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Abstract : The purpose of the paper is to investigate the effects of religiosity and subjective knowledge towards initial trust
that  a  consumer  has  towards  a  product  manufacturer.  Since  globalization  enters  the  point  of  no  return,  it  should  be
acknowledged that further exploration of country of origin image, its influences and possible limiting factors is imperative. This
model aims to broaden COO-related research, especially related to different product categories based on the perception of
consumers in emerging markets. The study employs quantitative method, aiming to involve 200 Indonesian respondents to
evaluate different product categories (food/apparel). Relationships between variables are evaluated using structural equation
modeling. It is expected that subjective knowledge will  have significant influence towards initial trust that an individual
possesses towards food products. A major contribution of this study will be the inclusion of religiosity and subjective knowledge
in the country of origin study’s body of knowledge. Companies are also expected to benefit from the study as the acceleration
of globalization may again repose the question of whether companies should market their product using similar strategies
across  different  countries  or  different  ones.  Religiosity  dimension is  expected to  add values  to  international  marketing
literature concerning emerging economies in particular,  as many companies view the emerging economies as promising
markets.
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