BAB V

KESIMPULAN DAN SARAN

5.1 Kesimpulan

Berdasarkan penelitian yang telah dilakukan maka dapat disimpulkan hasil

dan pembahasan sebagai berikut:

1.

Penelitian ini menggunakan 4 variabel yaitu citra negara asal, citra merek,
sikap terhadap merek, dan niat beli ulang. Citra negara asal, citra merek,
sikap terhadap merek sebagai variabel independent, dan niat beli ulang
sebagai variabel dependent.
Terdapat 309 sampel yang memenuhi kriteria peneliti yaitu responden
yang berdomisili di Daerah Istimewa Yogyakarta, responden yang pernah
membeli atau menggunakan produk skincare dari Korea Selatan, responden
yang mengetahui informasi tentang skincare Korea Selatan melalui media
sosial, influencer, atau iklan.
Berdasarkan hasil penelitian serta analisis, ketiga variabel tersebut
memberikan pengaruh terhadap niat beli ulang. Sesuai yang telah
dijelaskan dan dijabarkan pada bab IV. Maka, dapat disimpulkan sebagai
berikut :
a. Citra negara asal berpengaruh secara signifikan positif terhadap niat
beli ulang (Diterima).

b. Citra negara asal berpengaruh secara signifikan positif terhadap citra
merek (Diterima).

c. Citra negara asal berpengaruh secara signifikan positif terhadap sikap

terhadap merek (Diterima).
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Citra merek berpengaruh secara signifikan positif terhadap niat beli
ulang (Diterima).

Citra merek berpengaruh secara signifikan positif terhadap sikap
terhadap merek (Diterima).

Sikap terhadap merek berpengaruh secara signifikan poitif terhadap
niat beli (Diterima).

Terdapat hubungan positif yang signifikan antara citra merek yang
berfungsi sebagai mediator dalam pengaruh citra negara asal terhadap
niat beli ulang (Diterima).

Terdapat hubungan positif yang signifikan antara sikap terhadap merek
berfungsi sebagai mediator dalam pengaruh citra negara asal terhadap

niat beli ulang (Diterima).

5.2 Implikasi Manajerial

Mengacu pada temuan dari penelitian yang telah dilaksanakan, berikut

adalah beberapa implikasi manajerial yang dapat diajukan:

I.

Citra negara asal Korea Selatan terbukti berpengaruh positif terhadap
niat beli ulang, citra merek, dan sikap terhadap merek.
Oleh karena itu, perusahaan skincare Korea Selatan perlu terus
menonjolkan identitas dan keunggulan Korea Selatan, baik dari sisi
inovasi, teknologi, maupun penggunaan bahan alami, dalam setiap
aktivitas pemasaran agar kepercayaan konsumen tetap terjaga.

Citra merek berperan sebagai mediator dan berpengaruh positif pada
niat beli ulang dan sikap terhadap merek.

Perusahaan perlu menjaga dan meningkatkan citra merek melalui
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kualitas produk yang konsisten, pelayanan yang baik, serta komunikasi
merek yang jelas dan relevan dengan kebutuhan konsumen Indonesia.

3. Sikap positif konsumen terhadap merek berpengaruh signifikan pada
niat beli ulang. Untuk itu, perusahaan disarankan aktif membangun
interaksi positif dengan konsumen, memberikan edukasi tentang
manfaat produk, serta merespons umpan balik secara cepat dan tepat,
terutama di media sosial.

5.3 Keterbatasan Penelitian

1. Penelitian ini hanya memfokuskan kepada produk skincare dari Korea
Selatan saja tanpa memikirkan produk skincare dari negara lain.
Sehingga hasilnya mungkin akan berbeda apabila menggunakan objek
lain.

2. Hasil nilai r-square pada citra merek tergolong rendah dengan nilai
persentase sebesar 46% yang menunjukkan bahwa variabel tersebut
memiliki akurasi model struktural yang moderat, sehingga sisanya
dijelaskan oleh variabel lain di luar model penelitian.

3. Sampel pada penelitian ini hanya terbatas pada 309 responden saja
karena keterbatasan waktu dan sulitnya mencari responden yang sesuai,
sehingga hasilnya mungkin akan berbeda jika mendapatkan responden
yang lebih banyak lagi.

5.4 Saran Penelitian Selanjutnya
Adapun kekurangan dari penelitian ini yang telah dilakukan, maka peneliti

memberikan saran sebagai berikut :



1.
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Penelitian berikutnya dapat memperluas objek penelitian dengan
memasukkan produk skincare dari berbagai negara untuk
mendapatkan hasil yang lebih komprehensif.

Disarankan untuk menambahkan variabel lain yang berpotensi
memengaruhi citra merek agar model penelitian menjadi lebih
akurat dan komprehensif.

Penelitian selanjutnya sebaiknya menggunakan sampel yang lebih
besar dan beragam agar hasilnya lebih representatif dan dapat

digeneralisasi ke populasi yang lebih luas.
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Bagian 1 dari 8

PENGARUH COUNTRY OF ORIGIN, -
BRAND IMAGE, ATTITUDE

TOWARDS THE BRAND, TERHADAP
PURCHASE INTENTION PADA
PRODUK SKINCARE KOREA

SELATAN

Hallo!!

Perkenalkan, saya Gabryella, mahasiswa Program Studi Sarjana Manajemen Angkatan 2021 di Universitas
Atma Jaya Yogyakarta. Saat ini, saya sedang melakukan penelitian dengan judul "Pengaruh Country of Origin,
Brand Image, Attitude towards the Brand, terhadap Purchase Intention pada Produk Skincare Korea Selatan",
sebagai bagian dari penyelesaian tugas akhir (Skripsi).

Sehubungan dengan penelitian ini, saya memohon kesediaan Bapak/Ibu/Saudara/i untuk mengisi kuesioner
ini. Kuesioner ini disusun untuk keperluan penelitian dan semua jawaban yang Anda berikan akan dijaga
kerahasiaannya serta hanya digunakan untuk tujuan akademis.

Kriteria Responden:

1. Responden yang berdomisili di Daerah Istimewa Yogyakarta
2. Responden yang pernah membeli atau menggunakan produk skincare dari Korea Selatan.

3. Responden yang mengetahui informasi tentang skincare Korea Selatan melalui media sosial, influencer,
atau iklan.

Jika Anda memenuhi kriteria tersebut, mohon kesediaannya untuk meluangkan waktu mengisi kuesioner ini.
Partisipasi Anda sangat berarti bagi penelitian saya.

Jika ada pertanyaan mengenai kuesioner ini, jangan ragu untuk menghubungi saya melalui email:
gabriellaruauw66@gmail.com. Saya dengan senang hati akan membantu!

Atas bantuan dan partisipasi Anda, saya ucapkan terima kasih banyak.
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Bagian 1 : Pertanyaan Filter Skincare Produk Korea Selatan

Pertanyaan Filter 1

><

Pertanyaan berikut digunakan untuk mendapatkan responden yang sesuai.

1. Apakah Anda pernah menggunakan atau membeli produk skincare dari Korea Selatan? *
Ya

Tidak (Jika Tidak, kuesioner selesai)

Pertanyaan Filter 2

><

Pertanyaan berikut digunakan untuk mendapatkan responden yang sesuai.

2. Bagaimana Anda mengetahui informasi tentang Produk skincare Korea Selatan? (Bisa *

memilih lebih dari satu

Media sosial (instagram, Tiktok, Youtube, dll.)
Teman atau keluarga
Iklan (TV, online ads, dIl)

Lainnya...

Bagian 2 : Demografis dan Profil Responden

Identitas Responden

<

Pada bagian ini responden diminta mengisi data diri dengan poin sebagai berikut.

Jenis Kelamin *

Laki - Laki

Perempuan

Berapa kisaran rata-rata pengeluaran Anda per bulan untuk skincare Korea Selatan? *
Rp50.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
>Rp200.000

Lainnya...

&3



Berapa lama Anda telah menggunakan produk skincare Korea Selatan? *
Kurang dari 6 bulan
6 bulan hingga 1 tahun

Lebih dari 1 tahun

Merek skincare favorit Anda? *

COSRX
Innisfree
Laneige
Some by Mi

Lainnya...

Bagian 3 : Pertanyaan Kuesioner

Produk skincare dari Korea Selatan dijual dan digunakan di banyak negara. *

1 2 3 4 5

Sangat Tidak Setuju O O Q O O Sangat Setuju

Produk skincare dari Korea Selatan dapat dipercaya untuk merawat kulit *

1 2 3 4 5
Sangat Tidak Setuju O O O O O Sangat Setuju

n . Neual
S :Setuju
SS :Sangat Setuju

Produk skincare dari Korea Selatan memiliki kualitas yang tinggi. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Produk skincare dari Korea Selatan dibuat dengan standar yang sangat berkualitas. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Pertanyaan : Citra Negara Asal
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Pertanyaan : Citra Merek

Citra Merek kesan atau gambaran yang ada dalam pikiran Anda tentang suatu merek, ¥
seperti seberapa terkenal, berkualitas, menarik, dan dapat dipercaya merek tersebut.

Harap pilih salah satu jawaban istilah atau persyaratan di bawah ini dengan skala Likert.
Mohon mengisi kuisioner ini dengan sesungguh-sungguhnya, berikut keterangannya:

STS : Sangat Tidak Setuju
TS :Tidak Setuju

N  :Netral

S :Setuju

SS :Sangat Setuju

Merek skincare dari Korea Selatan yang saya gunakan adalah merek yang berkualitas *

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare dari Korea Selatan memiliki inovasi dan pengembangan yang baik dalam *

perawatan kulit

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare dari Korea Selatan memiliki reputasi yang baik dalam industri kecantikan *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare dari Korea Selatan memiliki manfaat yang sangat baik untuk perawatan kulit ~ *

saya
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Merek skincare dari Korea Selatan menawarkan berbagai varian produk yang sesuai dengan  *

kebutuhan berbagai jenis kulit

Sangat Tidak Setuju O O O O O Sangat Setuju
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Pertanyaan : Sikap Terhadap Merek

Sikap terhadap merek adalah perasaan atau penilaian Anda terhadap suatu merek, Y
apakah Anda menyukainya, tertarik padanya, atau merasa merek itu cocok dengan Anda.

Harap pilih salah satu jawaban istilah atau persyaratan di bawabh ini dengan skala Likert.
Mohon mengisi kuisioner ini dengan sesungguh-sungguhnya, berikut keterangannya:

STS : Sangat Tidak Setuju
TS :Tidak Setuju

N  :Netral

S :Setuju

SS :Sangat Setuju

Saya menganggap merek skincare dari Korea Selatan menarik *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memiliki kesan yang positif terhadap merek skincare dari Korea Selatan *

Sangat Tidak Setuju O O O O O Sangat Setuju

Membeli produk skincare dari Korea Selatan adalah keputusan yang tepat untuk merawat kulit *
saya

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memiliki sikap yang positif terhadap merek skincare dari Korea Selatan *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Pertanyaan : Niat beli ulang

Niat pembelian adalah keinginan, minat, atau rencana seseorang untuk membeli suatu ¥ :
produk atau jasa di masa depan.

Harap pilih salah satu jawaban istilah atau persyaratan di bawah ini dengan skala Likert.
Mohon mengisi kuisioner ini dengan sesungguh-sungguhnya, berikut keterangannya:

STS : Sangat Tidak Setuju
TS :Tidak Setuju

N :Netral

S :Setuju

SS :Sangat Setuju

Jika saya ingin membeli produk skincare, saya akan mempertimbangkan untuk membeli *

merek dari Korea Selatan

Sangat Tidak Setuju O O O O O Sangat Setuju

Jika saya sedang berbelanja produk skincare, kemungkinan besar saya akan membeli merek *

dari Korea Selatan

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya memiliki keinginan untuk membeli produk skincare dari Korea Selatan di masa
mendatang

1 2 3 4 5

Sangat Tidak Setuju O Q O O o Sangat Setuju

Saya lebih memilih produk skincare dari Korea Selatan dibandingkan dari negara lain *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan merekomendasikan orang lain untuk membeli produk skincare dari Korea Selatan *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau Perempuan

Ikian (TV, online ads, di)

Media sosial (instagram, Tiktok, Youtube, dil., Teman atau
Media sosial (instagram, Tiktok, Youtube, diL), Ikian (TV, on
Media sosial (instagram, Tiktok, Youtube, diL.,, Teman atau

Media sosial (instagram, Tiktok, Youtube, dil

Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dlL.), Ikian (TV, on

Media sosial (instagram, Tiktok, Youtube, dll.)

Media sosial (instagram, Tiktok, Youtube, diL, Teman atau
Media sosial (instagram, Tiktok, Youtube, diL), Iian (TV, on

Media sosial (instagram, Tiktok, Youtube, dil

Media sosial (instagram, Tiktok, Youtube, dli.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dIL.), Ikian (TV, on

Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Teman atau keluarga

Teman atau keluarga

Iklan (TV, oniine ads, dl)

Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)

Media sosial (instagram, Tiktok, Youtube, diL, Teman atau
Media sosial (instagram, Tiktok, Youtube, diL., Teman atau

Media sosial (instagram, Tiktok, Youtube, dil)
Media sosial (instagram, Tiktok, Youtube, dil.

Media sosial (instagram, Tiktok, Youtube, diL,, Teman atau

Media sosial (instagram, Tiktok, Youtube, dlil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dll.)

Media sosial (instagram, Tiktok, Youtube, diL), Ikian (TV, on

Media sosial (instagram, Tiktok, Youtube, dil)
Media sosial (instagram, Tiktok, Youtube, dil.

Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau

Media sosial (instagram, Tiktok, Youtube, diL.)

Media sosial (instagram, Tiktok, Youtube, dl.), Teman atau

Media sosial (instagram, Tiktok, Youtube, dil)
Media sosial (instagram, Tiktok, Youtube, dil.

Media sosial (instagram, Tiktok, Youtube, dIl.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)

Laki - Laki

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Perempuan
Laki - Laki

Perempuan
Laki- Laki

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Media sosial (instagram, Tiktok, Youtube, dll.), Iklan (TV, on Laki - Laki

Media sosial (instagram, Tiktok, Youtube, dIl.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dIl.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)

Laki - Laki

Laki - Laki

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Media sosial (instagram, Tiktok, Youtube, dll.), Iklan (TV, on Perempuan

Teman atau keluarga

Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)

Laki - Laki
Perempuan
Perempuan
Laki - Laki
Perempuan
Laki - Laki

Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Perempuan
Media sosial (instagram, Tiktok, Youtube, dli.), Teman atau Laki - Laki

Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Teman atau keluarga

Iklan (TV, online ads, dll)

Media sosial (instagram, Tiktok, Youtube, dil.)
Teman atau keluarga

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Media sosial (instagram, Tiktok, Youtube, dli.), Teman atau Laki - Laki
Perempuan
Laki - Laki
Laki - Laki
Perempuan
Perempuan

Teman atau keluarga

Iklan (TV, online ads, dll)

Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Iklan (TV, online ads, dll)

Media sosial (instagram, Tiktok, Youtube, dil.)

Media sosial (instagram, Tiktok, Youtube, dli.), Teman atau Laki - Laki

Media sosial (instagram, Tiktok, Youtube, dil.)

Perempuan

Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Perempuan

Lampiran 2 Data Responden

Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
>Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp50.000 - Rp100.000
>Rp200.000

Rp100.000 - Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000

Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000

>Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000
Rp50.000 - Rp100.000

Rp100.000 - Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
>Rp200.000

Rp50.000 - Rp100.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
>500.000

Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp50.000 - Rp100.000
>Rp200.000

Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
>Rp200.000

Rp50.000

500.000

500.000

6 bulan hingga 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun

6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun

6 bulan hingga 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun

6 bulan hingga 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun
Kurang dari 6 bulan
Kurang dari 6 bulan

6 bulan hingga 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun
Kurang dari 6 bulan
Kurang dari 6 bulan
Kurang dari 6 bulan
Lebih dari 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Kurang dari 6 bulan
Kurang dari 6 bulan

Kurang dari 6 bulan
6 bulan hingga 1 tahun
Kurang dari 6 bulan
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
6 bulan hingga 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
500.000 Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
Kurang dari 6 bulan
6 bulan hingga 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Kurang dari 6 bulan
Kurang dari 6 bulan
Kurang dari 6 bulan
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Lebih dari 1 tahun

88

COSRX, Innisfree, Laneige

Laneige

COSRKX, Laneige, Some by Mi

COSRX
SKIN1004
COSRX
COSRX
COSRX
COSRX

COSRX, Some by Mi, Anua

COSRX

Innisfree, Some by Mi
COSRX, Some by Mi

Laneige
Some by Mi
Innisfree
COSRX

Numbuzin/Dr.Althea

Some by Mi
COSRX
Laneige
Laneige

COSRX, Laneige

Some by Mi
Some by Mi

COSRX, Innisfree, Laneige, Some by Mi
COSRX, Laneige

Laneige
Laneige
Laneige
Innisfree
COSRX
COSRX

Innisfree, Laneige
COSRX, Laneige

COSRX
Some by Mi
Laneige,

Innisfree, Laneige, Beauty Of Joseon, Anua, YNM, Nature Republic,

Some by Mi

Laneige, ciinique
COSRX

COSRX

Innisfree

COSRX

COSRYX, Innisfree

COSRX

COSRX

COSRX

COSRX

COSRYX, Innisfree, Laneige, Some by Mi
Innisfree

Some by Mi

Some by Mi

Innisfree

COSRYX, Innisfree, Laneige
COSRX

COSRX

Innisfree

Some by Mi

COSRX

Some by Mi

COSRX, Some by Mi
COSRYX, Innisfree,
Innisfree, Laneige
COSRYX, Innisfree, Some by Mi
Innisfree

COSRX, Laneige

COSRX

Innisfree

Innisfree, Some by Mi
Some by Mi

Innisfree

COSRX, Innisfree, Some by Mi, Skin1004
Laneige

Some by Mi

Innisfree

Laneige

Laneige, Some by Mi
Laneige, Some by Mi
COSRX

Innisfree, Some by Mi
Innisfree

Innisfree

Laneige, Some by Mi
COSRX

Some by Mi

COSRYX, Innisfree, Laneige
Innisfree, Laneige
COSRX, Laneige



9TIVE Lok LAk RpZ00000 Kuraing 6an & buian Some by W
92 |Ya IKan (TV, on Laki - Laki >Rp200. 6 bulan hingga 1 tahun COSRX

93 |Ya . di aki Rp50.000 - Rp100.000 Kurang dar 6 bulan Innisfree

94 |va . dlL), Teman atau Perempuan Rp100.000 - Rp200.000 Lebih dari 1 tahun Innistree, Laneige, Some by Mi
95 Ya  Media sosial (instagram, Tikiok, Youtube, ), Teman atau Perempuan >Rp200. Kurang dari 6 bulan

96 Ya  Teman atau kelarga Laki-Laki >Rp200.000 Kurang dar 6 bulan

97 Ya  Media sosial (instagram, Tikiok, Youtube, di.) Perempuan >Rp200.000 Lebin dari 1 tahun

98 Ya  Media sosil (instagram, Tikiok, Youtube, di.), Ikan (TV, on Perempuan >Rp200. Lebih dari 1 tahun

99 Ya  Ikan (TV, online ads, dI) Laki - Laki Rp100.000 - Rp200.000 Lebih dari 1 tahun

100/ Ya  Media sosal instagram, Tikiok, Youtube, di Laki - Laki Rp50.000 - Rp100.000 6 bulan hingga 1 tahun COSRX, Innisfroe, Laneige
101/Ya  Media sosal (instagram, Tiktok, Youtu! Perempuan Rp100.000 - Rp200.000 Lebih dari 1 tahun COSRX, Laneige, skin 1004
102 Ya  Media sosial (instagram, Tikiok, Youtu! >Rp200.000 6 bulan hingga 1 tahun |m.u... Some by Mi

103 Ya  Modia sosial (instagram, Tiktok, Youtul Rp100.000 - Rp200.000 Kurang dar 6 bulan

104 Ya  Media sosial (instagram, Tiktok, Youtu! >Rp200. 6 bulan hingga 1 tahun oosnx Laneige

105 Ya  Media sosil (instagram, Tiktok. Youtu! >Rp200.000 6 bulan hingga 1 tahun SKIN1004

106/ Ya  Media sosial (instagram, Tikiok, Youtul Rp100.000 - Rp200.000 Kurang dari 6 bulan COSRX

107 Ya  Media sosial (instagram, Tiktok, Youtu! >Rp: Lobin dari 1 tahun Innisfree, Laneige, Some by Mi
108Ya  Media sosial (instagram, Tiktok, Youtu! Rp100.000 - Rp200.000 Kurang dar 6 bulan Some by Mi

109 Ya  Ikan (TV, onine ads, Rp50.000 - Rp100.000 n lan COSRX

110/Ya  Media sosial (instagram, Tikiok, Youtube, a a) >Rp200. 6 bulan hingga 1 tahun Some by Mi

111|Ya Perempuan >Rp200.000 6 bulan hingga 1 tahun Skin1004

112 Ya >Rp200.000 Lebih dari 1 tahun COSRX, Innisfree, Laneige
113\Ya Lok Lok Rp100.000 - Rp200.000 e uln hingga 1 tahun Innisfree

114|va Laki >Rp: 1 tahun Some by Mi

115|va Kan (TV, on Perempuan Rp100.000 - Rp200.000 Kunng dani 6 bulan COSRX, skin1004

116|Ya Perempuan Rp100.000 - Rp200.000 Kurang dar 6 bulan COSRX, Innistree

117|Ya mpuan Rp100.000 - Rp200.000 Lebin dari 1 tahun Innisfree

118|Ya Teman atau Laki - Laki Rp100.000 - Rp200.000 Kurang dar 6 bulan COSRX

119|a -Laki Rp50.000 - Rp100.000 6 bulan hingga 1 tahun Some by Mi

120|Ya >Rp200. 6 bulan hingga 1 tahun COSRX, Laneige

121)va >Rp200.000 Lebih dari 1 tahun Innistree, Laneige

122 Ya L >Rp200.000 Lobih dari 1 tahun Somo by Mi

123 Ya Teman atau Perempuan >Rp200.000 Lebih dari 1 tahun COSRX, Innisfree, Laneige
124|Ya mpuan >Rp200.000 6 bulan hingga 1 tahun by Mi

125|Ya IKan (TV, on Perempuan >Rp200.000 Lebih dari 1 tahun COSRX

126|Ya Toman atau Perempuan >Rp200.000 Lobih dari 1 tahun COSRX, Innisfree

127\Ya Laki - Laki >Rp200.000 Kurang dar 6 bulan Innisfree

128 Ya IKan (TV, on Perempuan >Rp200. Lebin dari 1 tahun cosax. Some by Mi
129|Ya Toman atau Perempuan Rp100.000 - Rp200.000 6 bulan hingga 1 tahun

130|Ya Perempuan Rp100.000 - Rp200.000 6 bulan hingga 1 tahun cosnx, Innisfree, Laneige
131)va erempuan Rp50.000 - Rp100.000 Kurang dan 6 bulan Innisfree, Some by Mi

132|Ya Teman atau Laki - Laki Rp100.000 - Rp200.000 6 bulan hingga 1 tahun Laneige, Some by Mi

133 Ya Iidan (TV, on Laki - Laki Rp100.000 - Rp200.000 e bulan hhw 1 tahun COSRX

134|Ya Ikdan (TV, on Perempuan >Rp200. Lobih dari 1 tahun Innisfree, Laneige

135 Ya Laki - Laki Rp50.000 Kurang Gar§ buan COSRX

136|Ya Teman atau Perempuan Rp100.000 - Rp200.000 Lebih dari 1 tahun Innisfree

137|Ya Teman atau Laki-Laki >Rp200. 6 bulan hingga 1 tahun Lanoige, Some by Mi
138Y, Toman atay P >Rp200.000 6 bulan hingga 1 tahun COSRX

139 >Rp200.000 Lebin dari 1 tahun COSRX, Some by Mi
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TRIGK, YGUtab, OL) TKSA (1V, O Lk~ Lak
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Tidok, Youtube, diL), Ikian (TV, on Laki- Laki
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Madia sosial (nstagram, Tikiok, Youtube, i)
kan (TV, onine ads. ¢)

6 buan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hngga 1 tahun
 bulan hingga 1 tahun
Kurang dan 6 bulan
Kurang dari 6 bul

6 bulan hingga 1 tahun

mmmsum

ram, Thiok, Youtube, dl.) 6 bulan hingga 1 tahun COSRX, Innistree:
o) 6 bulan hingga 1 tahun
52 Innistree
Madia sosil (nstagram, TRIOK, Youtube, di) COSRX
Madia sosial (nstagram, Tiok, Youtube, di. Toman atau Some by M.
162 Ya__Modia sosil (nstagram, ok Youtube, dL) Some by M.
Bak o korea langsung
Modia sosial (estagram, Tiok, Youtube, dl.) cosRX
Teman ateu kehsa
Modia sosial (estagram, Tiok, Youtube, di COSRX, Laneige
@stagram, Tiiok, Youtube, ai RX
Inniatiee, Some by M
Some by M
COSRX
6 bulan hingga 1 tahun
estagram, Titok, Youtube, d Kurang dos 6 bulan Inniste
Madia sosil (nstagram, Tkiok, Youtube, o u Kurang dari 6 bulan COSRX
Madia sosial (estagram, TIok, Youtube, ol Por 6 bulan hingga 1 tahun Lanoge
Madia sosia (nstagram, Tiok, Youtube, ot Laki-Laki Kurang dar COSRX
Toman atau Paorempuan 6 bulan hingga 1 tahun Some by M.
Madia sosil (nstagram, Tiok, Youtube, di) Porempuan L
Madia sosil (nstagram, Tiiok, Youtube, di.) Parempuan COSRX
Madia sosia (nstagram, Thiok, Youtube, di.) -Lak Laneige
Moda ol raterem, Tick Youksoe, oL, W 1V, o Lakd- Lot Laneige
Teman atau keksa Some by M.
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192 Ya
193 Ya
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kan (TV, onine ads, Lo Lo
stagram, Tiiok, Youtube, di. Perempuan

stagram, Titok, Youtube, di. Laki- Laki
‘Titok, Youtube, di. Perempuan

ram, Tiiok, Youtube, di.
ram, Tiiok, Youtube, di
mstagram, Tiok. Youtube, di.

Toman atau Perempuan
Ikdan (TV, on Laki- Laki
Ikdan (TV, on Perempuan

6 buan hingga 1 tahun
Kurang da 6 bul

Lebi dar 1 tabun
Lobi dad 1 tabun

9 1 tahun
6 bulan hingaa 1 tahun

Media sosial (nstagram, TIKIOK, Youlube, al)
Media sosial (instagram, Tiktok, Youtube,
Media sosial (instagram, Tiktok, Youtube, di. )
Media sosial (instagram, Tiktok, Youtube, dlL.), Teman atau
Media sosial (instagram, Tiktok, Youtube, diL.)
Teman atau keluarga
Media sosial (instagram, Tiktok, Youtube, dil.), Teman atau Laki- Laki
Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Perempuan
Media sosial (instagram, Tiktok, Youtube, dlL.), Ikian (TV, on Laki - Laki
Media sosial (instagram, Tiktok, Youtube, dll.). Teman atau Perempuan
Media sosial (instagram, Tiktok, Youtube, diL.), Teman atau
Media sosial (instagram, Tiktok, Youtube, dil.)
Media sosial (instagram, Tiktok, Youtube, dll.)
Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Perempuan
Media sosial (instagram, Tikiok, Youtube, dlL.), Ikian (TV, on P
Media sosial (nstagram, Tiktok, Youtube, diL.) Laki
Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Plnnwln
Media sosial (i
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Teman atau keluarga
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Media sosial (instagram, Tiktok, Youtube, dlL.), Ikian (TV, on Laki - Laki
Media sosial (instagram, Tiktok, Youtube, dil., Teman atau Laki- Laki
Media sosial (instagram, Tikiok, Youtube, di.
Teman atau keluarga, Ikian (TV, online ads, di)
Ikian (TV, online ads, df)
Media sosial (instagram, Tiktok, Youtube, dll.), Teman atau Laki - Laki
Media sosial (instagram, Tiktok, Youtube, dlL.), Ikian (TV, on Laki - Laki
IKan (TV, online ads, d
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Media sosial (instagram, Tiktok, Youtube,
Media sosial (instagram, Tikiok, Youtube,
Media sosial (nstagram, Tikiok, Youtube, il )

Laki - Laki

Rp100.000 - Rp200.000
>Rp200.000
Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000

Innistoe
Innistre, Skin1004

Innatoe

‘COSRX, Laneige, Numbuzn

‘COSRX, Modheal, Banton

COSRX, Innistree

Innisfwe, Some by M, Naturo Republc

6 bulan hingga 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun

6 bulan hingga 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun

Rp50.000 Lebih dari 1 tahun

>Rp200.000 6 bulan hingga 1 tahun
>Rp200.000 6 bulan hingga 1 tahun
Rp100.000 - Rp200.000 Lebih dari 1 tahun
200.000 Kurang dari 6 bulan
Rp100.000 - Rp200.000 6 bulan hingga 1 tahun
Rp100.000 - Rp200.000 Kurang dari 6 bulan

>Rp200.000 Lebih dari 1 tahun
200.000 Lebin dari 1 tahun
Rp100.000 - Rp200.000 Kurang dari 6 bulan
>Rp200.000 Lebin dari 1 tahun
Rp100.000 - Rp200.000 Kurang dari 6 bulan
>Rp200.000 Lebin dari 1 tahun
Rp50.000 - Rp100.000 Kurang dari 6 bulan
Rp100.000 - Rp200.000 6 bulan hingga 1 tahun
Rp100.000 - Rp200.000 Kurang dar 6 bulan
Rp50.000 - Rp100.000 Kurang dari 6 bulan

>Rp200.000
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>Rp200.000
>Rp200.000

Rp100.000 - Rp200.000
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Rp100.000 - Rp200.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
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Rp100.000 - Rp200.000
Rp50.000 - Rp100.000
Rp100.000 - Rp200.000
>Rp200.000
>Rp200.000

Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Rp50.000 6 bulan hingga 1 tahun
Lebih dari 1 tahun
Kurang dari 6 bulan
Kurang dari 6 bulan
Rp50.000 Kurang dari 6 bulan
Kurang dari 6 bulan
Lebih dari 1 tahun
6 bulan hingga 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
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6 bulan hingga 1 tahun

6 bulan hingga 1 tahun
ing dari 6 bulan

RpS50.000 Lebih dari 1 tahun
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Some by Mi
Innisfree
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Innisfree, Laneige, Some by Mi
COSRX, Some by Mi
Some by Mi
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cost |nnum Laneige, dr. althea
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skin1004.

COSRX, Innisfroe, Laneige, Some by Mi
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Some by Mi



237 Ya  Media sosial (instagram, Tktok, Youtube, dil.) Laki - Laki

238Ya  Media sosial (nstagram, Tiktok, Youtube, dlL), Teman atau Laki - Laki
239 Ya Ikian (TV, online ads, di) Perempuan
240 Ya  Media sosial (nstagram, Tiktok, Youtube, dlL), Ikian (TV, on Laki - Laki
241Ya  Teman atau keluarga, Ikian (TV, online ads, dl) Perempuan
242Ya  Media sosial (nstagram, Tiktok, Youtube, dL), Teman atau Laki - Laki
243Ya  Teman atau keluarga, Ikian (TV, online ads, d) Perempuan
244 Ya  Ikian (TV, online ads, dil) Perempuan

245 Ya  Media sosial (instagram, Tiktok, Youtube, diL), Teman atau Laki - Laki
246Ya  Media sosial (nstagram, Tikiok, Youtube, dlL), Ikan (TV, on Laki - Laki
247 Ya  Teman atau keluarga

248Ya  Media sosial (nstagram, Tikiok, Youtube, dl.)
249Ya  Teman atau keluarga, Ikian (TV, online ads, dll)
250 Ya  Idan (TV, online ads, dil)

Mo ia sosial (nstagram, Tiktok, Youtube, dil.)
i sosial (instagram, Tiktok, Youtube, diL), Teman atau Lai
253 Ya mau sosial (nstagram, Tiktok, Youtube, diL), Iklan (TV, on Laki - Laki
254 Ya  Media sosial (nstagram, Tiktok, Youtube, dl) Laki - Laki
255Ya  Media sosial (nstagram, Tikiok, Youtube, dl.)
256 Ya  Teman atau keluarga, Ikian (TV, online ads, di)
257 Ya  Teman atau keluarga

258 Ya Ikian (TV, online ads, di) Perempuan
259 Ya  Media sosial (instagram, Tiktok, Youtube, diL., Teman atau Laki - Laki
260 Ya  Media sosial (nstagram, Tikiok, Youtube, dlL.), Teman atau Laki- Laki
261 Ya  Teman atau keluarga, Iian (TV, online ads, dil) Perempuan
262Ya  Media sosial (nstagram, Tikiok, Youtube, dlL., Teman atau Laki- L-KI
263 Ya  Teman atau keluarga
264Ya  Media sosial (nstagram, Tikiok, Youtube, diL., Teman atau Laki- Tk

265 Ya  Teman atau keluarga Perempuan
266Ya  Teman atau keluarga Perempuan
267 Ya  Teman atau keluarga Perempuan
268Ya  Teman atau keluarga, Ikian (TV, online ads, dl) Perempuan
269 Ya  Teman atau keluarga Perempuan
270 Ya Ikian (TV, online ads, di) Perempuan

271 Ya  Media sosial (instagram, Tiktok, Youtube, diL.), Teman atau Laki - Laki
272Ya  Media sosial (nstagram, Tiktok, Youtube, dlL.), Teman atau Laki - Laki
273Ya  Media sosial (nstagram, Tikiok, Youtube, dlL), Ikan (TV, on Laki - Laki
274/Ya  Media sosial (nstagram, Tiktok, Youtube, di.)
275 Ya Teman atau keluarga

276/Ya  Media sosial (nstagram, Tiktok, Youtube, dl.)
277 Ya Iklan (TV, online ads, dil)

278/Ya  Teman atau keluarga, Iklan (TV, online ads, dl)
279Ya  Teman atau keluarga, Ikian (TV, online ads, dl)
280 Ya  Teman atau keluarga, Ikian (TV, online ads, dl)
281 Ya  Teman atau keluarga

282Ya  Ian (TV, online ads, di) Perempuan
283 Ya  Media sosial (nstagram, Tiktok, Youtube, dl), Teman atau Laki - Laki
284Ya  Toman atau keluarga Perempuan
285Ya Ikian (TV, onine ads, di) Perempuan
286|Ya

288 Ya  Teman atau kelarga
289 Ya  Madia sosial (instagram, Tikiok, Youtube, di.)
290 Ya Media sosial (instagram, Tiktok, Youtube, dil.
gram, Tikiok, Youtube, df

Media sosial (nstagram, Tikiok, Youtube, di.)
Ikdan (TV, onling di)

Ikdan (TV, onli )
Media sosial (nstagram, Tikiok, Youtube, di.)
Media sosial (instagram, Tikiok, Youtube, dlL.), Teman atau Laki- aki

Pounpuln

Media sosial (instagram, Tiktok, Youtube, diL), Ikian (TV, on Laki -
Teman atau kelu; Perempt

300 Ya  Teman atau keluarga, Ikdan (TV, online ads, dil) Perempuan
Teman atau keluarga, Iklan (TV, oniine ads, di} an

Modia sosial (instagram, Tiktok, Youtube, di
Modia sosial (instagram, Tiktok, Youtube, di
Modia sosial (instagram, Tiktok, Youtube, di
305 Ya  Teman atau kelarga, lmn (TV, online ads, di) Pmnpu-n
306 Ya Ikian (TV, onine a erempuan
307Ya  Media sosial (hmgum. Tiktok, Youtube, dL), IKan (TV, on Pommuln
308 Ya  Media sosial (instagram, Tiktok, Youtube, di
309Ya  Media sosial (instagram, Tiktok, Youtube, di.), Teman atau Plrllrvuln
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>Rp200.000
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Kurang dari 6 bulan
Rp50.000 6 bulan hingga 1 tahun
Lebih dari 1 tahun
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Kurang dari 6 bulan
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6 bulan hingga 1 tahun
Lebih dari 1 tahun
Rp50.000 Kurang dari 6 bulan
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Rp50.000 Lebih dari 1 tahun
Lebih dari 1 tahun
Lebih dari 1 tahun
Rp50.000 Kurang dari 6 bulan
6 bulan hingga 1 tahun
Kurang dari 6 bulan

6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Rp50.000 Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
6 bulan hingga 1 tahun
Rp50.000 Kurang dari 6 bulan
Kurang dari 6 bulan
Rp50.000 Lebih dari 1 tahun
Kurang dari 6 bulan
Lebih dari 1 tahun
Kurang dari 6 bulan
6 bulan hingga 1 tahun
6 bulan hingga 1 unun
6 bulan hingga 1 tahu
6 bulan hingga 1 ahun
Lebih dari 1 tahun
Lebih dari 1 tahun
6 bulan hingga 1 tahun

Kurang dari 6 bulan
6 bulan hingga 1 tahun
Rp50.000 6 bulan hingga 1 tahun
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obih dari 1 tahun
Kurang dari 6 bulan
Rp50.000 Lebih dari 1 tahun
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Some by Mi
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Lampiran 3 Hasil Kuesioner
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Lampiran 4 Hasil Olah Data

Nilai Mean, Min, dan Max

RERARARRAARARAART

AR

Missings

Mean
4408
4417
4392
4382
aan
4395
4421
4385
4460
4417
4392
4366

4262
4252

4149
429

Nilai Quter Loadings

CM1
CM2
cMm3
cMm4
CM5
CNA1
CNA2
CNA3
CNA4
NP1
NP2
NP3
NP4
NP5
STM1
STM2
STM3
STM4

Citra Merek

0.742
0.740
0.719
0.739
0.704

Median
4.000
4.000
4.000
4.000
4.000
4.000
5.000
4.000
5000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000

Scalemin
2.000
2.000
2.000
2.000
2.000
2.000
1.000
2.000
2.000
2.000
1.000
1.000
2.000
1.000
1.000
2.000
1.000
1.000

Scale max Observed min

5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5000
5.000
5000
5000

Citra Negara Asal

0.775
0.736
0.704
0.723

2000
2.000
2000
2000
2000
2000
1000
2000
2000
2000
1.000
1000
2.000
1000
1000
2.000
1000
1000
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5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

0.645
0626
0648
0631
0630
0638
0671

0630
0626
0653
0677
0606
0746

0.781
0.669
0831
0663

Niat Pembelian

0724
0.805
0.701
0.757
0.736

1477
0362
-0227
0680
1231
1.085
1968
1124
0.992
03862
1745
1.287
-0.077
1124
1610
0.556
0605
0938

Skewness
-0997
-0758
-0.668
-0.752
-0907
-0.877

-1126
-0.839
-0977
-0758
-0.961
-0917
-0615
-0.939
-1091
-0761
-0.898
-0673

Cramér-von Mises p value
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000

Sikap Terhadap Merek

0.739
0.779
0694
0.710



Nilai R-Square dan Q-square

Citra Merek
Niat Pembelian
Sikap Terhadap Merek

Citra Merek
Niat Pembelian
Sikap Terhadap Merek

R-square R-square adjusted
0.461 0.459
0.353 0.349
0.605 0.602

Q?predict RMSE MAE
0.454 0.750 0.553
0.295 0.848 0.633
0.450 0.750 0.585

Nilai Construct Reliability and Validity dan AVE

Citra Merek

Citra Negara Asal

Niat Pembelian

Sikap Terhadap Merek

Cronbach's alpha
0.779
0.716
0.799
0.710

Composite reliability (rho_a)

0.780
0717
0.799
0.715

Nilai Discriminant Validity (Cross Loading)

cMm1
CcMm2
CM3
CM4
CM5
CNA1
CNA2
CNA3
CNA4
NP1
NP2
NP3
NP4
NP5
STM1
STM2
STM3
STM4

Citra Merek
0.742
0.740
0.719
0.739
0.704
0522
0.491
0.426
0553
0.416
0.395
0.428
0.382
0.380
0.437
0516
0.428
0.489

Citra Negara Asal

0.479
0.486
0520
0.493
0.496
0.775
0.736
0.704
0723
0.389
0.404
0.460
0.394
0.391
0.508
0.585
0414
0454

Niat Pembelian
0.336
0.451
0.352
0.440
0.376
0.374
0.415
0.417
0.412
0724
0.805
0.701
0.757
0.736
0.457
0533
0.481
0.472
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Composite reliability (tho_c) ~ Average variance extracted (AVE)

0.850
0.824
0.862
0.821

Sikap Terhadap Merek
0.447
0.450
0.456
0525
0.452
0.544
0.499
0.488
0.454
0.459
0.495
0532
0.485
0.498
0.739
0779
0.694
0.710

0.531
0.540
0.556
0.535



Nilai Path Coefficient

Citra Merek

Citra Negara Asal Niat Pembelian Sikap Terhadap Merek
Citra Merek 0.308 0.225
Citra Negara Asal 0.679 0.341 0.320
Niat Pembelian 0.368
Sikap Terhadap Merek

i s i N

Citra Negara Asal -> Citra Merek -> Niat Pembefian

Citra Nogara Asal -> Sikap Terhadap Merek -> Niat
Pembelion
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Lampiran S Struktur Kerangka SEM
Struktur Awal Penelitian

cmt CM2 CcM3 CM4 CM5

CNA1

CNA2

CNA3

CNA4

STM1 STM2 STM3 STM4

Struktur Calculation PLS Algorithm

cmi CM2 CM3 CMm4 CM5

0742 0740 0719 0739 (703

Citra Merek NP1
CNAT 0.679 0140
0723 NP2
CNA2 0775 0.805
*—0736 :
0708 0121 »> 0700—» NP3
CNA3 4 0339 0758
0723 o788 P4
Citra Niat Pembelian  ©-
CNA4 Negara
0.445 0.494 NP5

0737 0778 0.696 071

STM1 STM2 STM3 STM4
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Sturktur Calculation PLS Bootstrapping

Ccm1 CM2

CNA1

CNA2 0.000
*—0.000

CM3

Cm4

4

0.000 0.000 0.000 0.000 0.000

0.000
CNA3 4
0.000

Citra Negara
CNA4 9

0.000

0.000

0.000 0,000 0.000 0.000

STM1 STM2
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Abstract

Purpose — Due to the intense rivalry in the smartphone market, manufacturers of mobile phones are
becoming increasingly interested in knowing the factors that influence consumers’ purchase intention. This
paper aims to examine the effect of country-of-origin image, brand image and attitude towards the brand on
the purchase intention of smartphone users.

Design/methodology/approach — An empirical study was performed based on the information gathered
from smartphone users. The structural equation modeling (SEM) technique was applied to examine the
hypotheses.

Findings — The authors found that brand image and attitude towards the brand significantly influence
consumer purchase intention. Additionally, there is an indirect effect even when the nation of origin image
does not directly influence the consumer’s purchase intention. Indeed, brand image and attitude towards the
brand act as a mediator between the country-of-origin image and purchase intention.

Originality/value - This study presents a conceptual model on the impact of country-of-origin image on the
propensity of consumers to buy smartphones in a field where little research has been done. The investigation
offers a consumer-focused analysis regarding the country-of-origin image. This suggests a significant shift
from the current strategy, which is frequently centered on the viewpoint of the companies.

Keywords Country-of-origin, Brand image, Attitude towards the brand, Purchase intention
Paper type Research paper

Introduction

Smartphones have developed into a necessary communication tool in people’s daily lives.
Data from the International Telecommunication Union (2022), the United Nations specialized
body in charge of information and communication technology matters, show that the number
of mobile phones worldwide reached 8.6 billion in the past year, surpassing the world
population. This indicates that several individuals use two or more mobile phones
simultaneously. With around 6.6 billion smartphone users worldwide, China represents
about 15% of total users (Statista, 2022a).
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China has the world’s significant smartphone market. Nearly all Chinese smartphone
market share is divided between Vivo, OPPO, HONOR, Apple and Xiaomi. Only 16% of the
market is taken up by other brands (Samsung, Meizu, Lenovo...) (Canalys, 2022). The
competition among smartphone brands has gotten fiercer (Liao ef al,, 2021), and the demand
for devices from China is dropping. According to Canalys (2022), Vivo is currently in the lead
with 14.1 million units shipped, followed by OPPO with 12.1 million units. HONOR is in third
place with 12.0 million units, followed by Apple in the fourth with 9.0 million units. To round
out the top five, Xiaomi shipped 9.0 million units. Despite the dominance of Chinese
smartphone brands, Apple, a U.S. company, is shipping an increasing number of devices,
snatching market share from brands like Vivo and OPPO.

At present, China’s 14th Five-Year Plan for Information and Communications Industry
Development focuses on developing the digital economy. The overall information and
communication sector will have grown to a size that is safe, dependable, green, intelligent
and green by 2025. Innovation capability has increased significantly within the new digital
infrastructure, which leads to the emergence of new business models and a thorough
improvement in the capacity to drive digital transformation and upgrading in the social and
economic spheres. These provide a solid foundation for building a robust manufacturing and
digital nation.

In recent 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, including the
Action Plan for the Collaborative Development of Dual-Gigabit Networks (2021-2023), the
Action Plan for the Development of Basic Electronic Components Industry (2021-2023) and
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
prospect for the development of the mobile phone industry, which also provide a suitable
environment for companies’ manufacturing and business dealings.

With the rapid growth of new technology and the saturation of the market, the criteria
used to assess a nation’s level of global competitiveness have also changed significantly
(Gupta et al, 2018). Traditionally, the aspects of evaluating international competitiveness
were based 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 image factors are being adopted as vital
criteria to explore international competitiveness (D’Astous and Ahmed, 1999; Papadopoulos
and Heslop, 2014; Yu et al,, 2022). As a result, it is advantageous to create a favorable
corporate brand image in the minds of consumers, which influences how they perceive and
evaluate the brand by shaping their opinions, perceptions and attitudes (Lee and Lee, 2006).

The concept of origin image was first put forth by Schooler (1965), who claimed that the
country-of-origin image directly influenced consumer perception of goods from that place.
Reierson (1967), Chasin and Jaffe (1979), Johansson et al. (1985), and Keown and Casey (1995)
conducted extensive research on this subject over a long period. It was found that the origin
image impacts several variables at various degrees (Al Sulaiti and Baker, 1998; Alonso Dos
Santos et al., 2022; Bernard et al., 2020; Yu et al., 2013).

Several authors have previously sought to clarify how the origin image effect is
developed. Han (1989) made notable progress among them. He deduced that when consumers
know little about the country or region where a product originates, their perception of the
locality directly impacts their feelings about the goods. Batra ef al (2000) assert that
consumers in developing nations are particularly susceptible to the effects of the country-of-
origin construct. Wang (2003) also identified that the average level of consumer cognition is
impacted by national, cultural, political, religious, and legal issues and is related to national
economic growth. According to Oberecker et al. (2008), a direct link exists between consumer
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affinities for a nation and their propensity to purchase goods from that place. Moreover,
consumers’ acceptance of products from other countries depends on the compatibility of the
products with their own values and ideas (Zhang ef al, 2022).

Consequently, psychological characteristics like patriotism, loyalty and national honor
impact consumers’ perception of domestic and international products (Li ef al,, 2021; Pentz
et al., 2017). Moreover, even if goods may not be of the highest quality, consumers are more
likely to purchase them if they come from their nation. As a result, the country-of-origin
image can influence consumers’ purchase intention. Since companies are aware of this, they
tend to utilize the country of origin as a marketing tool (Verlegh ef al, 2005). Using the phrase
“Made in. . . ” and placing quality and origin labels on items are two examples of marketing
techniques companies use to inform consumers of the nation of origin of their goods subject
to legislative restrictions. Other methods not subject to legal restrictions include the country
of origin in the brand or the name of the product, such as embedding the national flag or other
symbols, or showcasing iconic structures or typical landscapes from the country of origin
(Aichner, 2014).

This study examines the effects of country-of-origin, brand image and attitude towards
the brand of Chinese smartphone users on their purchase intentions. Additionally, the
connections between the factors under consideration, and whether the brand image and the
attitude towards the brand act as mediators are investigated.

Literature review and hypotheses

The effect of country-of-origin

The progression of multinational corporations has been inexorably linked to the
phenomenon of globalization. A pivotal consequence of this global integration is the
intricate national composition of many contemporary products, prompting a substantial
redefinition of the conventional notion of “origin.” Consequently, the concept now
encompasses the location of the product’s assembly or manufacture and the geographical
source of its constituent components (Thakor and Lavack, 2003). Illustratively, 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,
underscores the growing significance of the product or brand’s origin as a salient variable
within numerous academic research studies (Ciravegna ef al, 2014; Hamzaoui-Essoussi,
2010; Laibach et 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 emotional bias among
consumers when evaluating products contingent upon the product’s country-of-origin.
Therefore, the image associated with a product’s country-of-origin holds the potential to
significantly shape consumer perceptions, a phenomenon widely recognized as the “country-
of-origin effect”.

After Schooler’s seminal work, researchers such as Drumwright (1994) and Peterson
(1995) further bolstered this concept through their empirical investigations. Concurrently,
Zbib et al. (2010) articulated a perspective wherein the country-of-origin image contributes to
consumer’s belief that products from a specific country possess a superior quality compared
to those from other nations. For instance, common perceptions may hold that Japanese small
household appliances epitomize quality, while French fashion embodies style. Chinese
enterprises dominate the international market with competitively priced labor-intensive
products, which leaves consumers with numerous adverse connotations that “Made in
China” is a subpar and inferior product (Jo ef al., 2003; Oumlil, 2020; Veale and Quester, 2009).
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Such stereotypes influence consumers’ decision-making processes, profoundly impacting
their product or service choices.

Consumers adopt a comprehensive perspective, attentively considering product
attributes and origin. This phenomenon has been corroborated by research conducted by
Frewer ef al (2013) and Yang ef al. (2018), who established that a favorable perception of a
product’s origin positively influences consumer evaluations, subsequently enhancing their
purchase intention. These findings align with the cognitive approach, supported by results
from Witek-Hajduk and Grudecka (2022), which positions country-of-origin as one of the
extrinsic cues within consumers’ information processing, capable of exerting an impact on
their purchase intentions.

When consumers possess limited knowledge about a brand’s products, they often make
inferences about product attributes (such as quality or reliability) based on their
understanding of the country-of-origin (Han, 1989). This cognitive bias, known as the
“halo effect,” was first introduced by Thorndike (1920) and has been extensively examined
within the marketing domain by numerous scholars (Burke et al,, 2018; Hien ef al, 2020;
Koubaa, 2008; Leuthesser ef al.,, 1995; Panda and Misra, 2014; Wang, 2003; Woo, 2019). The
“halo effect” operates on the premise that the image of origin is essentially a regional
reputation, functioning as a reliable external cue for products (Josiassen et al., 2013). The
favorable origin image signifies that the region boasts a commendable reputation for
producing a specific product type. This reputation acts like an expansive halo, casting a
promising light on products manufactured within the entire region (Boatwright et al., 2008;
Han, 1989). Products associated with this positive reputation halo effectively bear an identity
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
its brand image. This phenomenon implies that consumers extend their emotional
sentiments about a particular country to the brands operating within it. These feelings
may originate from direct encounters, such as travel experiences or interactions with
foreigners, as well as indirect exposures related to art, education and culture (Verlegh and
Steenkamp, 1999). Specifically, “consumer ethnocentrism” refers to the particular situation in
which consumers favor domestic brands over those from other nations regardless of the
features of the goods (De Mooij, 2011). It is more prevalent in developed countries.
Consequently, a favorable country-of-origin image is anticipated to yield a positive brand
image for products from that nation.

According to Kotler and Armstrong (2008), consumers’ attitude towards a specific brand
encompasses their evaluations, emotional sentiments, and inclinations regarding that brand.
Therefore, consumers’ attitude towards a brand influences whether they will have a good or
adverse reaction to the firm’s products. Customers typically develop attitudes due to their
experiences with the brand’s products. Although the consumers’ attitude towards a brand is
defined by its permanency through time, this attitude can alter depending on factors
including new experiences with its products, advertising and consumer satisfaction
(Ghorban, 2012; Solomon, 2020). However, various factors can shape consumers’ attitudes
towards a brand.

Scholars have worked hard to confirm and establish a connection between consumer
attitudes and country-of-origin perceptions (Oduro et al, 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 renowned for producing
high-quality products tends to foster a positive attitude among consumers towards products
from that country. Conversely, when individuals harbor hostile feelings towards a country,
often due to political or social reasons, they resist accepting products from that particular
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nation. This interplay between the country-of-origin image and consumer attitudes towards
brands has been a subject of investigation across diverse product categories, including beer
and personal computers (Chen, 2010), powder milk (Nguyen et al., 2019) and even fictitious
goods (Visbal et al, 2017). In all instances, the research consistently concludes that the
country-of-origin image positively influences consumer attitudes.

The following hypotheses are suggested in light of the information above:

Hi. Country-of-origin image will positively affect purchase intention.
H2. Country-of-origin image will positively affect brand image.
H3. Country-of-origin image will positively affect attitude towards the brand.

The effect of brand image

Currently, buyers can choose from many goods on the market that share similar
characteristics. Consumers may rely on their purchase decision on their views of the
brands when they have limited information about the products or limited time to choose the
one to buy. Kim and Chao (2019) utilized data gathered from young Chinese people to
demonstrate that the intention to purchase minimal-involvement products was directly and
favorably correlated with the brand image. The researchers’ data show that brand image
indirectly affected consumers’ purchase intention of high-involvement products. According
to Khuong and Tran (2018), consumers’ intent to purchase the brand increases in proportion
to how well-regarded that brand is perceived. Additionally, they emphasized the crucial
mediating function of the brand image between several packaging traits and purchase
intention.

As was previously mentioned, as customers assess a brand’s products, they develop an
attitude towards the goods that extends to the brand. Frequently, consumer views of the
brand are impacted by that attitude. Therefore, consumers may have various attitudes
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
brand attitudes for goods that have solid brand images. Along the same lines, Kim ef al.
(1996) provided evidence for the impact of brand image on customer brand attitudes in
marketing communication.

Consequently, the following hypotheses are proposed:

H4. Brand image will positively affect purchase intention.
Hb5. Brand image will positively affect attitude towards the brand.

The effect of attitude towards the brand

According to Kokkinaki and Lunt (1999), purchasing decisions frequently entail selecting
between various brands within a particular product category. As a result, brand attributes
influence consumers’ purchasing decisions. When the products to choose from share many
comparable qualities, the influence of the brand may be especially significant. In these
circumstances, decisions on what to buy can be solely dependent on brand characteristics. As
previously mentioned, brand image is one of the attributes that may influence customers’
purchase intention.

Similarly, it appears logical to believe that consumers’ past opinions about the brand’s
goods, or their attitude towards the brand, will likewise impact their final purchase decision.
In this way, Lee et al (2013) highlighted that satisfaction with previous purchases
significantly affects consumers’ perception of product features, brand attitude and intention
to purchase. Based on several pieces of research, attitudes towards the brand favorably
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influence purchase intention; as attitudes towards the brand improve, consumers are more
likely to intend to buy the brand’s products (Jung and Seock, 2016; Lee ef al., 2017; Sheeraz
et al., 2016).

Therefore, we present the following hypothesis:

H6. Attitude towards the brand will positively affect purchase intention.

The relationships in the proposed hypotheses are summarized in Figure 1.

Methodology
Sample
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 (Counterpoint, 2022). For data gathering, a volunteer sampling plan was
considered. To this end, a web-based survey was carried out, and a link to an anonymous
questionnaire was sent to a group of members of the population through various online
platforms. Although 403 questionnaires were initially collected, some had to be excluded
because they were not correctly filled out, resulting in a sample of 340 valid respondents.
Table 1 illustrates the demographic details of the respondents. The distributions of the
sample investigated in this study and the target population are relatively close, using the
information supplied by Statista (2022b, ¢) as a point of comparison. Among all responders,
67.6% were female and 73.8% were between 20 and 29 years old. The regions with the highest
percentage of responders were Henan (30.9%), followed by Zhejiang (24.7%) and Beijing
(22.6%). Most respondents held bachelor’s degrees (54.7%), while roughly 23% had finished
their post-graduate studies. Regarding the respondents’ jobs, 31.8% were private employees,
while 37.4% were students. Almost half of the respondents had no monthly income or earned
less than 3,000 yuan (49.4%), even though 27.6% had monthly incomes above 5,000 yuan. A
preference existed for Chinese smartphone brands (Huawei, Xiaomi, Vivo or Oppo) from 75.9%
of the respondents, while 20.6% of them chose foreign companies like Apple.

Measures

The measurement items were adopted from previously completed investigations. The scales
suggested by Parameswaran and Pisharodi (1994) and Rabélo-Neto et a/. (2018) were modified
to measure the country-of-origin construct. Items adapted from Fan and Chen (2002) and Chen
et al. (2006) were used to measure brand image. The measures developed by Keller (1993) and
Ahn and Back (2018) were employed to determine attitudes towards the brand. Finally, items

Country-of- Purchase
origin H5 intention
H3
Attitude towards Ho
the brand

Source(s): Author’s own creation
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Table 1.
Demographic
characteristics of the
respondents

Characteristic Categories Frequencies (%)
Gender Male 110 324
Female 230 67.6
Age Less than 20 26 76
20-29 251 738
30-39 41 121
More than 39 22 6.5
Education Elementary education 23 6.8
Secondary education 53 156
Bachelor degree 186 54.7
Master degree 78 229
Occupation Student 127 374
Public employee 27 79
Private employee 108 318
Self-employed 26 76
Unemployed 52 153
Monthly income None 128 376
Under 3,000 yuan 40 118
3,000-5,000 yuan 78 229
5,000-8,000 yuan 50 147
Above 8,000 yuan 44 129
Favorite smartphone brand Huawei 173 509
Apple 70 20.6
Xiaomi 35 103
Vivo 27 79
Oppo 23 6.8
Others 12 36
Region Henan 105 309
Zhejiang 84 247
Beijing 77 226
Hebei 53 156
Shandong 16 47
Others 5 15

Source(s): Author’s own creation

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

Data analysis

A Confirmatory factor analysis (CFA) was performed to examine latent variables’ overall
validity and reliability. The reliability of the latent variables, as determined by the average
variance extracted (AVE) and construct reliability, was evaluated using standard estimate
loadings. The structural equation modeling (SEM) method was used with the LISREL
program to test the assumptions. Several indices were applied as indicators to test the
model’s goodness of fit.

Results

Analysis of the psychometric properties of the scales

The convergent validity of the constructs was evaluated by analyzing item loadings, AVE,
and internal consistency. Internal consistency was assessed using Cronbach’s alpha and
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Construct Items

Country-of-origin (COO)  The technological products of this country are of high quality C0O01
The technological products of this country are made by highly qualified CO02
workmanship
The technological products of this country are not imitations €003
The technological products of this country are sold in many countries CO04
The technological products of this country are attractive CO05
The technological products of this country are reliable CO06

Brand image (BI) It is a great company Bl
The company has strong research, development and innovation BI2
capabilities
The company has a good reputation BI3
The smartphones from this brand have excellent functions BI4
The variety of applications for this brand’s smartphones is quite rich ~ BI5
The brand’s smartphones have a good design BI6

Attitude towards the I find this smartphone brand attractive ATT1

brand (ATT) I have a good impression of this smartphone brand ATT2
The smartphones from this brand can meet my needs ATT3
Buying a smartphone from this brand is a good decision ATT4
My attitude towards this smartphone brand is positive ATT5

Purchase intention (PI) If I were going to purchase a smartphone, I would consider buying it ~ PI1
from this brand that originated from this country
If I were shopping for a smartphone, the likelihood I would purchase it PI2
from this brand that originated from this country is high
I intend to purchase smartphones from this brand and country in the =~ PI3
future
I would buy smartphones from this brand and country rather than any  PI4
other available
I would recommend other people to purchase smartphones from this PI5
brand and country

Source(s): Author’s own creation
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Table 2.
Questionnaire items

composite reliability (CR) scores. The findings showed that all items had factor loadings
higher than 0.70, which indicated a high level of convergent validity. The individual
reliability for each indicator (R? attained a result higher than the advised 0.50. The
constructs’ Cronbach’s alpha and CR values were higher than the predicted cutoff point of
0.70, providing evidence of internal consistency. The fact that all AVE scores were higher
than 0.50 further demonstrated the dataset’s remarkable convergent validity (Hair ef al,
2010). Table 3 provides a thorough summary of the findings, representing the convergent
validity of the constructs.

Discriminant validity was assessed by contrasting the square root of the AVE for each
construct with the correlations between the dimensions in the study model. As illustrated in
Table 4, the criterion for discriminant validity put out by Fornell and Larcker (1981) is met
because there exist no off-diagonal elements that are higher than the corresponding diagonal
element, demonstrating the existence of discriminant validity.

Hypotheses testing

SEM was applied to investigate the relationships in the current research’s hypothesized
model. The structural equation model was tested employing the maximum-likelihood
method in the LISREL software. The overall model fit and the regression paths were
estimated to ascertain whether the suggested model adequately characterized the data.
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367 Construct Indicators Loadings )'g o CR AVE
b
Country-of-origin CO01 0.86 0.74 0.93 0.94 0.74
C002 0.80 0.64
C003 0.86 0.74
C004 0.84 0.70
CO05 0.89 0.80
1624 €006 0.90 081
Brand image BIl 0.81 0.66 0.93 0.94 0.74
BI2 0.84 0.70
BI3 0.91 0.83
Bl4 0.89 0.79
BI5 0.87 0.75
BI6 0.84 0.70
Attitude towards the brand ATT1 0.93 0.86 0.95 0.97 0.86
ATT2 0.93 087
ATT3 0.91 0.83
ATT4 0.93 0.86
ATT5 0.93 0.86
Purchase intention Pl1 0.95 0.90 0.96 0.97 0.88
P12 0.94 0.89
PI3 0.95 091
PI4 0.92 0.84
Table 3. PI5 0.93 0.85
Confirmatory factor ~ Note(s): CR = Composite Reliability; AVE = Average Variance Extracted
analysis results Source(s): Author’s own creation
COO BI ATT PI
Country-of-origin (COO) 0.86
Brand image (BI) 054 0.86
Attitude towards the brand (ATT) 063 0.71 0.93
Purchase intention (PI) 057 0.65 0.67 0.94
Table 4. Note(s): Diagonal values in italics are square roots of average variances extracted; off-diagonal values are

Discriminant validity
results

interconstruct correlations
Source(s): Author’s own creation

Table 5.
Model-fit indices for
structural model

Table 5 shows that the model fit is satisfactory. The chi-square was considerable at the 1%
level. Moreover, the comparative fit index (CFI), the normed fit index (NFI) and the
incremental fit index (IFI) all exceed the minimum recommended threshold of 0.90, while root
mean square error of approximation (RMSEA) is less than 0.08. Therefore, all these values
indicate adequate fit (Byrne, 1998; Hu and Bentler, 1999).

12 df p-value CFI NFI IFI RMSEA

322.50 203 0.000 0.99 0.99 0.99 0.042
Note(s): CFI = Comparative Fit Index; NFI = Normed Fit Index; IFI = Incremental Fit Index;
RMSEA = Root Mean Square Error of Approximation

Source(s): Author’s own creation
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The paths of the proposed structural model are depicted in Figure 2. The model paths
produced significant parameter estimates, except for Hypothesis 1, which suggests that the
country-of-origin has no direct bearing on purchase intention (8 = 0.01, p > 0.05). A
significant and positive correlation between the country-of-origin and the brand image
(B = 0.80,p < 0.01) is found in favor of Hypotheses 2. The path coefficient of 0.13, significant
at a 5% level, also suggests a positive relationship between the country-of-origin and the
attitude towards the brand. Consequently, Hypothesis 3 is confirmed. Additionally,
Hypothesis 4 is supported by the structural relationship between the brand image and the
purchase intention that is positive and significant (83 = 0.31, p < 0.05). The connection
suggested in Hypothesis 5 is supported; specifically, brand image predicted the attitude
towards the brand (8 = 0.82, p < 0.01). The findings overwhelmingly confirm Hypothesis 6
by showing that the attitude towards the brand impacts the purchase intention
(B = 0.58,p < 0.01).

An additional mediation analysis was conducted after hypotheses testing. According to
Hong and Wyer (1989) and Giirhan-Canli and Maheswaran (2000), the brand’s locational
origin influences how consumers perceive it, which in turn influences how they feel about the
brand and how they decide whether or not to make a purchase. Frewer et al. (2013) also found
that a favorable perception of the region where a brand was established can enhance the
assessment of the goods made by consumers, positively impacting their purchase intention.
In the relationship between the country-of-origin image and the purchase intention, the
current study assessed the potential mediating role of brand image and customer attitude
towards the brand. The statistical significance of the indirect mediating effects was tested
using the bootstrap approach to achieve this. The bootstrap protocol developed by Shrout
and Bolger (2002) was applied, utilizing 5,000 samples from the original data set. The results
obtained are illustrated in Table 6.

It can be deduced that the indirect effects are statistically significant at the 5% level since
the 95% confidence intervals (CI) for the estimates of the indirect effects does not include
zero. Consequently, brand image and attitude towards the brand mediate the association
between country-of-origin and purchase intention.

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

Conclusions and discussion
The current study offers a consumer-focused analysis regarding the country-of-origin image.
This implies a significant shift from the prevailing approach, which is frequently centered on

0.01 (n.s.)

Brand
0.80 (**) image 0.31 (%)
Country-of- Purchase
origin 0.82 (**) intention

0.13 (*) 0.58 (**)
Attitude towards
the brand

Note(s): (*) p <0.05; (**) p <0.01; n.s. = non-significant
Source(s): Author’s own creation
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Table 6.

Bootstrap analyses of
the magnitude and
statistical significance
of indirect effects

the viewpoint of the companies. Researchers examined both the direct and indirect effects of
the country-of-origin image on Chinese consumers’ intention to purchase smartphones.

The findings show that while the country-of-origin image did not directly influence
consumers’ purchase intention, an indirect effect was seen. This aligns with previous
investigations such as Kim et al (2017), Augusta ef al. (2019), and Hien ef al. (2020), which
found a positive direct impact of the origin image on the consumer purchase decision of
goods, like appliances, fashion collections or cosmetics. Furthermore, the current findings
support other investigations emphasizing smartphones, where it was found that the country-
of-origin image did have an influence on consumer purchase intention (Sevanandee and
Damar-Ladkoo, 2018; Yunus and Rashid, 2016). The findings of this study, in particular,
demonstrated that brand image and consumer attitudes towards the brand can mediate the
effect of country-of-origin on consumer purchase intention. These results partially
corroborate those of Tulipa and Muljani (2015), who identified that brand image acted as
a mediating factor between the country-of-origin and the purchase intention for mobile
phones. Nevertheless, based on statistical research, the mediator effect of brand attitudes
towards the brand was insignificant.

Additionally, it has been found that a positive brand image might influence consumers’
attitudes towards the brand favorably. This result supports findings from previous
investigations on the beneficial effects of brand image on attitude towards the brand, such as
Jalilvand et al. (2012), which include destination image, and Ramesh et al. (2019), that centered
on fast moving consumer goods (FMCG) companies. They found that brand image served as
a precursor 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
relationship between customers’ inclination to purchase smartphones and the influence of
country-of-origin image. Generally, the existing literature primarily examines the impact of

Independent Dependent Indirect 95% CI indirect effect
variable Mediator variable  variable effect SE (lower and upper)

Country-of- Brand image — Purchase 0.266 0.066 0.288, 0.562
origin — intention

Country-of- Attitude towards Purchase 0413 0.069 0.148, 0.405
origin — the brand — intention

Note(s): SE = Standard Error; CI = Confidence Interval

Source(s): Author’s own creation

Table 7.
Summary of
hypotheses testing

Hypothesis Path Result

H1 Country-of-origin — Purchase intention Partially supported
H2 Country-of-origin — Brand image Supported
H3 Country-of-origin — Attitude towards the brand Supported
H4 Brand image — Purchase intention Supported
H5 Brand image — Attitude towards the brand Supported
H6 Attitude towards the brand — Purchase intention Supported

Source(s): Author’s own creation
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country-of-origin or comparable factors on consumers’ desire to purchase things. However,
this study bases its conceptual model on the idea that various factors shape consumers’
intentions to buy smartphones, using country-of-origin image as the independent variable,
brand image and attitude towards the brand as mediator variables, and purchase intention as
the dependent variable. As a result, this research can serve as a starting point for future
studies that examine variables such as country-of-origin image, brand image and attitude
towards the brand.

The study’s findings indicate that the image of origin indirectly influences consumers’
willingness to purchase smartphones through the mediating factors of brand image and
attitude. Given the increasing consumer demand for smartphones and the many choices
available, brand managers should be vigilant. This is crucial as any harm to the brand image
and disapproval from consumers may result in a decline in their willingness to buy.

Foreign brands could cooperate with domestic brands to customize their marketing
strategies to the preferences of domestic consumers in order to do thorough optimization and
adjustment. The acceptance of products by consumers of goods from other nations is
contingent upon how well they align with their values and perceptions, as stated by Zhang
et al. (2022). Consequently, it is critical for companies to comprehend consumer expectations
and their characteristics, including brand awareness, which will enable them to succeed in
the unfamiliar foreign markets (Qu et al, 2021).

Chinese companies can benefit from the government’s dual role as the primary
shareholder and a crucial reputation source (Fan, 2007). Although the Chinese government
has been promoting a favorable country image in recent years (Yu and Liu, 2018), it should
continue to enhance the national image while advancing the state of science and technology
and fostering a favorable climate to promote the nation’s businesses. Consequently, China
should boost its foreign promotion of its favorable image by fully showcasing its bounties
through the media.

Brand managers should also strive to strengthen the country-of-origin image through
advertising and public relations. Marketing professionals can also use this work as 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 to imply that the products are of high quality, considering the quality of the products is
a fundamental component of the brand image. For instance, professionals should emphasize
that the goods are produced with suitable resources, by qualified workers and under strictly
controlled 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 in
mobile phone purchases. Additionally, the study reveals that consumers can become
cognizant of how country-related stereotypes influence their buying decisions, leading them
to modify or prioritize the product’s country of origin over other features.

Limitations and future research

This investigation has several limitations that might stimulate future lines of research.
One of these limitations is related to the nonprobabilistic nature and limited sample size.
Additionally, although 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. As an extension
of this work, the sample might be expanded to include 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 distinguish
between the user, corporate and product images to understand these elements better. This
would present specific cues for companies that market smartphones.

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

References

Ahn, J. and Back, K. (2018), “Beyond gambling: mediating roles of brand experience and attitude”,
International Journal of Contemporary Hospitality Management, Vol. 30 No. 10, pp. 3026-3039,
doi: 10.1108/ijchm-07-2017-0473.

Aichner, T. (2014), “Country-of-origin marketing: a list of typical strategies with examples”, Journal of
Brand Management, Vol. 21 No. 1, pp. 81-93, doi: 10.1057/bm.2013.24.

Al Sulaiti, KI. and Baker, MJ. (1998), “Country of origin effects: a literature review”, Marketing
Intelligence and Planning, Vol. 16 No. 3, pp. 150-199, doi: 10.1108/02634509810217309.

Alonso Dos Santos, M., Llanos Contreras, O., Calabuig Moreno, F. and Augusto Felicio, J. (2022),
“Should a family firm communicate their family identity and country of origin? A cross-
cultural study from Chile and Spain”, International Journal of Emerging Markets, Vol. 17 No. 3,
Pp. 725-746, doi: 10.1108/ijoem-01-2020-0027.

Augusta, ED., Mardhiyah, D. and Widiastuti, T. (2019), “Effect of country of origin image, product
knowledge, brand familiarity to purchase intention Korean cosmetics with information seeking
as a mediator variable: indonesian women’s perspective”, Dermatology Reports, Vol. 11 No. 1,
pp. 7-10, doi: 10.4081/dr.2019.8014.

Batra, R.,, Ramaswamy, V., Alden, D.L., Steenkamp, J EM. and Ramachander, S. (2000), “Effects of
brand local/non-local origin on consumer attitudes in developing countries”, Journal of
Consumer Psychology, Vol. 9 No. 2, pp. 83-95, doi: 10.1207/s15327663jcp0902_3.

Bernard, Y., Collange, V., Ingarao, A. and Zarrouk-Karoui, S. (2020), “Products labeled as ‘made in
domestic country’: the brand matters”, European Journal of Marketing, Vol. 54 No. 12,
pp. 2965-2987, doi: 10.1108/ejm-04-2018-0229.

Boatwright, P., Kalra, A. and Zhang, W. (2008), “Research note: should consumers use the halo to
form product evaluations?”, Management Science, Vol. 54 No. 1, pp. 217-223, doi: 10.1287/mnsc.
1070.0742.

Brodowsky, G.H. (1997), The Role of Country of Origin in Consumer Purchase Decisions: Development
and Testing of a Comprehensive Theoretical Model, The State University of New York, New
York, NY.

Burke, P.F., Dowling, G. and Wei, E. (2018), “The relative impact of corporate reputation on consumer
choice: beyond a halo effect”, Journal of Marketing Management, Vol. 34 Nos 13-14,
pp. 1227-1257, doi: 10.1080/0267257x.2018.1546765.

Byrne, BM. (1998), Structural Equation Modeling with LISREL, PRELIS, and SIMPLIS: Basic
Concepts, Applications, and Programming, Lawrence Erlbaum Associates, Mahwah, NJ.
Canalys (2022), “Canalys smartphone analysis (sell-in shipments), October 2022”, available at: https:/

www.canalys.com (accessed 18 January 2023).

Chasin, ]. and Jaffe, E. (1979), “Industrial buyer attitudes toward goods made in Eastern Europe”,
European Management Journal, Vol. 5 No. 3, pp. 180-189, doi: 10.1016/s0263-2373(87)80033-6.

Chen, H.L. (2010), “Effects of country variables on brand strength: moderating by brand life cycle and

cultural identification”, International Journal of Trade, Economics and Finance, Vol. 1 No. 4,
pp. 400-405, doi: 10.7763/ijtef.2010.v1.70.

112



Chen, ZH., Ly, Z. and Jiang, Q.Y. (2006), “How does brand personality influence consumer’s attitudes?
A study from the perspective of consumer brand cognition”, Journal of Marketing Science,
Vol. 2 No. 2, pp. 103-116.

Ciravegna, L., Lopez, L. and Kundu, S. (2014), “Country of origin and network effects on
internationalization: a comparative study of SMEs from an emerging and developed
economy”, Journal of Business Research, Vol. 67 No. 5, pp. 916-923, doi: 10.1016/j.jbusres.
2013.07.011.

Counterpoint (2022), “Infographic: Q3-2022, smartphones, mobile market monitor”, available at:
https://report.counterpointresearch.com/posts/report_view/IndustryBeats/3532# (accessed 25
July 2023).

D’Astous, A. and Ahmed, S. (1999), “The importance of country images in the formation of consumer

product perceptions”, International Marketing Review, Vol. 16 No. 2, pp. 108-126, doi: 10.1108/
02651339910267772.

De Mooij, M. (2011), Consumer Behavior and Culture: Consequences for Global Marketing and
Advertising, Sage Publications, Thousand Oaks, CA.

Drumwright, M.E. (1994), “Socially responsible organizational buying: environmental concern as a
noneconomic buying criterion”, Journal of Marketing, Vol. 58 No. 13, pp. 1-19, doi: 10.2307/
1252307.

Elseidi, RI. and El-Baz, D. (2016), “Electronic word of mouth effects on consumers’ brand attitudes,
brand image and purchase intention: an empirical study in Egypt”, The Business and
Management Review, Vol. 7 No. 5, pp. 268-276.

Fan, Y. (2007), “Guanxi, government and corporate reputation in China: lessons for international
companies”, Marketing Intelligence and Planning, Vol. 25 No. 5, pp. 499-510, doi: 10.1108/
02634500710774969.

Fan, X. and Chen, J. (2002), “Measurement of brand image: a brand identity-based integrated model
and empirical study”, Nankai Journal, Vol. 3, pp. 65-71.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50, doi:
10.2307/3151312.

Frewer, L], Risvik, E. and Schifferstein, H. (2013), Food, People and Society: A European Perspective
of Consumers’ Food Choices, Springer Science & Business Media, Berlin.

Ghorban, ZS. (2012), “Brand attitude, its antecedents and consequences: investigation into
smartphone brands in Malaysia”, Journal of Business and Management, Vol. 2 No. 3,
pp. 31-35, doi: 10.9790/487x-0233135.

Gupta, S., Misra, S., Kock, N. and Roubaud, D. (2018), “Organizational, technological and extrinsic
factors in the implementation of cloud ERP in SMEs”, Journal of Organizational Change
Management, Vol. 31 No. 1, pp. 83-102, doi: 10.1108/jocm-06-2017-0230.

Gtirhan-Canli, Z. and Maheswaran, D. (2000), “Determinants of country-of-origin evaluations”, Journal
of Consumer Research, Vol. 27 No. 1, pp. 96-108, doi: 10.1086/314311.

Hair, JF., Black, W.C,, Babin, B]J. and Anderson, R.E. (2010), Multivariate Data Analysis, Pearson
Prentice Hall, Upper Saddle River, NJ.

Hamzaoui-Essoussi, L. (2010), “Technological complexity and country-of-origin effects on binational
product evaluation: investigation in an emerging market”, Journal of Global Marketing, Vol. 23
No. 4, pp. 306-320, doi: 10.1080/08911762.2010.504520.

Han, CM. (1989), “Country image: halo or summary construct?”, Journal of Marketing Research,
Vol. 26 No. 2, pp. 222-229, doi: 10.2307/3172608.

Hien, N., Phuong, N., Tran, T. and Thang, L. (2020), “The effect of country-of-origin image on
purchase intention: the mediating role of brand image and brand evaluation”, Management
Science Letters, Vol. 10 No. 6, pp. 1205-1212, doi: 10.5267/7.msl1.2019.11.038.

113

The influence
of country-of-
origin

1629




APJML
36,7

1630

Hong, S.T. and Kang, D K. (2006), “Country-of-origin influences on product evaluations: the impact of
animosity and perceptions of industriousness brutality on judgments of typical and atypical
products”, Journal of Consumer Psychology, Vol. 16 No. 3, pp. 232-239, doi: 10.1207/
s15327663jcp1603_5.

Hong, S.T. and Wyer, R.S. (1989), “Effects of country-of-origin and product-attribute information on
product evaluation: an information processing perspective”, Journal of Consumer Research,
Vol. 2 No. 16, pp. 175-187, doi: 10.1086/209206.

Hu, L. and Bentler, P.M. (1999), “Cutoff criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives”, Structural Equation Modeling:
A Multidisciplinary Journal, Vol. 6 No. 1, pp. 1-55, doi: 10.1080/10705519909540118.

International Telecommunication Union (2022), “The world telecommunication/ICT indicators
database”, available at: https://www.itu.int (accessed 27 January 2023).

Jalilvand, M., Samiei, N., Dini, B. and Manzari, P. (2012), “Examining the structural relationships of
electronic word of mouth, destination image, tourist attitude toward destination and travel
intention: an integrated approach”, Journal of Destination Marketing and Management, Vol. 1
Nos 1-2, pp. 134-143, doi: 10.1016/j.jdmm.2012.10.001.

Jo, M.S., Nakamoto, K. and Nelson, J.E. (2003), “The shielding effects of brand image against lower
quality countries-of-origin in global manufacturing”, Journal of Business Research, Vol. 56
No. 8, pp. 637-646, doi: 10.1016/s0148-2963(01)00307-1.

Johansson, J.K., Douglas, S.P. and Nonaka, I. (1985), “Assessing the impact of country of origin on
product evaluations: a new methodological perspective”, Journal of Marketing Research, Vol. 22
No. 4, pp. 388-396, doi: 10.1177/002224378502200404.

Josiassen, A., Lukas, B.A., Whitwell, GJ. and Assaf, A.G. (2013), “The halo model of origin images:
conceptualisation and initial empirical test”, Journal of Consumer Behaviour, Vol. 12 No. 4,
pp. 253-266, doi: 10.1002/cb.1405.

Jung, N.Y. and Seock, Y.K. (2016), “The impact of corporate reputation on brand attitude and
purchase intention”, Fashion and Textiles, Vol. 3 No. 20, pp. 1-15, doi: 10.1186/s40691-016-
0072-y.

Kamins, M. and Marks, L. (1991), “The perception of kosher as a third party certification claim in
advertising for familiar or unfamiliar brands”, Journal of the Academy of Marketing Science,
Vol. 19 No. 3, pp. 177-185, doi: 10.1007/bf02726494.

Keller, K.L. (1993), “Conceptualizing, measuring and managing customer-based brand equity”,
Journal of Marketing, Vol. 57 No. 1, pp. 1-22, doi: 10.1177/002224299305700101.

Keown, C. and Casey, M. (1995), “Purchasing behaviour in the Northern Ireland wine market”, British
Food Journal, Vol. 97 No. 1, pp. 17-20, doi: 10.1108/00070709510077935.

Khuong, MN. and Tran, N.T.H. (2018), “The impacts of product packaging elements on brand image
and purchase intention — an empirical study of Phuc Long’s packaged tea products”,
International Journal of Trade, Economics and Finance, Vol. 9 No. 1, pp. 813, doi: 10.18178/
1jtef.2018.9.1.580.

Kim, R.B. and Chao, Y. (2019), “Effects of brand experience, brand image and brand trust on brand
building process: the case of Chinese millennial generation consumers”, Journal of International
Studies, Vol. 12 No. 3, pp. 9-21, doi: 10.14254/2071-8330.2019/12-3/1.

Kim, J,, Allen, C.T. and Kardes, FR. (1996), “An investigation of the meditational mechanisms
underlying attitudinal conditioning”, Journal of Marketing Research, Vol. 33 No. 3, pp. 318-328,
doi: 10.1177/002224379603300306.

Kim, N, Chun, E. and Ko, E. (2017), “Country of origin effects on brand image, brand
evaluation, and purchase intention: a closer look at Seoul, New York, and Paris fashion
collection”, International Marketing Review, Vol. 34 No. 2, pp. 254-271, doi: 10.1108/imr-03-
2015-0071.

114



Kokkinaki, F. and Lunt, P. (1999), “The effect of advertising message involvement on brand attitude
accessibility”, Journal of Economic Psychology, Vol. 20 No. 1, pp. 41-51, doi: 10.1016/s0167-
4870(98)00042-7.

Kotler, P. and Armstrong, G. (2008), Principles of Marketing, Prentice Hall, New Jersey, NJ.

Koubaa, Y. (2008), “Country of origin, brand image perception, and brand image structure”, Asia Pacific
Journal of Marketing and Logistics, Vol. 20 No. 2, pp. 139-155, doi: 10.1108/13555850810864524.

Kudeshia, C. and Kumar, A. (2017), “Social eWOM: does it affect the brand attitude and purchase
intention of brands?”, Management Research Review, Vol. 40 No. 3, pp. 310-330, doi: 10.1108/
mrr-07-2015-0161.

Laibach, N., Borner, J. and Broring, S. (2019), “Exploring the future of the bioeconomy: an expert-
based scoping study examining key enabling technology fields with potential to foster the
transition toward a bio-based economy”, Technology in Society, Vol. 58, pp. 1-12, doi: 10.1016/j.
techsoc.2019.03.001.

Lee, CS. and Lee, J.R. (2006), “An exploratory empirical study on effects of corporate image and trust
toward country image of Korea”, Journal of Korea Trade, Vol. 31 No. 5, pp. 149-171.

Lee, EB,, Lee, S.G. and Yang, C.G. (2017), “The influences of advertisement attitude and brand
attitude on purchase intention of smartphone advertising”, Industrial Management and Data
Systems, Vol. 117 No. 6, pp. 1011-1036, doi: 10.1108/imds-06-2016-0229.

Lee, D., Trail, G.T., Lee, C., Schoenstedt, L.J., Park, WJ. and Choi, J.H. (2013), “Exploring factors that
affect purchase intention of athletic team merchandise”, The ICHPER-SD Journal of Research,
Vol. 8 No. 1, pp. 40-48, doi: 10.1186/1749-8090-8-40.

Leuthesser, L., Kohli, C.S. and Harich, KR. (1995), “Brand equity: the halo effect measure”, European
Journal of Marketing, Vol. 29 No. 4, pp. 57-66, doi: 10.1108/03090569510086657.

Li, Y., Teng, W., Liao, T.T. and Lin, T.M.Y. (2021), “Exploration of patriotic brand image: its
antecedents and impacts on purchase intentions”, Asia Pacific Journal of Marketing and
Logistics, Vol. 33 No. 6, pp. 1455-1481, doi: 10.1108/apjml-11-2019-0660.

Liao, J., Li, M., Wei, H. and Tong, Z. (2021), “Antecedents of smartphone brand switching: a push—
pull-mooring framework”, Asia Pacific Journal of Marketing and Logistics, Vol. 33 No. 7,
pp. 1596-1614, doi: 10.1108/apjml-06-2020-0397.

Nguyen, P.V.,, Le, HM.P.T. and Tran, K.T. (2019), “Effects of country of origin, foreign product
knowledge and product features on customer purchase intention of imported powder milk”,
International Journal of Business Innovation and Research, Vol. 19 No. 2, pp. 139-161, doi: 10.
1504/ijbir.2019.100071.

Oberecker, EM.,, Riefler, P. and Diamantopoulos, A. (2008), “The consumer affinity construct:
conceptualization, qualitative investigation, and research agenda”, Journal of International
Marketing, Vol. 16 No. 3, pp. 23-56, doi: 10.1509/jimk.16.3.23.

Oduro, S., De Nisco, A. and Petruzzellis, L. (2023), “Country-of-origin image and consumer brand
evaluation: a meta-analytic review”, Journal of Product and Brand Management, doi: 10.1108/
JPBM-01-2023-4328.

Oumlil, AB. (2020), “Country-Of-Origin (COO) impact and product categories’ evaluations: the case of an
emerging market”, Journal of Marketing Development and Competitiveness, Vol. 14 No. 1, pp. 57-65,
doi: 10.33423/jmdc.v14i1.2770.

Panda, RK. and Misra, S. (2014), “Impact of country-of-origin image on brand equity: a study on
durable products in India”, Procedia — Social and Behavioral Sciencies, Vol. 150, pp. 494-499,
doi: 10.1016/j.sbspro.2014.09.062.

Papadopoulos, N. and Heslop, L.A. (2014), Product-country Images: Impact and Role in International
Marketing, Routledge, New York, NY.

Parameswaran, R. and Pisharodi, RM. (1994), “Facets of country of origin image: an empirical
assessment”, Journal of Advertising, Vol. 23 No. 1, pp. 43-56, doi: 10.1080/00913367.1994.
10673430.

115

The influence
of country-of-
origin

1631




APML
36,7

1632

Pentz, C.,, Terblanche, N. and Boshoff, C. (2017), “Antecedents and consequences of consumer
ethnocentrism: evidence from South Africa”, International Journal of Emerging Markets,
Vol. 12 No. 2, pp. 199-218, doi: 10.1108/ijoem-09-2015-0189.

Peterson, R.A. (1995), “Relationship marketing and the consumer”, Journal of the Academy of
Marketing Science, Vol. 23 No. 4, pp. 278-281, doi: 10.1177/009207039502300407.

Qu, M,, Quach, S, Thaichon, P., Frazer, L., Lawley, M., Arli, D., Weaven, S. and Roberts, R.E. (2021),
“Understanding Chinese consumers’ pre-purchase value expectations: the role of country of
origin effect”, Asia Pacific Journal of Marketing and Logistics, Vol. 33 No. 8, pp. 1861-1877,
doi: 10.1108/apjml-06-2020-0388.

Rabélo-Neto, A., Sousa-Filho, J.M. and Mota, M.D.O. (2018), “Background of the purchase intention:
cosmopolitanism, image country and attitude in relation to countries”, Revista Brasileira de
Marketing, Vol. 17 No. 1, pp. 100-116, doi: 10.5585/remark.v17i1.3546.

Ramesh, K., Saha, R., Goswami, S., Sekar, P.C. and Dahiya, R. (2019), “Consumer’s response to CSR
activities: mediating role of brand image and brand attitude”, Corporate Social Responsibility
and Environmental Management, Vol. 26 No. 2, pp. 377-387, doi: 10.1002/csr.1689.

Reierson, C. (1967), “Attitude changes toward foreign products”, Journal of Marketing Research, Vol. 4
No. 9, pp. 385-387, doi: 10.1177/002224376700400408.

Schooler, R.D. (1965), “Product bias in Central American common market”, Journal of Marketing
Research, Vol. 2 No. 9, pp. 394-397, doi: 10.1177/002224376500200407.

Sevanandee, B. and Damar-Ladkoo, A. (2018), “Country-of-origin effects on consumer buying
behaviours. A case on mobile phones”, Studies in Business and Economics, Vol. 13 No. 2,
pp. 179-201, doi: 10.2478/sbe-2018-0029.

Sheeraz, M., Khattak, A K., Mahmood, S. and Igbal, N. (2016), “Mediation of attitude toward brand on
the relationship between service brand credibility and purchase intentions”, Pakistan Journal of
Commerce and Social Sciences, Vol. 10 No. 1, pp. 149-163.

Shrout, P.E. and Bolger, N. (2002), “Mediation in experimental and nonexperimental studies: new
procedures and recommendations”, Psychological Methods, Vol. 7 No. 4, pp. 422-445, doi: 10.
1037/1082-989x.7.4.422.

Solomon, MR. (2020), Consumer Behavior: Buying, Having, Being, Pearson Education, London.

Statista (2022a), “Number of smartphone users in China from 2018 to 2022 with a forecast until 2027,
available at: https://www.statista.com/statistics/467160/forecast-of-smartphone-users-in-china/
(accessed 28 July 2023).

Statista (2022b), “Distribution of smartphone users in China by gender”, available at: https://www.
statista.com/statistics/224106/smartphone-users-in-china-by-gender/ (accessed 28 July 2023).

Statista (2022c), “Smartphone user age distribution among respondents in China”, available at: https:/
www.statista.com/statistics/1133033/china-smartphone-users-by-age/ (accessed 28 July 2023).

Thakor, M.V. and Lavack, A. (2003), “Effect of perceived brand origin associations on consumer
perceptions of quality”, Journal of Product and Brand Management, Vol. 12 No. 6, pp. 394-407,
doi: 10.1108/10610420310498821.

Thorndike, E.L. (1920), “A constant error in psychological ratings”, Journal of Applied Psychology,
Vol. 4 No. 1, pp. 25-29, doi: 10.1037/h0071663.

Tulipa, D. and Muljani, N. (2015), “The country of origin and brand image effect on purchase
intention of smartphone in Surabaya — Indonesia”, Mediterranean Journal of Social Sciences,
Vol. 6 No. 5, pp. 64-70, doi: 10.5901/mjss.2015.v6n5s5p64.

Veale, R. and Quester, P. (2009), “Tasting quality: the roles of intrinsic and extrinsic cues”, Asia
Pacific Journal of Marketing and Logistics, Vol. 21 No. 1, pp. 195207, doi: 10.1108/
13555850910926326.

Verlegh, P.W J. and Steenkamp, ].B. (1999), “A review and meta-analysis of country-of-origin research”,
Journal of Economic Psychology, Vol. 20 No. 5, pp. 521-546, doi: 10.1016/s0167-4870(99)00023-9.

116



Verlegh, P.W],, Steenkamp, JEM. and Meulenberg, M.T.G. (2005), “Country-of-origin effects in
consumer processing of advertising claims”, International Journal of Research in Marketing,
Vol. 22 No. 2, pp. 127-139, doi: 10.1016/j.ijresmar.2004.05.003.

Vijaranakorn, K. and Shannon, R. (2017), “The influence of country image on luxury value perception
and purchase intention”, Journal of Asia Business Studies, Vol. 11 No. 1, pp. 88-110, doi: 10.
1108/jabs-08-2015-0142.

Visbal, O., Herrera-Mendoza, K., Orozco-Acosta, E. and Herzberg, M. (2017), “The influence of country
of origin cues on product evaluation: evidence from Swiss and German consumers”, Journal of
Technology Management and Innovation, Vol. 12 No. 2, pp. 1825, doi: 10.4067/s0718-
27242017000200003.

Wang, H. (2003), “The study of Chinese localization of consumer ethnocentrism”, Nankai Business
Review, Vol. 4 No. 8, pp. 31-36.

Witek-Hajduk, MK. and Grudecka, A. (2022), “Does the developed-country brand name still matter?
Consumers’ purchase intentions and ethnocentrism and materialism as moderators”, Journal of
Product and Brand Management, Vol. 31 No. 6, pp. 854-869, doi: 10.1108/JPBM-05-2021-3475.

Woo, H. (2019), “The expanded halo model of brand image, country image and product image in the
context of three Asian countries”, Asia Pacific Journal of Marketing and Logistics, Vol. 31 No. 4,
pp. 773-790, doi: 10.1108/apjml-05-2018-0173.

Yang, R.,, Ramsaran, R. and Wibowo, S. (2018), “An investigation into the perceptions of Chinese
consumers towards the country-of-origin of dairy products”, International Journal of Consumer
Studies, Vol. 42 No. 2, pp. 205-216, doi: 10.1111/ijcs.12403.

Yy, Y. and Liy, Y. (2018), “Country-of-origin and social resistance in host countries: the case of a
Chinese firm”, Thunderbird International Business Review, Vol. 60 No. 3, pp. 347-363, doi: 10.
1002/tie.21873.

Yu, CC, Lin, PJ. and Chen, C.S. (2013), “How brand image, country of origin, and self-congruity
influence Internet users’ purchase intention”, Social Behavior and Personality, Vol. 41 No. 4,
pp. 599-611, doi: 10.2224/sbp.2013.41.4.599.

Yu, SX.,, Zhou, G. and Huang, J. (2022), “Buy domestic or foreign brands? The moderating roles of
decision focus and product quality”, Asia Pacific Journal of Marketing and Logistics, Vol. 34
No. 4, pp. 843-861, doi: 10.1108/apjml-04-2020-0210.

Yunus, NSN.M. and Rashid, WEW. (2016), “The influence of country-of-origin on consumer
purchase intention: the mobile phones brand from China”, Procedia Economics and Finance,
Vol. 37, pp. 343-349, doi: 10.1016/s2212-5671(16)30135-6.

Zbib, 1]J., Wooldridge, BR., Ahmed, Z.U. and Benlian, S. (2010), “Selection criteria of Lebanese
consumers in the global snack food industry: country of origin perceptions”, Journal of
Consumer Marketing, Vol. 27 No. 2, pp. 139-156, doi: 10.1108/07363761011027240.

Zhang, L., Yi, Y. and Zhou, G. (2022), “Cultivate customer loyalty in national culture: a meta-analysis

of electronic banking customer loyalty”, Cross Cultural and Strategic Management, Vol. 29
No. 3, pp. 698-728, doi: 10.1108/ccsm-08-2021-0155.

Corresponding author
Francisco Javier Blanco-Encomienda can be contacted at: jble@ugr.es

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

117

The influence
of country-of-
origin

1633




