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Abstracts: This article discusses several issues related to the size
sources typology and basic characteristics of new Chinese migrants in Africa
with a focus on Zambia. It analyzes the quo and tendency of Overseas Chinese’
relationship with Zambian society. The main argument is that ordinary new Chi-
nese migrants not only experience and witness the development of Sino-African
relations but that their economic and social activities have significant impacts on
the local society ~which directly impacts the healthy development of Sino-Afri—
can relationship.

Key words: Africa; Overseas Chinese; Zambia; Sino-African relations

An Exploration of the Country of Origin Effect for Chinese Products
in the Tanzanian Market

Ombeni Nanyaro  Master Student of theSchool of Management
Zhejiang University

Abstract: Consumers” willingness to buy products is affected by the factor
of country of origin through research questionnaires it focuses on the country
of origin effects of the Chinese products in the Tanzanian market to understand
Tanzanian consumers’ perception of China and Chinese products and their
sensitivity of brand and price and to analyze the relevance between these fac—
tors and the country of origin effect. The results shows that: the perception of
Chinese development level has significant positive correlation both with image of
China and Chinese products’ country of origin effect; Price perception of Chi-
nese products is negatively correlated with the country of origin effects; ease of
access to Chinese products has a positive correlation with the country of origin
effect; Brand sensitivity and price sensitivity have no significant correlation
with the country of origin.

Key words: Consumers’ Purchase Intention; Country of Origin Effect;

Chinese Products; Tanzanian Market
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