 Point scale (Least Likely…. Most Likely)* 

1. Under 10 $  (EXW price)  - Nebbiolo (Barolo, Barbaresco)  

2. 10-20 $ (EXW price)  - Nebbiolo (Barolo, Barbaresco)  
3. 20-30 $ (EXW price)  - Nebbiolo (Barolo, Barbaresco)  

4. Over 30 $ (EXW price)  - Nebbiolo (Barolo, Barbaresco) 
 

*Replicated for: Pinot Grigio and San Giovese (Brunello di Montalcino) 

 

Source: compiled by authors 
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Findings. The research is a work in progress. By now, we have developed the conceptual model, we have 

submitted the questionnaire and we have reached about half of the required sample size. 

Research limits. The focus was the wine industry and the US markets, but it would be important to examine in the 

future the applicability of our hypotheses across some different industries and different countries. 

Practical implications. The findings will provide many managerial implications to manufacturers that can get 

more information on importers’ behavior, useful to create higher value for the company when selling to foreign 

countries.  

Originality of the study. Despite the rich research carried out in the last three decades about the influence of 

COO on consumers’ purchase decision, little empirical work has focused on the understanding of how COO influence 

the behavior of importers, providing useful insights to companies that use COO to create value in foreign markets. This 

research extends current knowledge by examining the COO effect further up the supply chain, in addition to 

considering the place of origin of the product. The research wants to contribute to the extant literature of COO in 

several ways. First, the analysis wants to investigate what effect does COO have on importers’ purchase intentions and 

if this effect varies between premium and value products. The second intended contribution of this research is to 

measure in which way region typicality of the product could affect importers’ intentions. Third, the analysis has the aim 

to explore if the innovativeness of the importers will have a positive moderating effect on COO and Region Typicality 

and their effect on the importers’ likelihood of trying a value and/or a premium brand. 

 

Key words: Country of Origin; Place of Origin; Importers; Exports; wine; buying intentions 
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