BAB V

PENUTUP

5.1. Kesimpulan

Merujuk pada hasil pengujian yang telah dilakukan oleh peneliti, dapat

disimpulkan bahwa:

1. Negara Asal tidak berpengaruh terhadap Niat Beli Ulang. Hal ini
dikarenakan nilai p-value yang diperoleh sebesar 0,097 (p-value < 0,05)
dan nilai t-statistics sebesar 1,662 (>1,96) sehingga bisa dikatakan
bahwa negara asal tidak berpengaruh secara signifikan terhadap niat
beli ulang.

2. Negara Asal berpengaruh terhadap Citra Merek. Hal ini dikarenakan
nilai p-value yang diperoleh sebesar 0,000 (p-value < 0,05) dan nilai t-
statistics sebesar 11,927 (>1,96) sehingga bisa dikatakan bahwa negara
asal memengaruhi citra merek secara signifikan.

3. Negara Asal berpengaruh terhadap Sikap Terhadap Merek. Hal ini
dikarenakan nilai p-value yang diperoleh sebesar 0,000 (p-value < 0,05)
dan nilai t-statistics sebesar 5,265 (>1,96) sehingga bisa dikatakan
bahwa negara asal memengaruhi sikap terhadap merek secara
signifikan.

4. Citra Merek berpengaruh terhadap Niat Beli Ulang. Hal ini dikarenakan
nilai p-value yang diperoleh sebesar 0,004 (p-value < 0,05) dan nilai t-
statistics sebesar 2,864 (>1,96) sehingga bisa dikatakan bahwa citra

merek memengaruhi niat beli ulang secara signifikan.
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5. Citra Merek berpengaruh terhadap Sikap Terhadap Merek. Hal ini
dikarenakan nilai p-value yang diperoleh sebesar 0,000 (p-value < 0,05)
dan nilai t-statistics sebesar 4,941 (>1,96) sehingga bisa dikatakan
bahwa citra merek memengaruhi sikap terhadap merek secara
signifikan.

6. Sikap Terhadap Merek berpengaruh terhadap Niat Beli Ulang. Hal ini
dikarenakan nilai p-value yang diperoleh sebesar 0,000 (p-value < 0,05)
dan nilai t-statistics sebesar 7,784 (>1,96) sehingga bisa dikatakan
bahwa sikap terhadap merek memengaruhi niat beli ulang secara
signifikan.

7. Citra Merek memediasi pengaruh Negara Asal terhadap Niat Beli
Ulang. Hal ini dikarenakan p-value sebesar 0,007 < 0,05 dan t-statistic
sebesar 2,700 (>1,96) sehingga dapat dikatakan bahwa citra merek
memediasi pengaruh negara asal terhadap niat beli ulang.

8. Sikap Terhadap Merek memediasi pengaruh Negara Asal terhadap Niat
Beli Ulang. Hal ini dikarenakan p-value sebesar 0,000 < 0,05 dan t-
statistic sebesar 4,313 (>1,96) sehingga dapat dikatakan bahwa sikap
terhadap merek memediasi pengaruh negara asal terhadap niat beli

ulang.

5.2. Implikasi Manajerial

Berdasarkan analisis yang sudah dilakukan oleh peneliti, diharapkan
penelitian ini bisa bermanfaat bagi perusahaan Samsung, influencer, dan

reviewer teknologi, dan pihak lainnya. Penelitian yang akan mengkaji topik
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yang selaras, dan pihak-pihak lainnya untuk meningkatkan citra negara Korea
Selatan, serta mengembangkan sikap konsumen terhadap merek dan citra
merek dikarenakan kedua variabel ini menjadi variabel yang paling penting
untuk memicu niat beli ulang. Setelah itu, peneliti ingin mengajukan beberapa

saran berikut ini:

1. Untuk Perusahaan Samsung, sebaiknya menjaga konsistensi dari segi
kualitas dan tetap mengembangkan fitur-fitur yang sering digunakan
sehari-hari oleh generasi Z, seperti konektivitas dan kamera. Tidak
perlu berfokus pada fitur-fitur canggih yang pada akhirnya jarang
digunakan.

2. Untuk reviewer teknologi, sebaiknya memberikan ulasan secara jujur
dan berfokus pada bagian-bagian penting dan relevan bagi generasi Z,
seperti pengalaman gaming dan performa multitasking.

3. Untuk influencer, sebaiknya membuat konten yang menampilkan
penggunaan smartphone Samsung dalam kehidupan sehari-hari seperti

vlog sehingga mudah dipercaya.

5.3. Keterbatasan Penelitian dan Saran

Penelitian ini mempunyai kelemahan yang dapat dijadikan suatu
pertimbangan buat penelitian selanjutnya dan pihak-pihak lainnya. Maka dari
itu, peneliti ingin memberikan beberapa saran buat penelitian selanjutnya.
Kelemahan dari penelitian ini adalah terdapat dua indikator dengan nilai outer
loading di bawah angka ideal yaitu 0,7 tetapi tetap dinyatakan valid

dikarenakan di atas 0,5. Sehingga, saran untuk penelitian selanjutnya adalah
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memperbaiki indikator kuesioner (seperti mengganti indikator pertanyaan)
menjadi lebih bagus sehingga bisa memperoleh nilai outer loading yang ideal
yaitu di atas 0,7. Setelah itu, kelemahan selanjutnya yaitu di dalam penelitian
ini tidak ada pembaruan dan penelitian ini replikasi dari jurnal acuan. Sehingga,
saran untuk penelitian selanjutnya adalah dapat mengembangkan beberapa
hipotesis lagi untuk penelitian selanjutnya. Selanjutnya, kelemahan dari
penelitian ini menetapkan jumlah responden yang tidak maksimal yaitu tidak
menggunakan 10 kali jumlah indikator tetapi menggunakan 5 kali jumlah
indikator dan dilebihkan jumlah respondennya dari 5 kali jumlah indikator
(minimal 110 dan jumlah responden yang saya tetapkan adalah 164 responden),
sehingga untuk penelitian selanjutnya dapat menggunakan rumus tersebut yaitu

10 x jumlah indikator pertanyaan.
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LAMPIRAN 1

KUESIONER PENELITIAN

Halo teman-teman semuanya, perkenalkan nama saya Jason Dave Chang,
mahasiswa S1 Program Studi Manajemen di Universitas Atma Jaya Yogyakarta.
Saat ini, saya sedang melakukan sebuah penelitian untuk tugas akhir saya yang
berjudul "PENGARUH NEGARA ASAL TERHADAP NIAT BELI
SMARTPHONE SAMSUNG DENGAN SIKAP TERHADAP MEREK DAN
CITRA MEREK SEBAGAI VARIABEL MEDIASI (STUDI PADA

GENERASI Z DI INDONESIA)".

Untuk pengisian kuesioner, saya mohon bantuan saudara/i untuk menjawab
pertanyaan-pertanyaan di bawah ini dan jawab sejujur-jujurnya. Atas waktu dan
perhatian saudarali, saya ucapkan terima kasih.

Adapun Kkriteria dari penelitian ini yaitu :

1. Individu yang merupakan generasi Z yang berusia 18 tahun keatas (tahun

kelahiran 1995-2010).

2. Pernah menggunakan smartphone Samsung.

3. Berdomisili di Indonesia.

Tentang Samsung:

Samsung adalah salah satu brand smartphone yang berasal dari negara Korea
Selatan. Samsung juga memiliki beberapa tipe smartphone seperti Samsung Galaxy

S, Samsung Galaxy Z, Samsung Galaxy A, dan Samsung Galaxy M.
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Bagian 1: Pertanyaan Filter

1. Apakah anda merupakan generasi Z yang berusia 18 tahun ke atas?

2. Apakah anda pernah menggunakan smartphone Samsung?

3. Apakah anda berdomisili di Indonesia?

Bagian 2: Profil Responden

1. Jenis Kelamin

o Pria

o Wanita

2. Usia

o 18-21 Tahun
o 22-25 Tahun

o 26-30 Tahun

3. Pendidikan Terakhir

o SD/Sederajat

o SMP/Sederajat
o SMA/Sederajat
o Diploma

o S1

o S2

o S3
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o

. Pekerjaan

o Pelajar/Mahasiswa

o Pegawai Negeri

o Wiraswasta

o Karyawan Swasta

o Lain - Lain

o1

. Pengeluaran per bulan

o Dibawah 1 juta

o 1juta-3juta

o 3juta-5 juta

o 5juta-10 juta

o Diatas 10 juta

Bagian 3: Indikator Variabel

No.

Indikator Variabel

STS

n|s~

Negara Asal

1.

Produk teknologi dari
negara Korea Selatan ini
berkualitas tinggi.

Produk teknologi dari
negara Korea Selatan ini
dibuat dengan
pengerjaan yang sangat
berkualitas.

Produk teknologi dari
negara Korea Selatan ini
bukan tiruan.
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Produk teknologi dari
negara Korea Selatan ini
dijual di banyak negara.

Produk teknologi dari
negara Korea Selatan ini
menarik.

Produk teknologi dari
negara Korea Selatan ini
dapat diandalkan.

Sika

terhadap Merek

Saya menganggap
merek smartphone
Samsung menarik.

Saya memiliki kesan
yang baik terhadap
smartphone merek
Samsung.

Smartphone merek
Samsung ini  dapat
memenuhi  kebutuhan
saya.

Membeli  smartphone
merek Samsung adalah
keputusan yang baik.

Sikap saya terhadap
smartphone merek
Samsung ini positif.

Citra Merek

1.

Samsung adalah
perusahaan yang hebat.

2.

Samsung memiliki
kemampuan penelitian,
pengembangan, dan
inovasi yang kuat.

Samsung memiliki
reputasi yang baik.

Smartphone dari
Samsung memiliki
fungsi yang sangat baik.

Variasi aplikasi untuk
smartphone  Samsung
cukup kaya.

Smartphone  Samsung
memiliki desain yang
bagus.

Niat Beli
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Jika saya akan membeli
smartphone, saya akan
mempertimbangkan
untuk membelinya dari
merek Samsung Yyang
berasal dari negara
Korea Selatan.

Jika saya berbelanja
smartphone,
kemungkinan saya akan
membelinya dari merek
Samsung yang berasal
dari  negara  Korea
Selatan ini tinggi.

Saya bermaksud
membeli  smartphone
dari  Samsung dan
negara Korea Selatan di
masa mendatang.

Saya akan membeli
smartphone dari
Samsung dan negara
Korea Selatan daripada
yang tersedia lainnya.

Saya akan
merekomendasikan
orang lain untuk
membeli  smartphone
dari merek Samsung
dan  negara  Korea
Selatan.
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LAMPIRAN 2

KUESIONER DI GOOGLE FORM

PENGARUH NEGARA ASAL TERHADAP
NIAT BELI SMARTPHONE SAMSUNG
DENGAN SIKAP TERHADAP MEREK DAN
CITRA MEREK SEBAGAI VARIABEL
MEDIASI (STUDI PADA GENERASI Z DI
INDONESIA)

Halo teman-teman semuanya, perkenalkan nama saya Jason Dave Chang, mahasiswa 51
Program Studi Manajemen di Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang
melakukan sebuah penelitian untuk tugas akhir saya vang berjudul "PENGARUH NEGARA
ASAL TERHADAP NIAT BELI SMARTPHONE SAMSUNG DENGAN SIKAP TERHADAP
MEREK DAN CITRA MEREK, SEBAGAI VARIABEL MEDIASI (STUDI PADA GEMERASI Z DI
INDOMESIA)".

Untuk pengisian kuesioner, saya mohon bantuan saudara/i untuk menjawab pertanyaan-
pertanyaan di bawah ini dan jawab sejujur-jujurnya. Atas waktu dan perhatian saudara/i,
saya ucapkan terima kasih.



Adapun kriteria dari penelitian ini yaitu :

1. Individu vang merupakan generasi Z yang berusia 18 tahun keatas (tahun kelahiran
1995-2010).

2. Pernah menggunakan smartphons Samsung.

3. Berdomiszili di Indonesia.

Tentang Samsung:

Samsung adalah salah satu brand smartphone yang berasal dari negara Korea Selatan.
Samsung juga memiliki beberapa tipe smartphone seperti Samsung Galaxy 5, Samsung
Galaxy Z, Samsung Galaxy &, dan Samsung Galaxy M.

* Indicates reguired question

Samsung Galaxy 3
= % =i
L
® .
@
S
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Samsung Galaxy Z

Samsung Galaxy A
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Samsung Gala=y M

Apakah anda merupakan generasi £ yang berusia 18 tahun ke atas? *

O wa
() Tidak

Next Clear form

Pertanyaan Filter

Apakah anda pernah menggunakan smartphone Samsung? *

() va
() Tidak

Back Mext Clear form
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Pertanyaan Filter

Apakah anda berdomisili di Indonesia? *

() va

N

() Tidek

Back Mext Clear form

Jenis Kelamin *

O Pria
O Wanita

Usia™®

() 1821 Tahun
() 22-25Tahun

() 26-30 Tahun



Pendidikan Terakhir *
() sD/Sederajat
() SMP/Sederajat
() sMa/Sederajat
O Diploma

() s

() s2

() s3

Pekerjaan *

O Pelajar/Mahasiswa
() Pegawai Negeri
() Wiraswasta

O Karyawan Swasta

() Lain- Lain

Pengeluaran per bulan *

() Dibawah 1 juta
() 1juta-3juta
() 3juta-Sjuta
() Sjuta-10juta

() Diatas 10 juta

86



MNegara Asal

Produk teknologi dari negara Korea Selatan ini berkualitas tingagi. *
() sangat Tidak Setuju

() Tidak Setuju

O Metral

D Setuju

() sangat Setuju

Produk teknologi dari negara Korea Selatan ini dibuat dengan pengerjaan yang “
sangat berkualitas.

O Sangat Tidak Setuju
() Tidak Setuju

() Netral

() setuju

O Sangat Setuju
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Produk teknologi dari negara Korea Selatan ini bukan tiruan. *
() sangat Tidak Setuju

() Tidak Setuju

() Metral

O Setuju

() sangat Setuju

Produk teknologi dari negara Korea Selatan ini dijual di banyak negara. *

() sangat Tidak Setuju
() Tidak Setuju

() Mewal

() setuju

() Sangat Setuju
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Produk teknologi dari negara Korea Selatan ini menarik. *
() sangat Tidak Setuju

() Tidak Setuju

() Mewal

() setuju

() sangat Setuju

Produk teknologi dari negara Korea Selatan ini dapat diandalkan. *

() sangat Tidak Setuju
() Tidak Setuju

() Netral

O Setuju
() sangat Setuju
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Sikap terhadap Merek

Saya menganggap merek smartphone Samsung menarik. *

Sangat Tidak Setuju
Tidak Satuju
Metral

Setuju

OONONONS

Sangat Setuju

Saya memiliki kesan yang baik terhadap smartphone merek Samsung. *

Sangat Tidak Setuju
Tidak Setuju
Metral

Setuju

ONONONONG

Sangat Setuju
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Smartphone merek Samsung ini dapat memenuhi kebutuhan saya. *

() sangat Tidak Setuju
() Tidak Setuju

() Netral

() setuju

() Sangat Setuju

Membeli smartphone merek Samsung adalah keputusan yang baik. *

() sangat Tidak Setuju
() Tidak Setuju

() Metral

() setuju

() sangat Setuju

Sikap saya terhadap smartphone merek Samsung ini positif. *

Sangat Tidak Setuju
Tidak Setuju

Metral
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Samsung adalah perusahaan yang hebat.

Sangat Tidak Setuju
Tidak Setuju
Metral

Setuju

O OO O0O0

Sangat Setuju

Samsung memiliki kemampuan penelitian, pengembangan, dan inovasi yang .

() Sangat Tidak Setuju
Tidak Setuju

MNetral

Setuju

Sangat Setuju
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Samsung memiliki reputasi yang baik. *
() sangat Tidak Setuju

() Tidak Setuju

() Metral

O Setuju

() sangat Setuju

Smartphone dari Samsung memiliki fungsi yang sangat baik. *

() sangat Tidak Setuju
() Tidak Setuju

() Mewal

() setuju

() Sangat Setuju
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Variasi aplikasi untuk smartphone Samsung cukup kaya. *
() sangat Tidak Setuju

() Tidak Setuju

() Mewal

() setuju

() sangat Setuju

Smartphone Samsung memiliki desain yang bagus. *

() sangat Tidak Setuju
() Tidak Setuju

() Netral

O Setuju
() sangat Setuju
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Jika saya akan membeli smartphone, saya akan mempertimbanagkan untuk “
membelinya dari merek Samsung yang berasal dari negara Korea Selatan.

O Sangat Tidak Setuju
() Tidak Setuju

() Nesl
O Setuju

O Sangat Setuju

Jika sava berbelanja smartphone, kemungkinan saya akan membelinya dari .
merek Samsung yang berasal dari negara Korea Selatan ini tinggi.

() sangat Tidak Setuju
() Tidak Setuju

O Metral

O Setuju

D Sangat Setuju
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Saya bermaksud membell smartphone dari 3amsung dan negara Korea Selatan
di masa mendatang.

() sangat Tidak Setuju

() Tidak Setuju

() MNetral
() Setuju

() sangat Setuju

Saya akan membeli smartphone dari Samsung dan negara Korea Selatan
daripada yang tersedia lainnya.

() Sangat Tidak Setuju
() Tidak Setuju

() Netal

() setuju

() sangat Setuju

L N A a8

Sava akan merekomendasikan orang lain untuk membeli smartphone dari merek ™
Samsung dan negara Korea Selatan.

(") sangat Tidak Setuju
() Tidak Setuju

() Metral

() Setuju

(") sangat Setuju
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LAMPIRAN 3

DATA PROFIL RESPONDEN

Pertanyaan Filter

Apakah anda merupakan

Apakah anda pernah

Apakah anda berdomisili di

generasi Z yang berusia 18 tahun menggunakan smartphone Indonesia?
ke atas? Samsung?

lya Tidak

lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Tidak

lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
lya Ya Ya
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Identitas Responden

Jenis Usia Pendidikan | Pekerjaan Pengeluaran
Kelamin Terakhir per bulan
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | Diploma Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 18-21 Tahun | S1 Pelajar/Maha | Di bawah 1
siswa juta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 26-30 Tahun | S1 Wiraswasta | 5 juta-10 juta
Wanita 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | S1 Pelajar/Maha | 3 juta-5 juta
siswa
Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan Di bawah 1
Swasta juta
Pria 18-21 Tahun | S1 Pelajar/Maha | 3 juta-5 juta

siswa
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Pria 22-25 Tahun | SMA/Sederaj | Karyawan 3 juta-5 juta
at Swasta
Pria 18-21 Tahun | SMA/Sederaj | Karyawan 1 juta-3 juta
at Swasta
Wanita 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 18-21 Tahun | Diploma Lain - Lain 1 juta-3 juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 26-30 Tahun | SMA/Sederaj | Lain - Lain 1 juta-3 juta
at
Wanita 26-30 Tahun | Diploma Karyawan 1 juta-3 juta
Swasta
Wanita 26-30 Tahun | SMA/Sederaj | Karyawan 3 juta-5 juta
at Swasta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Wanita 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Pria 22-25 Tahun | S1 Lain - Lain 1 juta-3 juta
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 26-30 Tahun | Diploma Karyawan 1 juta-3 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Karyawan 1 juta-3 juta
at Swasta
Wanita 22-25 Tahun | S1 Pelajar/Maha | Di bawah 1
siswa juta
Pria 22-25 Tahun | S1 Wiraswasta 1 juta-3 juta
Wanita 26-30 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Wanita 26-30 Tahun | S1 Wiraswasta | 5 juta-10 juta
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Pria 22-25 Tahun | Diploma Karyawan 5 juta-10 juta
Swasta
Pria 22-25 Tahun | S1 Pelajar/Maha | Di bawah 1
siswa juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 18-21 Tahun | S1 Pelajar/Maha | Di bawah 1
siswa juta
Pria 22-25 Tahun | S1 Karyawan Di atas 10 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 5 juta-10 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 22-25 Tahun | S1 Karyawan 5 juta-10 juta
Swasta
Pria 18-21 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | S1 Wiraswasta 1 juta-3 juta
Wanita 22-25 Tahun | S1 Lain - Lain 1 juta-3 juta
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Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | Di bawah 1
siswa juta
Wanita 26-30 Tahun | S3 Lain - Lain Di bawah 1
juta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 26-30 Tahun | S1 Wiraswasta Di atas 10 juta
Wanita 22-25 Tahun | SMA/Sederaj | Karyawan 3 juta-5 juta
at Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 5 juta-10 juta
at siswa
Pria 18-21 Tahun | S1 Pelajar/Maha | 3 juta-5 juta
siswa
Wanita 18-21 Tahun | Diploma Karyawan 5 juta-10 juta
Swasta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Karyawan 5 juta-10 juta
Swasta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Wanita 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 22-25 Tahun | S1 Karyawan 5 juta-10 juta
Swasta
Wanita 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 26-30 Tahun | Diploma Wiraswasta | 3 juta-5 juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
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Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Karyawan 3 juta-5 juta
at Swasta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Pria 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | S1 Wiraswasta | 3 juta-5 juta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 26-30 Tahun | Diploma Lain - Lain 1 juta-3 juta
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Wanita 26-30 Tahun | S1 Wiraswasta 5 juta-10 juta
Wanita 22-25 Tahun | S1 Pelajar/Maha | 5 juta-10 juta
siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
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Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Pelajar/Maha | 5 juta-10 juta
siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Wanita 22-25 Tahun | S1 Pelajar/Maha | Di atas 10 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Wanita 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Wanita 18-21 Tahun | S1 Karyawan 3 juta-5 juta
Swasta
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Wanita 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 1 juta-3 juta
at siswa
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Pria 18-21 Tahun | SMA/Sederaj | Pelajar/Maha | Di bawah 1
at siswa juta
Pria 18-21 Tahun | S1 Pelajar/Maha | 1 juta-3 juta
siswa
Wanita 22-25 Tahun | S1 Karyawan 1 juta-3 juta
Swasta
Wanita 18-21 Tahun | S1 Lain - Lain 1 juta-3 juta
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | S1 Pelajar/Maha | 5 juta-10 juta
siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
Pria 22-25 Tahun | SMA/Sederaj | Pelajar/Maha | 3 juta-5 juta
at siswa
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COO: Negara Asal

ATT: Sikap terhadap Merek

Citra Merek

Bl:

RPI: Niat Beli Ulang
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CoO1

LAMPIRAN 4

HASIL OLAH DATA MENGGUNAKAN SEM-PLS

-0.159
Bl BI2 BI3 Bl4 BI5 BI6
peos 0813 0732 0794 o700 754
0.760

ATTH

0791 Heaa T

0.246 v
Citra L!erek e
“-1'3 —0.8619
N0,

e PR D80

erhaday
0778
v

ATT2 ATT3 ATT4
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Gitra Merek

Negara Asal Niat Beli Ulang
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0.858

Niat Beli Ulang 0-320

ATTS

Sikap Terhadap Merek

RPI1

RPI2

RPI3

RPI14

RPI5



Discriminant validity - Cross loadings

Citra Merek Negara Asal Niat Beli Ulang
ATT 0.591 0.600 0547
ATT2 0.585 0618 0628
ATT3 0.567 0578 0.502
ATT4 0554 0556 0684
ATTS 0.624 0573 0666
B 0.806 0613 0493
B2 0.813 0609 0441
B3 0.752 ase61 0535
B4 0.794 0642 0474
BIS 0.700 0508 0424
BI6 y 0.766 0583 0.554
coo1 0.618 0817 0435
€002 0.628 Q798 0371
€003 0447 0664 0313
coo4 0.500 0624 0315
€oos 0.590 0743 0423
€006 0.549 0750 0481
RPIT 0559 0502 0858
RPI2 0.556 0468 0.882
RPI3 0.554 0445 0861
RPI4 0.440 0354 0836
RPIS 0.575 0502 0820

Construct reliability and validity - Overview

Citra Merek

Negara Asal

Niat Beli Ulang

Sikap Terhadap Merek

Sikap Terhadap Merek

0.791
0833
0778
0.806
0.801
0.538
0.527
0592
0.5%4
0528
0.592
0.638
0.549
0.408
0.417
0578
0.583
0673
0.672
0.623
0.605
0.655

Copy to Excel/Word Copy toR

Average variance extrac...

Cronbach's alpha C i iability (r... Comp (r...
0.865 0.866 0.899
0.829 0.840 0.875
0.905 0.906 0.930
0.861 0.863 0.900
R-square - Overview Copy to Excel/Word ~ Copyto R

R-square
Citra Merek 0.578
Niat Beli Ulang 0.599
Sikap Terhadap Merek 0.603

Path coefficients - Mean, STDEV, T values, p values

Gitra Marek -> Niat Bali Utang
Gitra Merek -> Sikap Terhadap Merek
Negara Asal -> Gitra Merek
Negara Asal -> Niat Bell Utang
Negara Asal -> Sikap Tornadap Mersk

Sikap Terhadap Merek -> Niat Beli Ulang

Original sample (0) Sample mean (M)
0.246 0.247
0413 0.409
0.760 0.752
-0.159 -0.155
0415 0415
0.695 0.693

Specific indirect effects - Mean, STDEV, T values, p values

Vogara Asal -> Citra Mersk -> Sikap ...

Vegara Asal -> Gitra Merek -> Niat Beli Ulang.

Negera Asal -> Citra Merek -> Sikap ...

Citra Merek -> Sikap Terhadap Merek -> NL..

Vegara Asal -> Sikap Terhadap Marek -> Ni...

Original sample (0) Sample mean (M)
0.218 0.215
0.187 0.186
0314 0.308
0.287 0.284
0.289 0.288
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R-square adjusted

0.575
0.590
0.598

0.597
0.542
0.726
0.643

Copy to Excel/Word

Standard deviation (ST...

0.086
0.084
0.064
0.095
0.079
0.089

Copy to Excel/Word

Standard deviation (ST...

0.060
0.069
0.071
0.070
0.067

T statistics (|O/STDEV])

T statistics (|O/STDEV])

Copy toR
P values
2.864 0.004
4.941 0.000
11.927 0.000
1.662 0.097
5.265 0.000
7.784 0.000
Copy toR
P values
3.616 0.000
2.700 0.007
4414 0.000
4.084 0.000
4313 0.000
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The influence of country-of-origin
on consumers’ purchase intention:
a study of the Chinese
smartphone market

Francisco Javier Blanco-Encomienda
Shuo Chen
Zhengzhou University, Zhengzhon, Clhina, and
Dawvid Mohna-Munoz
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Abstract

— D b0 the inderse in the thone market, morbcturers of mobile are
hpmh:mwlmgly :lumdﬁahhmuq uummm influence consemers' p.ﬂm:mﬂnﬂ'[hu
per @ims bo examine the effect of country-of origin image, brand image and attitude towands: the bramd on
the purchase intention of smartphone wsers.
Deesigindme—t rodalog yiapproach — An empiricl study was performed esed on the information gathersd
:'u'nmu‘lpfmm The structural eqmtion modefing (SEM) technique was applied 1o examine the
w m:ﬂmhlﬂﬂnthwﬂmaﬂaﬂhtmﬂmhwﬂngnhﬂgmrhm

imiention. Additionally, there is an indirect offect evens when. the nation of onign
Iy m&uuhmmﬂwrdumumiﬂedhwﬂwaﬂ:ﬂhthm:::ﬁ

'ha'ﬂa:l.asan'dnlu’l:lm the country-af origin Emge and puschase intention.

nlue— This stud y presents a concephual moded on the impact of country -of-origin image on the
propensity of consumens to' buy smartphones ina ficld whens little resesrch has been done. The investigation
affers a consumer-focused yais regarding the country-of-origin image. This soppests a2 signifiant shift
from the comrent simategy, which & frequently centened on the viewpaoint of the companies.
Keywords Country-of-origin, Brand image, Attiteds towands the brand, Purchase intentios
FPaper type Ressnch paper

Introduction

Smartphones have developed into & necessary communication tool in people’s daily lives.
Deta from the International Telecommunication Union (2022), the United Nations specialized
body in charge of information and communication technobogy matters, show that the mamber
of mobile phones warldwide reached B6 bilion in the past year, surpassing the world
population. This mdicates that several individuals use two or more mobile phones
simultaneously. With around 66 billion smartphone users worldwide, China represents
about 15% of botal users (Statista, 20225).
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China has the world's significant smartphone market. Nearly all Chinese smartphone
market share is divided between Viva, OFPO, HONOR, Apple and Xiaomi Only 16% of the
market is taken up by other brands (Sameung, Meizu, Lenovo. . ) (Camalys, 2027). The
competition among smartphone brands has gotten fiercer (Liao af al, 2021), and the demand
for dewices from China i= dropping. According toCanalys (2022), Vivo i aarrently in the lead
‘with 14.1 million units shipped, followed by OPPO with 121 million units. HONOR is in thind
place with 12.0 million undts, followed by Apple in the fourth with S0 million unit=. To round
smartphone brands, Apple, a U5, company, is shipping an increasing number of devices,
snafrhing market share from brands like Vivo and OFPO.

At present, China's 14th Five-Year Plan for Information and Communications Industry
Development foouses on developing the digital economy. The overall mfcrn:ﬂ.hm amnd
oommunication sector will have grown to a size that i safe, dependable, green,
and green by 2025, Innovation capability has increased mgnlﬂmnﬂywﬂhmhmd@hl
infrastrocture, which leads to the emergence of new business models and a tharough
improvement in the capacity to drive digital transformation and wpgrading in the social and
eoonomic spheres. These provide a solid frundation for building a robust manufachring and
digital nation.

Inrecent years, China's mobile phone industry has been highly valued by governments at
all levels and supported by national industrial policies. A series of policies, induding the
Action Plan for the Collaborative Development of Dual-Gigabit Netwaorks (2021 -2023), the
mmmmwﬂmmmmmmmlmm
the Rules on the Scope of Necessary Personal Information for Common Types of Mobile
Internet Applications, have been released by the government to promote the growth and
innovation of the mobile phone industry. These policies provide a clear and broad market
proepedt for the development of the mobile phone industry, which alse provide a suitable
environment for companies’ manufachring and business dealings.

‘With the rapid growth of new technology and the saturation of the market, the ariteria
1m=ed to assess 3 nation’s level of global competitiveness have also changed significanthy
(Gupta &f al, 2018). Traditiorally, the aspects of evaluating international competitiveness
‘were hased primarily on utilizing resources, namely natural, material and human Following
the emergence of knowledge and information society, the image of a country, the corporate
image, the national image and other symbolic mage factors are being adopted as vitzl
iriteria to explore international competitiveness (I¥ Astous and Ahmed, 1994; Papadopoulos
and Heslop, 2004; Yu ef al, 2022) As a result, it & advantageous o oeate a favorable
orprate brand image in the minds of consumers, which influences how they perceive and

The concept of origin mage was first put forth by Schooler (1965), who daimed that the
country-of-origin image directly influenced consumer perception of goods from that place.
Reierson (1967), Chasin and Jaffe (1979), Johansson ef al (1985), and Keown and Casey (15905)
conducted extensive reseanch on this subject over a long period. 1t was found that the origin
image impacts several variables at various degrees (Al Sulaiti and Baker, 1998; Alonso Dos
Santoes ef ol , 2022; Bernard ef o, 203 Yo ef o, B013).

Several authors have previously sought io clarify bow the origin image effect &
developed. Han (1988) made notable progress among them. He deduced that when consumers
Imow little about the country or region where a product originates, their perception of the
locality directly impacts their feelings about the goods Baira &f al (2000) assert that
consumers in developing nations are particularly suscepéible to the effects of the country-of-
origin constroct. Wang (2003 also identified that the average level of consumer cognition =
impacted by national, cultural, political, religiows, and leggl issues and i related to national
economic growth. Acoording fn Oberecker ef al (200H), a direct link exists between consumer
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affinities for 2 nation and their propensity fo purchase goods from that place. Moreowver,
consumers’ acceptance of products from ofher countries depends on the compatibility of the
products with ther own valoes and ideas (Zhang ot al, 20E0).

D:lma:penﬂ]r psfdnhpcaldlamdﬂmh:lihepah‘uﬁm]uyaltfmdmtnnlhu‘mt
impact coreumers" perceplion of domestic and international prodwcts (Li ef al, 2021; Pentz
ef al, mmhum even if goods may not be of the highest quality, consamers are more
likely fo purchase them if they come from their nation. A= a result, the counfry-of-origin
image can influence consumers’ purchase intention. Since companies are aware of this, they
tend tootilize the country of origin 2= a marketing tool (Verlegh ef ol , 2006). Using the phrase
“Made in. . . " and placing quality and origin lahels on ibems are two examples of marketing
techniques companies use o inform consumers of the nation of origin of their goods subject
to legrislative restrictions. Other methods not subject to legal restrictions induwde the country
of origin in the brand or the name of the product, such as embedding the national flag or other
symbaols, or showeasing ioonic structures or typical landscapes from the country of origin
Aichner, 20/
¢ Thhah}dlg.rd}-ﬂ:eeﬂhtanimh]rd-aigh,hmd image and attitude towards
the brand of Chinese smartphone users on their purchase intentions. Additionally, the
attitude towards the brand act as mediators are investigated.

Literature review and hypotheses
The gffect of cowntry-of-origin
The progression of multinational corporations has been inexorably linked to the

redefmition of the conventional notion of “origin” Conseguently, the concept now
encompasses the lomtion of the product’s assembly or manufacture and the geographicl
source of its constifuent components (Thakor and Lavack, 2003). [hstatively, some
smartphone enterprises exemplify this paradigm shift. These companies often bifurcate their
operations, conducting product design and development in one country while procuring
parts from various nations. This practice, especially pervasive within the technology sector,
umderscores the growing sigmifiance of the product or brand's origin as a salient variable
within numerous academic research studies (Ciravegna ef al, 2014; Hamzaoui-Essonssl
‘M1 Laibach ef al, 2019,

‘The concept of the country-of-origin effect can be traced back to pioneering work by
Schooler (1965), whose research illuminated the presence of an emofional bias among
oonsumers when evaluating prodocts contingent wpon the product’s  country-of-origin.
Therefore, the image associated with a product’s country-of-origin holds the potential o
of effiect™. : e v

mﬂftﬂ'ﬁchnﬂu‘saﬂnﬂmk,mdﬂaﬂﬂaﬁ Drumwright (1959) and Peterson
(1905) further bolstered this concept through their empirical mvestigations. Conourrenthy,
Fhib et al (20010 artioulated a perspective wherein the country-of-origin image contributes o
consumer s belief that products from a specific counfry possess a superior quality compared
to those from other nations. For instance, common perceptions may hold that Japanese small
]:lumhuldq:plnncmepd:mmeqmﬁtj while French fashion embodies style Chinese
enterprises dominate the international market with compefitively priced labor-intensive
products, which leaves consumers with numerous adverse connotatiors that “Made m
China” isa subpar and inferior produoct (Jo et al, 2003; Cumnlil, 2020 Veale and Quester, 20015
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their product or service choices.

Consumers adopt a comprehensive perspective, attemtively considering product
attributes and origin. Thiz phenomenon has been oormoborated by research conducted by
Mﬂd@lﬂmﬂ?ﬂgﬂd@l&“ﬂaﬂmﬂtbﬂlaﬁmﬂepﬂ:ﬂ;ﬂmia

origin pesitively influences consumer evaluations, subsequently enhancing their
mmmmnmmmmmmmwmwwmm
from Witelk-Hajduk and Grodecka (2027), which positions country-of-origin as one of the
extrinsic cues within consumers” information processing, capahble of exerting an impact on
their purchazse infentions.

‘When consumers possess limited knowledge about a brand's products, they often make
inferences sbout prodoct atfributes (such =s gquality or reliability) based om their
understanding of the country-of-origin (Han, 1988). This cognitive bias, known as the
“*halo effect,” was first infroduced by Thorndike (1920 and has been extensively examined
within the marketing domain by mumerous scholars (Burke ef al, 2018; Hien et al, 2020
Koubaa, 2008; Leuthesser et al, 1995; Panda and Mizra, 20014; Wang, 2003 Woao, 2019). The
hhﬂe&'mﬂmmemmmemufmmmtﬂtf regional
repatation, fonctioning 2= a reliable external cue for products (Josiassen of ail, 2013). The
favorable origin image signifies that the region boasts a commendable reputation for
produdng a specific product type. This reputation acts like an expansive halo, casting a
promi=ing light on products manufactured within the entire region (Boabwright et ol , 2008
Hmﬂﬂ.hnﬁxbamhim&ﬂmpmlhmm;uﬁhmlﬂheﬁaﬂﬂﬂyhﬁrmm
marker, endowing consumers with a dependable, consistent and trustworthy external
reference for assessing product quality (Brodowsky, 1997). Conversely, a negative origin
image yields opposite effects.

At the affective level, consumer emotions concerning a country can significantly influence
ite brand image This phenomenon imples that consumers extend their emotional
sentiments about a particular oouniry to the brands operating within it These feelings

may originate from direct encounters, such &s travel experiences or interactions with
ﬁrmgmaswdlmuﬁmdmmrﬂnhdhnﬂdntnnuﬂm]hreﬁahghmﬂ
Steenkamp, 19949). Specifimlly, “consumer ethnocentrism” refers to the partionlar situation m
which consumers favor domestic brands over those from other nations regardless of the
features of the goods (De Mooij, 20010 It is more prevalent in developed countries
Consequently, a favorable country-of origin image & anticipated to yield a positive brand
image for products from that nation.

According to Kotler and Armstrong {2008), consumers” attitnde towards a specific brand

adverse reaction to the firm's product=. Customers typically develop attitudes doe to their
experiences with the brand™s products. Although the consumers” attitude towards & brand =
defined by its permanency through time, this attitude @n alter depending on factors
including new experiences with its products, adwerfising and comsumer =afisfaction
(Ghorban, 201% Solomon, 2020). However, various fachors can shape consumers" attitudes
towards & brand.

Scholars have worked hard to oonfirm and establish a connection between consumer
attitudes and country-of-origin perceptions (Odure & of, 2023, Hong and Kang (2006)
conducted a study elucidating the substantial impact of the country-of-origin image on the
consumers’ attitudes. Their findings underscored that a country rencamed for producing
high-quality products tends to foster a positive attitide among consumers towards products
from that couniry. Conversely, when individuals harbor hostile feeling= towards a couniry,
often due to politicl or social reasons, they resist accepting products from that partioalar
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ration. This interplay befween the country-of-origin image and consumer attihdes towards
trands has been a subject of mvestigation aooes diverse product cfegories, nchiding beer
and personal computers (Chen, 2010), powder milk (Mguyen & al, 2009 and even fictitious
goods (Visbal ef al, 2017). In all instances, the research consistently conchodes that the
country-of-origin image positively influences consumer attitudes.

‘The following hypotheses are suggested in light of the infrrmation above:

H3 Country-of-origin image will positively affect attitnde towands the brand.

Corrently, buyers can chorse from many goods on the market that share similar
characteristice. Consumers may rely on their purchase decision on their views of the
trands when they have limited information about the prodocts or Emited time to choose the
one to buy. Kim and Chao (2019) utilized data gathered from young Chinese people fo
demonsirate that the intention to purchase minimal-imvolvement products was directly and
favorably correlated with the brand image. The researchers’ data show that trand image
indirectly affected consumers’ purchase intention of high-involvement produwcts. Acoording
to Khuong and Tran (2018, consumers” intent to purchase the brand incre=ses in proportion
to how well-regarded that brand lsp-u'nermiﬁﬂd:hunﬂr they amphasized the cucial
mﬂiahmgﬁmchnur:t’tbelnndmebelwm packaging traits and purchase

Hﬂmmm:ﬂtjrmmhmad,aam assess A brand's products, they ﬂerehpan

towards products with comparable characteristics, depending on the brand. As outlined by

Kamins and Marks (1991) and Elseidi and El-Baz (2016, they frequently hold more favorable

trand attitudes for goods that have solid brand images. Along the same fines, Kim = al

(1996) provided evidence for the impact of brand image on costomer brand attitudes
Comsequently, the following hypotheses are proposed:

The effect of aifitude fowgrds the brand

Acoording to Koklonaki and Luné (1999), purchasing decisions frequently entail selecting
between various brands within a particular product category. As a result, brand attributes
influence consumers’ purchasing decision=. When the products to choose from share many
oomparable qualities, the influence of the brand may be especially significant. In these
droumstances, dedsions on what tobuy can be solely dependent on brand characteristics. A=
reviously mentioned, brand image is one of the attributes that may influence customers"
purchasze intention.

Similarly, it appears logical to believe that consumers’ past opinions about the brand’s
In this way, Lee of ol (20013) highlighted that satisfaction with previous purchases
significantly affects consumers" perception of product feabures, brand attitude and intention
to purchase. Based on several pieces of research, attitudes towards the brand favorably
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likely to intend to buy the brand’s products (Jung and Seock, 2016 Lee &f ol , 2017; Sheeraz
&t al, 216

Therefore, we present the following hypothesis

He. Attihde towards the brand will positively affect purchase intention.
‘The relationships in the proposed hypotheses are summarized in Figure 1.

Sompe
‘The empirical research was conducted in China. Chinese smartphone users were the target
population for the study. We selected the Chinese market since China is the world's largest
smartphone market (Coanterpoint, 2022). For data gathering, a volunteer sampling plan was
mﬂTommammemmLmalmkbmmm
was senf to 8 group of members of the population through various online
platforms. Although 408 questionnaires were initially collected, some had to be exchded
because they were not correctly filled out, resulting in a =ample of 340 valid respondents.
Tabde 1 illustrates the demographic details of the respondents. The distributions of the
sample investigated in this study and the target population are relatively close, u=ing the
information supplied by Statista (2027, ¢) a=s & point of comparison. Among all responders,
676% were female and 73.6% were between 20 and 29 years old. The regions with the highest
percentage of responders were Henan (309%), followed by Zhejiang (24.7%) and Beijing
(Z26%). Most respondents held bachelor's degrees {54.7% ), while roughly Z3% had finished
their prest-graduate sodies. Regarding the respondents” jobs, 31.E8% were private employees,
while 374 % were shudents. Almoet half of the respondents had no monthly income or esmed
less than 3,000 yuan (494 %), even though 27 6% had monthly moomes above 5,000 yuan A
prefierence existed for Chinese smartphone brands (Huawei, Xizomi, Vivo or Oppo) from 7T5.9%
of the respondents, while 206% of them chose foreign companies fike Apple

Megsures

‘The measurement iterms were adopted from previously completed investigations. The smles
suggested by Parameswaran and Pisharod (1994) and Rabélo-Neto et al (2015) were modified
b measure the country-of-origin corstruct. lems adapéed from Fan and Chen (200Z) and Chen
&f al (2006) were used to measure brand image. The mez=ures developed by Keller (1999) and
Ahn and Back (2018 were employed to determine atfitudes tnwards the brand. Finally, ttemes

HI

oA =
= (=]
arigla ¥ Inamehin

3
P
i b

Source(s): Author's own creation
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ic
chararirmstics of the

Characteristic Catrgories: Frequencies (%)
Gender Ml 10 324
Female =0 L
Age Liess than 20 -1 76
-2 =l T8
-3 41 121
Maore tian 39 = &5
Secondary eduocation =3 166
Bachelor degres 1E6 BT
Masier degree TR =9
Ocrupation Student 1z T4
Public smploye ki 74
Privaie employes 108 318
Self-employed F- ] 76
Unemgiloyed B2 153
Monthly inoome Mare 128 376
Ulnder 3,000 yumin 40 118
30005 M)y TR ]
5,002 00 yan 21} 14T
Above BI00 yuan 44 129
Favorite smartphone brand Fhuzrmrei 1M L]
Apple ki 206
Xizomi 365 103
Viva k4l 74
Oppo z 68
Oithers 12 16
Region Henan 106 309
Thejang B4 247
Bejing 7 226
Hehei B3 166
Shandong 16 47
Others B 15

Sowrce(s)z Aathor's own creation

from Kdeshia and Kumsar (2017) and Vijsranakom and Shannon (2017) were utilized to assess
purchase intention. A sevenpoint Likert-type scale was adopted, ranging from 1 (strongly
disagree) to 7 (strongly agree). Table 2 has a complete list of all metrics.

Data analysiz

A Confirmatory factor analysis (CFA) was performed to examine latent variables" overall
validity and relizbility. The reliability of the latent varizbles, as determined by the average
varianee extracted (AVE) and corstruct reliability, was evaluated using standard estimate
WWMWMMWWMMEMM
ogram to test the assumptions. Several indices were applied as indicators to test the
miodel’s goodness of fit

Results
Anmfmsﬁfﬂle ic properiies of the soales

‘The comvergent validity of the constructs was Evahmmihyam}ymgﬁm]mdmﬂ‘ﬂ?.,
and intermal corsistency. Internal consistency was assessed using Cronbach’s alpha and
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Construct [iem=

Country-of-origin (000} The techaological products of this oomtry are of high goality cool
Thetechnological products of this country ane made by highly qualified
oricmanship

cooz

W

The techmological prodocts of this ocomitry are oot imitations CO0G

The terhmological prodocs of this comntry are sald in many oontries (0004

The bechmologiical produocts of this comnitry ane attrsdie CO0E

The bechmological products of this comiry are reliable CO0E
BIl
B2
BO
BH
BE
BiG
ATTI

Brand imape (1) It iz 2 grest company . .
The: compay has strong resesrch, develogenent and innovation

Theu:tqnnyhnapcﬂrqﬂ:iu‘n
The smartphons from this brand fnve exosllent functions
The wariety of apphications for this brand's smartphones & quite rich
The brand's smartphones have a good design
Astitude inwards the I find 'this smartphone brand atiractive
bramd (ATT)) Ihmapﬂduﬂp‘mﬂnn{hmmﬂmm ATTZ
The smartphones from this brand n meet my nesds ATT3
Buying 2 smariphone from this brand iz a decizion ATTA
My aﬂll.l.lﬂtmﬁﬂ'u! smartphone is positive ATTS
Purchose infention (I If [ wene going o purciass a smartphone, | would comsider boying @ P11
If | were shopping for 2 smartphone, the likelihood | wonld purchase it
fnoam this bramd that originaied from this country is high
I intend bo punchase smartphones from this brand and cuntry inthe PI3
Fubore:
[ would bary smartphones from this brand and country mther thanany -~ P14
other available

I would recommend other people (0 puschase smartphones from this~ PIE
berand and country
Sowrce(s): Aothor's own creation
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Table 2.

oomposite reliability (CR) scores. The findings showed that all items had factor loadings
higher than 070, which indicated a high level of convergent walidity. The individual
refishility for each indicator (B% attzined a result higher than the advised 0.50. The
oonstructs’ Cronbach’s alpha and CR values were higher than the predicted cutoff point of
070, providing evidence of internal consistency. The fact that all AVE scores were higher
than 0.50 further demorstrated the dateset’s remarkable convergent validity (Hair et al,
2010). Table 3 provides a thorough summary of the findings, representing the comvergent
validity of the constructs.

Dmmmmimlﬂlhmmmibymhuﬂnmmdnfﬂnhmﬁtm
oonstruct with the corelations between the dimensions in the stndy model. As flhstrated i
‘Table 4, the riferion for discriminant validity put out by Fornell and Larcker (1981) is met
‘because there exist no off-diagonal elements that are higher than the cormesponding diagonal
element, demonsirating the existence of discriminant validity.

Hypothezes festing

MWathmmﬁem.mmhmmghm
modiel. The structural equation model was tested employing the macdimuom fikelihood
method in the LISREL software. The overall model fit and the regression paths were
estimated to ascerfain whether the suggested model adequately characterized the data
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E,? Construct Inuficaiors Lmdings B [ r AVE
Country-al-origin 0 0B6 74 093 0ed 07
Cog i1} Gl
[ ] 0BG o7d
QO 0B 70
Q005 08 080
1624 CO06 00 081
Brand image Ell LiE:3) 056 093 0ad 0.7
i1k 0B 70
Ji1k3 09 0E3
El4 08 a7
i1l LiF:) 075
EIE 0B Q70
Astitde inwards the brand ATTI 083 086 095 ns7 0EE
ATTZ 083 087
ATT3 L) 083
ATTY 093 086
ATTE 083 0586
Puechose intention Ml 085 090 096 ney 0ER
ez 004 s
re 08: 091
i g2 084
Table 3. e .83 085
Confirmatory fadior Moteys): CR = Composile Reliability; AVE = Aversge Varianre Extracied
analysis resalis Source(s): Anthor's own creation
an Bl ATT Fl
Country-al-origin (OO0 086
Brand image (BI| 05 085
Attitde inweards the brand (ATT) L LIk} 093
Puerchose intention [F1) Q57 Litrs LT o
Table 4 Note{s): Diagonal vahwes in itafics are square mots of average variances extracted; off-dizgona] vakoes are

Thiscriminanl validity
msulls

intenmnstnoct comelations
Source(s): Anthor's own creation

Table 5.
Boeded-fit imvdicrss for
structural model

‘Tahle 5 shows that the moded fit is satisfactory. The chi-square was considerable at the 1%
level. Moreower, the comparative fit index (CFI), the normed fit index (NFI) and the
incremental fit index (IFT) all exceed the minimum recommended threshold of 090, while root
mean square amor of approodmation (RMSEA) is less than 0,08 Therefore, all these values
indicate adequate fit (Byrne, 1998; Hu and Bentler, 1999)

£ dF povalue CFl MF1 F RMSEA

IZH 03 0000 0 05 (L] 0042
MNote{s): CFl = Commrative Fit Inder; MFl = Nomed Fit Index; IFl = Incremental Fit Index;
EMEEA = Root Mean Spmre Error of Approximation

Source(sk Aathor's own creation
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The paths of the proposed structoral model are depicted in Figure 2. The model paths
produced significant parameter estimates, except for Hypothesis 1, which suggests that the
mm#mgmhmmdmedhmnngm;nmmmu{p 0oL, p = 0. A
significant and positive comelation between the country-of-origin and the brand image
(i = 0,80, < 000 is foumd in favor of Hypotheses 2. The path coefficient of 0.13, significant
at & 5% level, also suggests a positive relationship between the country-of-origin and the
affitude towards the brand. Consequently, Hypothesiz 3 & confirmed  Additionally,
Hypnﬂnsndnmppu‘tﬁdbfﬂrstuchralrﬂﬂh}mhpbﬂmthetmndmg&mﬂﬂn

purchase intention that is positive and =significant (§ = 031, # < 0.05). The connection
m&lﬂimﬂypﬂﬂmﬂs&samhﬂ,qmﬂﬁallyhmdmg&p‘uﬂd&iﬂnaﬁhﬂe
towards the brand (# = 0.82, p < 0.01). The finding= overwhelmingly confirm Hypothesis 6
by showing that the attitwde towards the brand impacts the purchase intention
(p = 058, = 001),

An additional mediation analysis was conducted after hypotheses testing. According to
Hiong and Wyer (198% and Girhan-Canli and Maheswaran (2000, the brand's locational
origin influences how consumers perceive it, which in tum influences how they feel about the
trand and how they decide whether or not to make a parchase. Frewer et al (2007 also found
that a favorable perception of the region where 2 brand was established can enhance the
amt:iﬂngmtmd&bfmmm&pmhrﬂymhngﬂmrpmmtmn
In the relationship between the country-of-origin image and the purchase intenfion, the
ourrent study assessed the potential mediating role of brand image and customer attihade
towards the brand. The statistical signifimnce of the indirect mediating effects was tested
using the bootstrap approach to achieve this. The bootsirap protocol developed by Shrouwt
and Bolger (2002) was appled, uiilizing 5000 samples from the original data set. The results
obitained are ilustrated in Tahle 6.

It can be deduced that the indirect effects are statistically significant at the 5% level since
the 9% confidence intervals (CT) for the estimates of the ndirect effects does not inchude
zern. Consequently, brand image and attitade towards the brand mediate the association
h&wemmmdmmnmdpmmtentln

Fnally, Table 7 presents an overview of the tests conducted on the hypotheses.

Conclusions and discussion

‘The ourrent study offers a consumer-fomused analysis regarding the country-of-origin image.
‘This implies a significant shift from the prevailing approach, which is frequently centered on

0 fne)

oo
= (== )
arigla Ty Inamecion

LEET) fuse (=)
Antwelr el
i

Note(s): (*) p < 0.05; (**) p = 0.0]; n.5. = non-sipnificant
Source(s): Author’s own creation
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the viewpoint of the companies. Researchers examined both the direct and indirect effeds of
the counfry-of-orign image on Chinese consumers” infention to purchase smartphones.

The findings show that while the cuniry-of-origin image did not directly influence
consumers’ purchase intention, an indirect effect was seen. This aligns with previous
investigations such as Kim et gl (2017), Augusta ef ol (2019), and Hien ef ol (2020), which
found a positive direct impact of the origin image on the consumer purchase decision of
poods, like appliances, fashion collections or coemetics. Furthermore, the owrrent findings
suppart other investigations emphasizing smartphones, where it was found that the country-
of-origin image did have an influence on consumer purchase intention (Sevanandee and
Demar-Ladkoo, 201%; Yunos and Rashid, 2006). The findings of this shudy, in partionlar,
demonsirated that brand image and consumer attitudes towards the brand can mediate the
effect of cooniry-of-origin on consumer purchase intention. These results partially
oorroborate those of Tulipa and Muljani (3015), who identified that brand image acted a=s
A mediating factor between the country-of-crigin and the purchase intenfion for mobile
phones. Nevertheless, based on statistical research, the mediator effect of brand attitudes
towards the brand was insignificant.

Agdditionally, it has been found that a positive brand image might influence consumers’
aftitudes towards the brand favorably. ThiE result supports findings from previous
investigations on the beneficial effects of brand image on attitude towards the brand, such &=
Jalilvand et al. (2012), which inchode destination image, and Ramesh et al (2019), that cenfered
on fast moving consumer goods (FMCG) companies. They found that brand image served as
a precurscr to the attitude towards the brand, claiming that if the brand performs well,
consumers will be delighted, resulting in a favorable mindset

Implications

In a field where little research has been done, this study proposes a conceptual model for the
mmmm'mmmwmmmmummd
couniry-of-origin image. Generally, the existing literature primarily examines the impact of

Inclependent Degendent Indirect 25% Cl indirect effert
varmble Medistor varishl:  varmble effect = {lower and upper)
Country-af- Brand image — Purchase 0265 QDG (258, D.G6Z
arign —+ intention

Countryal- Astitude ipwards Purchass 0413 iliz D148, 0LNE
arign —+ the: bramd — intention

Note{s): 5E = Stndard Eror; Cl = Confidence Interval

Source(s)z Auathor's own creation

Table 7.
testing

Hypothesi Path Rresmult

HL Cmmiry-ofarigin — Purchess infenfion Partially supparied
HE Country-cf-origin — Brand image Supparted
18] Country-cf-arigin — Attitude owands the brand Supported
H4 Birand image — Purdiase inbention Supported
HE Brand image — Attitude towarnds the brand Supported
HiE Attitude fowards the bramd — Purchase inbention Supported

Source(s) Aathor's own creation

129



oountry-of-origin or comparable faciors on consumer s’ desire to purchase things. However,
this study bases its conceptual model on the idea that various fackors shape consumers”
intentions to buy smartphones, using country-of-orign image as the mdependent variable,
‘trand image and attitnde towards the brand as mediator variables, and purchase intention as
the dependent variable. As & result, this research can serve as a starting point for future
studies that examine variables such as country-of-origin image, brand image and attihade
towards the hrand.

The studys findings indicate that the image of origin indirectly infloences consumers”
willingmess to purchase smartphones through the mediating factors of brand image and
aftitude. Given the increasing consumer demand for smartphones and the mamy chodces
available, brand managers should be vigilant. This is awdal a5 any harm to the brand image
and disapproval from consumers may result in a decline in ther willingmess to bay.

Foreign brands cookd cooperate with domestic brands to customize their marketing
strategies to the preferences of domestic consumer s in order to do thorough opéimization and
adjustment The acceptance of prodocts by consumers of goods from other nations &=
contingent upon how well they align with their vales and perceptions, as stated by Thang
ef al (2027 Consequently, |t5u1hmlhmnpamtomrﬂ:mdmmmm
and their characteristics, inchoding brand awareness, which will enahble them to sucoeed In
the unfamiliar foreign markets (Qu ef af, 2021

Chinese companies can benefit from the government's doal role &s the primary
sharehaolder and a crocial repotation source (Fan, 2007). Althoogh the Chinese government
has been promoting a favorable country image in recent years (Yu and L, 2018), it shookd
continue to enhance the national image while advancing the state of science and technology
and fostering a favorable climate to promoée the nation’s businesses. Consequently, China
should boost it= foreign promotion of its favorable image by fully showcasing its bounties
through the media.

Hrand manzgers should also sirive to strengthen the country-of-origin image through
advertising and public relations. Marketing professionals can also use this work &5 a guide,
defining and putting into practice specific strategies targeted at improving consumers”
image of the brand to encourage more favorable sentiments towards it. Professionals must
strive bo imply that the products are of high quality, corsidering the quality of the products =
A fundamental component of the brand image. For instance, professionals should emphasize
that the poods are produced with suitable resources, by qualified workers and under stricthy
conirolled processes. As a result, any product that enters the market will be regarded as high
caliber, which can boost brand image and attitudes towards it and consumers’ purchase
intention.

From the social perspective, the study’s results offer insights into consumer patterns n
mobile phone purchases.  Additionally, the study reweals that consumers can become
cogmizant of how country-related stereotypes influence their buying decisions, leading them
to modify or prioritize the products counfry of origin over other features.

‘This investigation has several limitations that might stimulate future lines of research.
Ome of these limitations is related to the nonprobabilistic nature and limited sample size.
Additionally, althoogh the questionnaire was distributed online to consumers through
various online platforms from different Chinese provinces, the most reliable
responses were from smartphone users residing in a particular area. A= an extension
of this work, the sample might be expanded to inchide customer responses from other
provinces to make it even more representative.
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Another limitation is that, despite analysis of user perceptions of the smartphone brand,
various dimensions have not been considered. Therefore, it is not possible to know what
factors influence their purchase intention. Consequently, it would be beneficial to distingnish
between the user, corporate and product images to understand these elements better. This
would present specific cwes for companies that market smartphones.

Fnally, it would also be compelling to distribute the questionnaire in different nations
and examine whether culhural differences affect the findings.
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