Jika saya ingin membeli mie instan, saya akan mempertimbangkan membeli dari merek ini
yang berasal dari negara tersebut.

Sangat Tidak Setuju o O O O o O O Sangat Setuju

Jika saya sedang berbelanja mie instan, kemungkinan besar saya akan membeli dari merek ini
yang berasal dari negara tersebut.

Sangat Tidak Setuju O O O O O /\‘/ O Sangat Setuju

*

Saya berniat membeli produk mie instan dari merek ini dan negara asalnya di masa depan.

Sangat Tidak Setuju O Q J O O O Sangat Setuju

*

Saya lebih memilih membeli mie instan dari merek dan negara ini dibanding merek lain.

Sangat Tidak Setuju O O O O O O O Sangat Setuju

Saya akan merekomendasikan kepada orang lain untuk membeli mie instan dari merek dan
negara ini.

Sangat Tidak Setuju O O O O O O O Sangat Setuju
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Saya mengucapkan terima kash yang sebesar-besarnya kepada Saudara/i yang telah
meluangkan waktu dan berpartisipasi dalam mengisi kuesioner penelitian tentang
"Pengaruh Citra Negara Asal terhadap Niat Beli Konsumen: Studi pada Produk Mie Instan
di Indonesia". Kesediaan Anda memberikan informasi dan pendapat sangat berharga bagi
keberhasilan penelitian ini. Sekali lagi, terima kasih atas partisipasi dan kerjasamanya.
Tuhan Memberkati

Deskripsi (opsional)
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Lampiran 2 Data Hasil Kuesioner

Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dIl)
Rp.

6/2/2025 21-23 1.000.001 - | Nissin Jawa
Y P S1 Mabhasi

18:04:29 a TP o hun —) 4 Rp. (Jepang) | Tengah

2.000.000

6/6/2025 Ya Perempbuan >23 S| Pegawai >Rp. Nissin Jawa

19:38:42 P tahun Swasta 3.000.000 (Jepang) | Barat

6/6/2025 . .| <18 : . .

19:40:26 Ya Laki-Laki tahun SD Pelajar Tidak ada Indomie Jakarta

6/6/2025 . . | 21-23 Pegawai >Rp. .

Y Laki-Lak MA I kart

19:40:55 : ala-Lakt b [° Negeri 3.000.000 | domie | Jakarta

6/6/2025 >23 Tidak
Y P MA Tidak I i k

19:42:22 a erempuan | S Bekerja idak ada ndomie | Jakarta

6/6/2025 <18 . . .

19:43:41 Ya Perempuan tahun SMA Pelajar Tidak ada Indomie Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.
6/6/2025 18-20 . 1.000.001 - . Jawa
19:45:15 Ya Perempuan tahun SMA Mahasiswa Rp. Indomie Barat
2.000.000

6/6/2025 >23 Pegawai >Rp. . Jawa
Y P MA I

19:50:26 e erempuan | hun | > Swasta 3000000 | ndomiC | b ot

6/6/2025 . .| >23 Pegawai >Rp. . Jawa
Y Laki-Lak SMA Ind

19:59:58 a A=A | tahun Negeri 3.000.000 | O™ | Barat

6/6/2025 >23 Tidak Jawa
Y P MP Tidak I i

20:08:05 e SHEMPUAN | o hun > Bekerja idak ada ndomie Barat

6/6/2025 >23 Tidak
Y Laki-Laki MA Tidak I i kart

20:08:05 a aki-Laki tahun S Bekerja idak ada ndomie Jakarta

6/6/2025 21-23 J

20:16:40 Ya Perempuan tahun SMA Mahasiswa | Tidak ada Indomie Taezgah

6/6/2025 . . | >23 . >Rp. .

20:21:49 Ya Laki-Laki tahun S1 Wiraswasta 3. OB 0.000 Indomie Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/6/2025 >23 Tidak >Rp. ) Jawa
Y P 1 I

20:24:12 a CTEMPYAT | hun S Bekerja 3.000.000 ndomie Barat

6/6/2025 21-23

20:27:02 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie gl"aevri;h

6/6/2025 21-23 . ] . J

20:28:30 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie TanZah

6/6/2025 >23 Pegawai >Rp. . Jawa
Y P S1 Ind

20:30:09 | SR | tahun Swasta 3.000.000 | O | Barat

Luar

6/6/2025 18-20 . . .

20:31:02 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie | Pulau

Jawa
6/6/2025 18-20 : . . Jawa
20:41:43 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie Barat
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.
286;22(22 Ya Laki-Laki tzalh-jj S1 Mahasiswa II{'I()).OO'OOI " | Indomie ]Jga:::t
2.000.000
Rp.
286222032 Ya Laki-Laki :jjr? S1 Mahasiswa ;;)90'001 " | Indomie ]JBa:::t
2.000.000
Rp.
286227042‘(5) Ya Laki-Laki tzalh_jj S1 Mahasiswa ZR.I()).OO.OOI " | Indomie gfi\:l;ah
3.000.000
336;28042; Ya Perempuan tzalljj S1 Mahasiswa ?RO(I;O 000 Indomie Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Luar
6/6/2025 Y . | 21-23 Pegawai >Rp. .
20:55:58 | N VA Swasta 3000000 | Mdomie | Pulau
Jawa
Rp.
6/6/2025 21-23 . 1.000.001 - . J
20:56:37 Ya Perempuan tahun SMA Mahasiswa Rp. Indomie Ba;::t
2.000.000

6/6/2025 >23 Pegawai >Rp. .

Y P 1 I k

21:01:15 a P 2 Swasta 3000000 | ndomie | Jakarta

Rp.

6/6/2025 21-23 1.000.001 - Jawa
Y Laki-Laki 1 Mahasi I i

21:07:25 e AR tahun > ahasiswa Rp. ndomie Tengah

2.000.000

6/6/2025 . .| >23 Pegawai >Rp. Samyang
Y Laki-Lak S1 Jakart

21:09:00 : A tahun Swasta 3.000.000 | (Korea) |~ o
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
6/6/2025 . .| 21-23 i >Rp. . Jawa
Y Laki-Lak 1 Mah I
21:09:26 a aki-Lakd . | ahasiswa | 5 000,000 | 4OMIE | eonoah
Rp.

6/6/2025 : . [>23 . 2.000.001 - .

21:11:59 Ya Laki-Laki tahun S1 Mahasiswa Rp. Indomie | Jakarta
3.000.000

6/6/2025 >23 : >Rp. .

Y P 1 I k

21:14:07 a erempuan tahun S Wiraswasta 3.000.000 ndomie Jakarta

6/6/2025 >23 Tidak Jawa
Y P 1 Tidak I i

21:20:49 e SHEMPUAN | o hun > Bekerja idak ada ndomie Barat

6/6/2025 . .| 18-20 . <Rp. .

212128 Ya Laki-Laki tahun Sl Mahasiswa L Og 0.000 Indomie Jakarta

6/6/2025 ) .| 21-23 Pegawai >Rp. . Jawa
Y Laki-Lak S2/S3 Ind

21:22:54 | ¢ A tahun Swasta 3.000.000 | O™ | Barat

6/6/2025 21-23 Jawa
Y P 1 Mabhasi Tidak I i

21:24:38 a erempuan | S ahasiswa idak ada ndomie Tengah
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/6/2025 18-20 | . . J

21:28:39 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie Taevrvlgah

6/6/2025 . .| 21-23 . ] . Jawa

21:32:55 Ya Laki-Laki tahun S1 Mahasiswa | Tidak ada Indomie Tengah

Rp.

6/6/2025 21-23 1.000.001 - Jawa
Y Laki-Laki MA Mabhasi I i

21:40:42 a ariak tahun S ahasiswe Rp. ndomie Tengah

2.000.000
Rp.

6/6/2025 21-23 1.000.001 - Jawa
Y P 1 Mabhasi I i

22:00:00 a erempuan | S ahasiswa Rp. ndomie Tengah

2.000.000
Luar
6/6/2025 Ya Laki-Laki 21-X SMA Mahasiswa | Tidak ada Indomie Pulau
22:15:13 tahun Tawa
W
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.
2/26/2260?2 Ya Laki-Laki ;ﬁm S1 Mahasiswa II{'I()).OO'OOI " | Indomie "Jl"aevrv;ah
2.000.000
Rp.
2/26;23023 Ya Laki-Laki tzalh-jj S1 Mabhasiswa ;;)90'001 | Indomie {FZZZah
2.000.000
Rp.
6/6/2025 . .| 21-23 . 2.000.001 - | Mie Jawa
23:00:39 Ya Laki-Laki tahun gl Mahasiswa Rp. Sedaap Barat
3.000.000
Rp.
3/36/127053 Ya Laki-Laki tzalh-jr? S1 Mahasiswa }1{'1())'00'001 " | Indomie JBa:::t
2.000.000
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/6/2025 . .| 21-23 i <Rp. . Jawa
Y Laki-Lak MA Mah I

23:48:41 a aki-Lakd . | ahasiswa |y 060,000 | 4OMIE | ehoah

Rp.
6/6/2025 : . [ 18-20 . 1.000.001 - . Jawa
23:58:43 Ya Laki-Laki tahun S1 Mahasiswa Rp. Indomie Timur

2.000.000

Rp.
6/7/2025 21-23 : 2.000.001 - . J
0:01:34 Ya Perempuan B SMA Mahasiswa Rp. Indomie TanZah

3.000.000

Luar
6/7/2025 Ya Laki-Laki 2. S1 Mahasiswa | Tidak ada Indomie Pulau
0:07:38 tahun Tawa
W
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.

6/7/2025 21-23 1.000.001 - Jawa
Y Laki-Laki SMA Mahasi Indomi

1:16:39 e B tahun R Rp. faotmie Tengah

2.000.000

6/7/2025 - . | 21-23 Pegawai >Rp. . Jawa
Y Laki-Lak S1 Ind

2:06:07 e B tahun Swasta 3.000.000 | O™ | Tengan

Luar
202 21-2 Mi
6/7/2025 Ya Perempuan 3 SMA Mahasiswa | Tidak ada ¢ Pulau
3:33:39 tahun Sedaap
Jawa

6/7/2025 >23 Pegawai >Rp. .

4:48:78 Ya Perempuan tahun S2/S3 Swasta 3.000.000 Indomie Jakarta

6/7/2025 >23 Pegawai >Rp. .

Y P 2 I k

6:03:47 a erempuan | un | 5253 Negeri 3.000.000 | mdomie | Jakarta

6/7/2025 . .| >23 Pegawai >Rp. .

Y Laki-Lak SMA Ind Jakart

6:46:04 : A tahun Swasta 3.000.000 | oomie | akana
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.

6/7/2025 21-23 . 1.000.001 - | Samyang | Jawa
Y P S1 Mah

7:20:29 a TP o hun B Rp. (Korea) Barat

2.000.000

6/7/2025 >23 >Rp. .

8/3/1 54 Ya Laki-Laki tahun S1 Wiraswasta 3. Og 0.000 Indomie Jakarta

6/7/2025 . .| 21-23 : . . J

10:08:07 Ya Laki-Laki tahun SMA Mahasiswa | Tidak ada Indomie TanZah

6/7/2025 ’ .| 21-23 . <Rp. . Jawa
Y Laki-Lak MA Mah I

10:09:00 : akisLakd | ohun | 5 ahasiswa |} 600.000 | O™ | engan

6/7/2025 . .| 21-23 . <Rp. . Jawa
Y Laki-Lak MA Mah I

19:52:45 : ala-Lakt b [ ahasiswa |\ 000.000 | O™ | rengan

6/7/2025 18-20 . . ) Jawa

21:24:08 Ya Perempuan tahun SMA Mahasiswa | Tidak ada Indomie Timur
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.

6/8/2025 21-23 2.000.001 - | Mie Jawa
Y Laki-Laki S1 Mabhasi

13:56:19 e B tahun R Rp. Sedaap Tengah

3.000.000

6/8/2025 - . | >23 Pegawai >Rp. Mie Jawa
Y Laki-Lak SMA .

19:22:43 e R tahun Negeri 3.000.000 Sedaap Barat

6/8/2025 >23 Tidak Mie Jawa
Y P MA Tidak

19:26:15 a o —— tahun S Bekerja idak ada Sedaap Barat

6/8/2025 >23 Tidak Jawa
Y P 1 Tidak I i

19:31:43 e SHEMPUAN | o hun > Bekerja idak ada ndomie Barat

6/8/2025 . .| >23 Pegawai >Rp. . Jawa
Y Laki-Lak S1 Ind

19:3327 | ° T tahun Swasta 3.000.000 | O | Barat

6/8/2025 21-23 . . Samyang | Jawa
Y P 1 Mah Tidak

19:34:41 a eretapuan tahun S ahasiswa idak ada (Korea) Barat

6/8/2025 >23 Pegawai >Rp. . Jawa
Y P MA I

19:35:29 e erempuan | pun | > Swasta 3000000 | mdomie | bt
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/8/2025 >23 Pegawai >Rp. . Jawa
Y P D I

19:43:37 | 7 NG N B4 Swasta 3.000.000 | MM | Bargg

Rp.
6/8/2025 Ya —— >23 S1 Tidak 1.000.001 - Indomic Jawa
19:59:04 5 tahun Bekerja Rp. Barat
2.000.000
Rp.

6/8/2025 >23 2.000.001 - Jawa
Y P 1 i I i

20:01:03 a erempuan " S Wiraswasta Rp. ndomie Barat

3.000.000

6/8/2025 >23 Tidak Jawa
Y P D3 Tidak I i

20:06:12 e CremPUA | o hun Bekerja idak ada ndomie Barat

6/8/2025 >23 Pegawai >Rp. .

Y P 1 I k

20:07:34 a erempuan | hun | > Swasta 3.000.000 | mdomie | Jakarta

6/8/2025 . . | >23 . >Rp. .

20:13:09 Ya Laki-Laki tahun S1 Wiraswasta 3. OI(; 0.000 Indomie Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/8/2025 >23 Pegawai >Rp. .

Y P 1 I k

20:15:13 a erempuan | oo | Swasta 3.000.000 ndomie | Jakarta

Luar

6/8/2025 : . | >23 . >Rp. )

20:26:19 Ya Laki-Laki tahun S2/S3 Wiraswasta 3.000.000 Indomie Pulau

Jawa

6/8/2025 ) .| >23 Pegawai >Rp. Samyang | Jawa
Y Laki-Lak S1

20:43:08 a LA fahun Swasta 3.000.000 | (Korea) | Barat

6/8/2025 >23 Tidak Jawa
Y P S1 Tidak I i

20:47:09 e gl tahun Bekerja idak ada ndomie Barat

6/8/2025 >23 Pegawai >Rp. )

202851 | 2 Perempuan | hun | O Swasta 3000000 | ndomie | Jakarta

6/8/2025 >23 . >Rp. Mie Jawa
Y P S2/S3 \\Y% t

21:36:09 a CTEmpYan | ¢ hun HasWas 1 3 000.000 | Sedaap | Barat

6/8/2025 >23 Pegawai >Rp. )

Y P D3 Ind Jakart

21:38:26 a Crempual | o hun Swasta 3.000.000 | |dome | jakatta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/8/2025 >23 Tidak Jawa
Y P 1 Tidak I i

21:46:08 a CTEMPYAT | hun S Bekerja gk ada ndomie Barat

6/8/2025 >23 . >Rp. .

21:51:50 Ya Perempuan tahun S1 Wiraswasta 3.000.000 Indomie Jakarta

6/8/2025 - . | >23 Pegawai >Rp. .

Y Laki-Lak 1 I k

22:00:11 : alaLald ™ ohun |5 Swasta 3.000.000 | domie | Jakarta

6/8/2025 >23 Tidak Jawa
Y P MA Tidak I i

22:00:37 a o tahun S Bekerja idak ada ndomie Barat

6/8/2025 >23 Tidak >Rp. . Jawa
Y P D3 I

22:35:11 e SHEMPUAN | o hun Bekerja 3.000.000 ndomie Barat

6/9/2025 >23 Tidak >Rp. . Jawa
Y P 1 I

7:50:20 a erempuan | iun | Bekeria | 3.000.000 | PdOMIC | g at

6/9/2025 Ya Perempbuan >23 S| Tidak >Rp. Mie Jawa

8:09:40 P tahun Bekerja 3.000.000 Sedaap Barat

6/9/2025 . . | >23 Pegawai >Rp. .

Y Laki-Lak MA I kart

10:46:32 | ° aka-Lakt b |° Swasta 3.000.000 | Mdomie | Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/9/2025 . .| >23 Pegawai >Rp. . Jawa
Y Laki-Lak MA I

10:55:54 : ~ %1 Swasta 3.000.000 | O™ | oy

6/9/2025 >23 Tidak >Rp. .

Y P SMA Ind kart

13:26:47 a TP | o hun Bekerja | 3.000.000 ndomie | Jakarta

6/9/2025 : . | >23 Pegawai >Rp. )

Y Laki-Lak MA I k

13:28:41 : alaLald ™ ohun |5 Swasta 3.000.000 | Mdomie | Jakarta

6/9/2025 . .| >23 Pegawai >Rp. .

Y Laki-Lak 1 I k

13:28:57 : aki-Lald | ahun | 5 Swasta 3.000.000 | Mdomie | Jakarta

6/9/2025 >23 Pegawai >Rp. .

1333:08 | Perempuan | pun | SMA Swasta 3.000.000 | ndomie | Jakarta

Rp.
Luar

6/9/2025 >23 Pegawai 2.000.001 - .

Y P MA I Pul

13:40:52 a eretpuan tahun y Swasta Rp. ndomie J;Wa;

3.000.000

6/9/2025 >23 Pegawai >Rp. . Jawa
Y P MA I

13:41:53 e erempuan | pun | > Swasta 3000000 | domiC T
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/9/2025 >23 Pegawai >Rp. . Jawa
Y P D I

13:42:23 a erompuan f\ o |20 Swasta 3.000.000 ndomie | p ot

6/9/2025 >23 Pegawai >Rp. .

142345 | 12 Perempuan | pon | 22 Swasta 3,000,000 | mdomie | Jakarta

6/9/2025 - . | >23 Pegawai >Rp. . Jawa
Y Laki-Lak MA I

14:24:44 a axi-tak tahun g Swasta 3.000.000 ndomie Tengah

6/9/2025 >23 Tidak Jawa
Y P MA Tidak I i

14:51:58 a o tahun S Bekerja idak ada ndomie Barat

6/9/2025 . . |>23 . >Rp. ) Jawa
Y Laki-Lak MA t I

14:58:12 a akisLaki | an [ Wiraswasta | 5 06 000 ndomie | p ot

Rp.

6/9/2025 21-23 1.000.001 - Mie Jawa
Y Laki-Laki MA Mabhasi

15:17:34 a axi-Laxi tahun S ahasiswa Rp. Sedaap Barat

2.000.000

6/9/2025 <18 Tidak Jawa
Y P MA Tidak I i

15:47:44 e CremPUA | o hun 5 Bekerja idak ada ndomie Tengah
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
6/9/2025 >23 Pegawai >Rp. . Jawa
Y P 1 I
18:31:22 a erempuan | iun | > Negeri 3.000.000 | mdomie | gt
6/9/2025 . .| 21-23 . ] . Jawa
19:12:30 Ya Laki-Laki tahun S1 Mahasiswa | Tidak ada Indomie Tengah
6/9/2025 21-23 . ] Samyang | Jawa
Y P 1 Mah Tidak
19:27:07 a e tahun ) anasiswa Joak ada (Korea) Timur
Rp.

6/9/2025 18-20 . 1.000.001 - . Jawa

19:27-43 Ya Perempuan ) S1 Mahasiswa Rp. Indomie Timur
2.000.000

6/9/2025 18-20

1/99/2 9:30 Ya Laki-Laki tahun Sl Mahasiswa | Tidak ada Indomie {Fi::?gah
Rp.

6/9/2025 18-20 1.000.001 - Jawa
Y Laki-Laki 1 Mabhasi I i

19:59:23 a aki-Laki | b | S AnASIEWE | pp. ndomie | 1 oah

2.000.000
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.
6/9/2025 18-20 . 2.000.001 - .
20:01:07 Ya Perempuan | S1 Mahasiswa Rp. Indomie Jakarta
3.000.000

6/9/2025 >23 Pegawai >Rp. .

Y P 1 I kart

20:25:00 e erempuan | hun | > Swasta 3000000 | ndomic | Jakarta

Rp.
6/9/2025 18-20 : 1.000.001 - . J
20:45:46 Ya Perempuan B SMA Mahasiswa Rp. Indomie Ba:::t
2.000.000

6/9/2025 21-23

2/196 2:12 Ya Perempuan tahun Sl Mahasiswa | Tidak ada Indomie gfi\:l;ah

6/9/2025 21-23 . . Samyang | Jawa
Y P 1 Mah Tidak

21:55:04 a eretapuan tahun S ahasiswa idak ada (Korea) Barat

6/10/2025 18-20 J

11155 Ya Perempuan tahun S1 Mahasiswa | Tidak ada Indomie TaeV:lZah
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
21-2

6/1072025 Ya Laki-Laki | SMA Mabhasiswa | Tidak ada Indomie Jawa

7:31:54 tahun Barat

6/10/2025 21-23 Tidak Jawa

SMA Tidak ad Indomi

8:02:16 Ya Perempuan tahun Bekerja i naomie Barat

6/10/2025 <18 Jawa
Y Laki-Laki MA Pelaj Tidak Indomi

23:11:48 a aki-Laki tahun S elajar 1dak ada ndomie Tengah

Rp.
6/11/2025 18-20 2.000.001 - Jawa
ki-Laki SMA Pelaj I i
18:37:39 Ya i tahun i Rp. ndomie Tengah
3.000.000

6/11/2025 21-23 Pegawai >Rp. Samyang | Jawa
Y P S1

18:40:19 e CremPUA | o hun Swasta 3.000.000 | (Korea) | Barat

6/11/2025 >23 Pegawai >Rp. .

Y P S1 Ind Jakart

18:41:44 a CEmpuan | ¢ hun Negeri 3.000.000 | ldomre ) Jakand
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.
?2141‘22(1)25 Ya Perempuan tzalh-jj S1 Mahasiswa 12{'1()).00'001 | Indomie "Jl"aevrv;ah
3.000.000
Rp.
?gigzgzs Ya Perempuan tzalh-jj S1 Mahasiswa ;;).00'001 | Indomie "JFZZZah
3.000.000
Rp.
%1;62(325 Ya Perempuan tzalh_jj S1 Mahasiswa ZR.I()).OO.OOI " | Indomie ;a;::t
3.000.000
%1:12;2:(1)4215 Ya Laki-Laki tzalhjj SMA glei“el;a Tidak ada | Indomie ‘;"‘e:;h
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)
Rp.

6/11/2025 21-23 2.000.001 - Jawa
Y Laki-Laki SMA Mabhasi Indomi

22:35:02 e B tahun R Rp. faotmie Tengah

3.000.000
Rp.

6/11/2025 21-23 1.000.001 - | Mie Jawa
Y Laki-Laki 1 Mabhasi

23:55:13 a axiad tahun 5 ahasiswe Rp. Sedaap Tengah

2.000.000

6/12/2025 21-23 Pegawai >Rp. Samyang
Y P 1 kart

10:59:38 e CHEMPUAR | o hun > Swasta 3.000.000 (Korea) Jakarta

6/12/2025 21-23 . >Rp. . Jawa
Y P 1 Mah I

14:55:00 e erempuan | hun | > ahasiswa | 3 00,000 | 4OMIE | penoan

6/14/2025 >23 Tidak

7:43:38 Ya Perempuan tahun D3 Blekaerja Tidak ada Indomie Jakarta

6/14/2025 >23 Pegawai >Rp. )

Y P 1 I kart

7:52:20 e erempuan | pun | Swasta 3000000 | ndomic | Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/14/2025 >23 Tidak . .

8:06:49 Ya Perempuan tahun S1 Btakirja Tidak ada Indomie | Jakarta

6/14/2025 . . | >23 Pegawai >Rp. Nissin
Y Laki-Lak S2/S3 kart

8:09:44 e B tahun Swasta 3.000.000 (Jepang) Jakarta

6/14/2025 >23 Pegawai >Rp. . Jawa
Y P 1 I

8:18:38 a erempuan | hun | > Swasta 3.000.000 | mdomie | gt

6/14/2025 >23 Tidak Jawa
Y P 1 Tidak I i

8:26:55 a o tahun S Bekerja idak ada ndomie Barat

6/14/2025 >23 Pegawai >Rp. . Jawa

84419 | 1 Perempuan | tun |51 Swasta 3.000.000 | M9OMIE iy

6/14/2025 18-20 Pegawai >Rp. Mie Jawa
Y P SMA

9:15:30 a eretpuan tahun Swasta 3.000.000 Sedaap Barat

6/14/2025 >23 Pegawai >Rp. ) Jawa
Y P 1 I

9:16:21 a erempuan | hun | > Swasta 3.000.000 | mdomie | gt

6/14/2025 >23 Pegawai >Rp. . Jawa
Y P 1 I

9:23:04 e CremPUA | o hun 5 Swasta 3.000.000 ndomie Tengah
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/14/2025 >23 Pegawai >Rp. . Jawa
Y P MA I

9:28:21 : N~ AT Swasta 3.000.000 | M9OM™E | iy

6/14/2025 >23 | Diploma . >Rp. :

10:52:15 Ya Perempuan ahun | sekretaris Wiraswasta 3.000.000 Indomie Jakarta

6/14/2025 >23 Pegawai >Rp. . Jawa
Y P 1 I

11:49:47 a erempuan | hun | > Swasta 3.000.000 | mdomie | gt

6/14/2025 >23 Pegawai >Rp. .

Y P 1 I k

12:31:38 a erempuan | o hun | > Swasta 3000000 | ndomic | Jakarta

6/14/2025 >23 Pegawai >Rp. . Jawa

12:41:41 | O Perempuan | tun |51 Swasta 3.000.000 | MdOmIE | g

6/14/2025 ) . | >23 Pegawai >Rp. )

Y Laki-Lak S1 Ind Jakart

12:43:57 : T tahun Swasta 3.000.000 | oM | akana

6/14/2025 . .| >23 Pegawai >Rp. .

Y Laki-Lak S1 Ind Jakart

13:01:02 e A tahun Swasta 3.000.000 | oomie | akana

6/14/2025 >23 Pegawai >Rp. .

Y P 1 I kart

15:12:29 e erempuan | pun | > Swasta 3000000 | ndomie | Jakarta
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Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/14/2025 . .| >23 Pegawai >Rp. .

Y Laki-Lak 1 I k

16:05:54 | ° ~ %1 Swasta 3.000.000 | domie | Jakarta

6/14/2025 >23 Tidak

16:22:43 Ya Perempuan tahun D3 Blekae - Tidak ada Indomie Jakarta

6/14/2025 >23 : >Rp. .

Y P 1 I k

13:08:56 a erempuan tahun S Wiraswasta 3.000.000 ndomie Jakarta

6/14/2025 21-23 Pegawai >Rp. .

Y P MA I k

21:05:38 : CIEMpUAN | ohun | > Swasta 3.000.000 | domie | Jakarta

Luar

6/15/2025 >23 . >Rp. .

7:48:08 Ya Perempuan tahun D3 Wiraswasta 3.000.000 Indomie | Pulau

Jawa

6/15/2025 >23 Pegawai >Rp. .

Y P 1 I k

8:05:11 : Srempuan | hun | > Swasta 3.000.000 | Mdomie | Jakarta

6/15/2025 ) .| >23 Pegawai Pegawai >Rp. .

Y Laki-Lak Ind Jakart

10:11:07 a aki-ak tahun | swasta Swasta 3.000.000 ndomie akarta

137




Timestamp | Apakah anda pernah Jenis Usia | Latar Pekerjaan | Penghasilan | Merek Wilayah
mengonsumsi setidaknya | Kelamin Belakang Bulanan Mie Domisili
satu merek mie instan Pendidikan Instan
impor (misalnya Favorit
Samyang, Nongshim,

Nissin, dll) dan satu
merek lokal (Indomie,
Mie Sedaap, Supermi, dII)

6/15/2025 >23 Pegawai >Rp. .

Y P 1 I k

10:19:10 : N~ AT Swasta 3.000.000 | Mdomie | Jakarta

6/15/2025 . . | >23 Pegawai >Rp. .

19:00:40 | '° Laki-Laki | ohun |5 Swasta 3.000.000 | Mdomie | Jakarta

6/15/2025 >23 Pegawai >Rp. .

Y P 1 I k

21:03:04 : Tempuan | hun | ° Swasta 3.000.000 | Mdomie | Jakarta

Rp.

6/22/2025 21-23 2.000.001 - Jawa
Y Laki-Laki S1 Mahasi I i

17:08:27 e s tahun g Rp. ndomie Tengah

3.000.000

6/24/2025 >23 Pegawai >Rp. . Jawa
Y P S1 Ind

14:35:43 e CremPUA | o hun Swasta 3.000.000 | O™ | Barat
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Lampiran 3 Screen Shoot Hasil Smart PLS

ATT1: Saya merasa merek mie instan ini menarik.
ATT2: Saya memiliki kesan positif terhadap merek
ATTS: Sikap saya terhadap merek mie instan ini s
Bl4: Produk mie instan dari merek ini memiliki re ge 0.906
0.911
0.844

BI5: Merek ini menawarkan berbagai varian ras: %
BI6: Desain kemasan dari mie instan merek ini :
COO01: Produk mie instan dari negara ini memil

C002: Produk mie instan dari negara ini dibus
CO005: Produk mie instan dari negara ini memiliki t=
COO06: Produk mie instan dari negara ini merupakan pro

PI: Jika saya ingin membeli mie instan, saya ak; r mpe! ini dari ' 0.856
Pl4: Saya lebih memilih membeli mie instan dari %&n negara ini dibanding m 0.894

PI5: Saya akan merekomendasikan kepada orang lain untuk membeli mie instan dari merek dan 8 ini. 0913

Citra Asal Negara

Citra Merek 0.865 0.917 0.788

Niat Membeli 0.865 867 0.918 0.788
Sikap Terhadap Merek 0.887 0.887 0.930 0.815
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Citra Asal Negara
Citra Merek

Niat Membeli

Sikap Terhadap Merek

Citra Asal Negara
Citra Merek

Niat Membeli

Sikap Terhadap Merek
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Citra Merek
Niat Membeli
Sikap Terhadap Merek

Citra Asal Negara
Citra Merek

Niat Membeli

Sikap Terhadap Merek
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Citra Asal Negara -~ Citra Merek
Citra Asal Negara -~ Niat Membeli

Citra Asal Negara -~ Sikap Terhadap
Citra Merek - Niat Membeli
Citra Merek - Sikap Terhadap Me
Sikap Terhadap Merek -> Niat

Citra Asal Negara -> Citra Merek -» Niat Me
Citra Asal Negara -> Citra Merek -> Sikap Te
Citra Merek -» Sikap Terhadap Merek -~ Niat
Citra Asal Negara -> Sikap Terhadap Merek >

Citra Merek -> Sikap Terhadap Merek -> Niat Membe!

0119 0.731 0465
0.090 4375  0.000
120 1264 0206
' 5479 0.000
15 4415 0.000 |

0.080
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0063 2591 0010

0.080 3184 0001

0.064 3135 0002
3184 0001



Citra Asal Negara
Citra Merek

Niat Membeli

Sikap Terhadap Merek
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The influence of country-of-origin
on consumers’ purchase intention:
a study of the Chinese
smartphone market

Francisco Javier Blanco-Encomienda
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Shuo Chen
Zhengzhou University, Zhengzhow, Cling, and
David Molina-Mufioz
Uniiversity af Granada, (ranads, Sfeain

Abstract

Purpose = m:;g_llmmlrymﬂﬁ!mwﬂﬁl mwmm{
s adms fo vecdarigin beand image and 2t tihsde towards the brand on
mmm.ﬁmm

=An il ‘based on the miormation gathersd
mmmmmmmhqmmmwmmmh

F-ingk The authoes fomd that brand immge and atiitude towards the band significmtly nfluence

hwahoe = This study pr i igin image on the

Keywords Uauntryafocigin, Brand image, Attitude brwards the brand, Purchase intention
Paper type Research paper

Introduction

Smartphones have developed into a neressary cammumnication tool m people’s daily lives.
Diata from the International Telecommunication Union {2022), the United Nations specialized
bady im charge of information an d communication technology matters, show that the umber
of mohile phones worldwide reached 5.6 billion in the past year, surpassmg the warld
population. This ndicates that several mdividuals use two or more mobik

phones
simultanesusly. With around 66 billion smartphone users waorldwide, China represents
ahout 15% «of total users (Statista, 20223).
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Educution, Economy and Technolagy of Ceuta,
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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 Xiaori. 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 ¢f 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 OPPOwith 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. Toround
out the top five, Xisomi shipped 90 million units. Despite the dominance of Chinese
smartphone brands, Apple, a U5 company, is shipping an increasing number of devices,
snatching market share from brands like Vive and OPPO.

At present, China's 14th Five-Year Plan for Information and Communications Industry
Development foruses on developing the digital economy. The overall information and
mmuuummnsu:tuwﬂlhavegmwnmamﬂmm@i&ﬁpmdahhgmm mtelligent
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
mwwvmtlutmmymdrlwmmwamhtm upgrading in the social and
economic spheres. These provide a solid foundation for building a robust manufacturing and
digital nation.

mmnmmuummwmymmnmmwgmmum

Whﬁmmﬂmmmhmﬁumﬂncm
used to assess a nation’s level of global competitiveness have also changed significantly
{(,mme.ra! 2018). Traditionally, the aspects of evaluating international competitiveness

‘based primarily on utilizing resources, namely natural, material and human. Following
ﬂmmmni'kmhdg!mﬂmfmmnmety the image of a country, the corparate
image, the national image and other symbolic image factors are being adopted as vital
criteria to explore international competitiveness ([¥ Astous and Ahmed, 1999, Papadopoulos
and Heslop, 2014; Yu of ai, 2023). As a result, it madvmgmqtumafamshle
corparate brand image in the minds of ers, which infl how and
mﬁhmdhyshapuqﬂmrmpsmuﬂammkﬁ&mﬂuqm

Thwdmmmmﬁmmmwmummmﬁmﬂ

image directly influenced consumer perception of goods from that place.
Emmﬂm&mmhihﬂmMWmmﬁdllgﬂ. and Keown and Casey (1995)
mmmvermrdlmthnmhmnmramgpermllmﬁmﬂmmmem
image impacts several variables at various degrees (Al Sulaiti and Baker, 1998; Alonso Dos
Santos ef al, 2022, Bernard ef al, 2020; Yu et al, 2013).

Several authors have previously sought to clarify how the arigin image effect is
developed. Han {198% made notable progress among them. He deduced that when consumers
knovwr little about the country of region where a product ariginates, their perception of the
hmhlydlrecﬂyunmﬂmlrfee]mgﬁabnul the goods. Batra ef al (2000) assert that
COnsumers in nations are particularly susceptible to the effects of the country-of-
origin construct. Wang (2008) also identified that the average level of consumer cognition is
impacted by rational, cultural, political, religious, and legal issues and is related to national
economic growth. According to Oberecker of al (2006), adirect link exists between consumer

The influence
of country-of-
origin

1617
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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 vahes and ideas (Zhang ef al, 2022).

Consequently, psychological characteristics like patriotism, loyalty and national honor
impact consumers’ perception of domestic and international produets (Li of al, 2021; Pentz
ef al, 2017). Moreower, even if goods may not be of the highest quality, consumers are more
Idmlytnpmd:lxseﬂum if they come from their nation. As a result, the country-of-origin
image can influence consumers” purchase mtmnmSmmmmpmmmawmuflhu.ﬂmy
tend to utilize the country of origin as.a marketing tool (Verlegh of al, 2006). Using the phrase
“Made in. . . " and placing quality and erigin labels on items are two examples of marketing
technigues companies nse to inform consumers of the nation of origin of their goods subject
o legislative restrictions. Other methods not subject to legal restrictions include the country
of arigin in the brand or the name of the product, such &5 embedding the national flag or other
symbols, or showrasmg loonic structures or typical landscapes. from the country of ongm
(Aichner, 2014).

This study examines the effects of country-of-origin, brand image and attitude towards
the brand of Chinese smartphane om 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 effert ﬂfrmhy—ﬂf-w(@'u
The progression of multinational corporations has been inexorably linked to the
wmmﬂmmﬂwmwﬁmwmmmm
miricate national composition of many contemporary products, prompéing a substantial
raﬁuumﬁthmmmmmm:ﬁm Consequently, the concept mow
encompasses the location of the product’s assemhbly or rfacture arsd the hical
mnilmmuuhm.tmm)umﬂ‘}nhnr.md Lavack, 2003). [lustratively, soie
smartphoneer exemplify this shift. These ot ies often bifur
npaamcmdmungmndeﬂgnmdem e country wikile procuring
pamﬁmvmm']‘hla especilly pervasive within the technology sector,
the growing ufﬂupudmmhmd‘smmuaaahmtvmbh
mﬂmmmﬂmﬂrﬁwﬁnﬂﬁm{ﬁrﬂe@uﬂd_ 2014; Hamzaoi-Essoussi,
2010; Laibach ef al, 2019).
‘The concept of the country-of-origin effect can be tmaced back to pioneering waork by

;@ﬁwﬂkﬁwwpﬂmammmﬂrmasu COUNTY-
-origin effect
After Schooler’s seminal work, researchers such as Drumwright (1984) and Peterson
(1995) further bolstered this concept through their empincal investigations.
Lhab et al mmmﬁaw»aumhmnmmmm
consumer s belief that products from a specific country possess a superior quality compared
to those from other nations. For instance, comman perceptions may hold that Japanese small
Immdinl:l appliances epitomize quality, while French fashion embodies style. Chinese
dominate the international market with competitively priced labor-intensive
products, which leaves consumers with numerous adverse connotations: that “Made in
China” isa subpar and inferior product (Jo ef al, 2003 Cumlil, 2020; Veale and Guester, 2008).
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Soch sterentypes influence consumers” decision-making processes, profoundly impacting
thetr product or service choices.

Consumers adopt a comprehensive perspective, attentively considering product
attributes and origine This phenomenon has been comoborated by research conducted by
Frewer ef al (20013) and Yang ef al (2018), who P_q'tahllshed that aiavmb]epelcepﬂm ofa
product's origin positively influences I suh tly enhancing their
purchase intenticn. These findings align with the cognitive approach, supported by resules
from Witek-Hajduk and Grodecka (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 kmowledge shout a brand's products, they often make
inferences about product stiributes (such as quality or reliability) based on their
understanding of the country-of-origin (Han, 198%). This cognitive hias, known as the
“halo effect,” was first introduced by Thorndike (1%20) and has been extensively examined
within the marketing domain by numerous scholars (Burke ef af, 2018 Hien of al, 2020;
Koubaa, 2008; Leuthesser ef af,, 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 reliahle | cue for products (Josiassen ef al, 2013). The
favorahle arigin 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 ef al, 2008,
Han, 1988). Products associated with this positive reputation halo effectively bear an identity
marker, endowing comsumers with & dependable, consistent and trustworthy external
mﬂumfmasmi.ngpmm quality (Brodewsky, 1997). Conversely, a negative origin
image yields opposite effects.

Atﬂaesﬁu:uvehvd,mmmmgammﬁymmgmﬁmtlym&mm
mhrmdmm“mplmmnmmphmﬁmmmmﬂﬁwmm

inmgmm,mweﬂmmrirmupummrﬂmaﬂmmndummnmduﬂnreﬂuleghm
Steent 1994). ifically, 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 Mootj, 2011} It is more prevalent in developed countries.
Consequently, a favorable eoumtry-of-origin image is anticipated to yield a positive brand
image for praducts. from that nation.

Agcording to Kotler and Armstrong (2008), consumers' attitude towards a specific brand
encompasses their evaluations, emetional sentiments, and inclinations regarding that brand.
‘Therefore, consumers’ attitude towards a brand influences whether they will have a good ar
adverse reaction to the firm's products. Customers typically develop attitudes due to their
experiences with the brand's products. Although the consurners” attitude towards a brand is
defined by its permanency through time, this attitode can alter dependmg on factors
including new experiences with its products, advertising and consumer samisfaction
{Gharban, 2012 Sodeman, 2020). However, vanious 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 of al, 2023). Hong and Kang (2006}
conducted @ study elucidating the substantial impact of the country-of-origin image on the
consumers’ attitudes. Their findings underscored that a country rencwned for producing
high-quality preducts tends te foster a positive attitude among consumers towards products

that country. Conversely, when individuals harbor hostile feelings towards a country,
often due to political or social reasans, they resist accepting products from that particular
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nation. This interplay between the conmiry-of-origin image and consumer attitudes towards
brands has been a subject of investigation scross diverse product categories, including beer
and personal computers (Chen, 2010y, powder milk (Nguyen f al, 2019 and even fictitious
goods (Vishal ef 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 mformation abowve:

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 affect of brand image

Currently, buyers can choose from many goods on the market that share similar
characteristice. Consumers may rely on their purchase decision on their views of the
brands when they have limited information about the products or Emited time to choose the
ane to bay. Kim and Chao (2019) utilized data gathered from young Chinese people to
demonstrate that the intention to purchase minimal-involvement products was directly and
favarably correlated with the brand image. The researchers’ data show that brand image
mdirectly affected consumers’ purchase intention of high-invelvement products. According
to Khuong and Tran {2018), consumers’ intent to purchase the brand increases in propartion
to how well-regarded that brand is perceived. Additionally, they emphasized the crucial
mednmlgflmmo{mehmndmgebetwmw packaging fraits and purchase
intention,

Az was previously mentioned, as customers assess a brand's products, they develop an
mm&mhmmmwﬂnmmmmmmdﬂm
brand are impacted by that attitude Therefore, consumers may have various attinudes
towards products with camparshle characteristics, depending on the brand. As outlined by
Kamins and Marks (1991 ) and Elseidi and El-Haz (2016), they frequently hold more favorable
brand attitudes for goods that have solid brand images. Along the same lines, Kim of ol
(1996) provided evidence for the impact of brand image on customer brand attitudes in

marketing oxmmunication.
Conzequently, the following i aed:

The effect of attitude towards Hhe bramd
Apcording to Kokkinaki and Lunt (1999), purchasing decisions frequently entail selecting
Pﬁmvmiunhan&mﬂ:mamh:madﬂmy_ﬁnamhuﬁm

circumstances, decisions onwhat to buy can be solely dependent on brand characteristics. As
previously mentioned, brand image is one of the attributes that may influence customers'
purchase mtention.

Smmilarly, it appears Ingical to believe that consumers’ past opinions about the brand’s
goods, or their attitude towards the brand, will likewise impact their final purchase derision.
In this way, Lee of af (2013} highlighted that satisfaction with previous purchases
sigmificantly affects consumers' perception of product features, brand attitude and intention
to purchase. Based on several pieces of research, attitudes towards the brand favorahbly
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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 of al, 2017; Sheeraz
et ai., 2016}
we present the following hypothesis:
Ha 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
papulation for the study. We selected the Chinese market since China is the world's largess
smartphone market {Counterpoint, 2022). Far 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 o be excluded
berzuse they were not correctly filled out, resulting in a sample of 340 valid respondents.
Table 1 illnstrates the demographic details of the respondents. The distributions of the
sample investigated in this study and the target population are relatively close, using the
informaticon supplied by Statista (202%h, c) &s a point of comparison. Among all responsders,
G76% were female and T3.8% were between 20 and 29 years old. The regions with the highess
percentage of responders were Henan (30.9%:), followed by Fhejiang (24.7%) and Beijing
(22.6%). Most respandents held bachelor's degrees (54.7%), while roughly 23% had finished
their post-graduate studies. Regarding the respondents’ jobs, 31.8% were private employess,
while 37.4% were students. Almost half of the respandents had no monthly income or earned
less than 3000 yusn (49.4%), even though 276% had manthly incomes sbove 5000 yuan. A
pmfs'mmﬁrf}lmm'qi]r!hmﬂimmmﬁmuﬂppu]fmm
of the respandents, while 206% of them chose foreign companies like Apple.

Measures

Source(s): Author’s gwn creatien
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Characteristic Categories Frequencies (%)
Gender Male 110 24
Female 676

Age Less tham 20 26 76
20-9 251 38

30-3 4 121

More than 39 2 65

Education Elementary education 23 68
education 53 156

Bachelar degree 186 M7

Master degree 78 29

Occupaticn Student 127 374
Public employee 2 79

Private employee 108 ns

Sedfsemployed 26 76

Unemployed 52 153

Moathly income Nane 128 376
Undler 3,000 yuman w0 118

yuan 78 29

yuan 50 U7

Above 8000 yuan ks 129

Favorite smartphooe brand Huawei 173 509
Apple o 206

Xiaomi 35 103

Vivo 2 79

Oppo 2 68

Others 12 36

Regom Henan 105 309
Zhejiang 84 247

Beijng 7 26

m * bt

16 aa

Others 5 15

Source(s): Authar’s own creation

ﬁunKuddmaMKuw@mdeMmd%mmmmuﬁiﬁmm
purchase mtention. A seven-pomt 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 varables’ overall
v.lnd:xymﬂrdnbdxry The reliability of the Iantvmnﬂn,nsd:tmmmdbyﬂnnm
(A\"E)and whihty-'- 1
loadings. The ! mm“ummmm
to test the i Sumlmd:mmapphdlsmmwtuﬁthe

model's goodness of fit.

Results

Analysis of the psychometric properties of the scales

The convergent vahchty of the constructs was evaluated by item Joadings, AVE,
and internal . Internal i was d wsing Cronbach’s alpha and
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Comstract Tbems
Comntrysborigin C00) mwmdmmmﬂmmm oot
produscts af Tighly qualified 0002
wimmiup
The technalogical products of this cmtry ase oot imitatioos. oo
“The sechrological products af this country ame sold i many countries  CO0M
Tbeﬂmkgﬂlp(uimdlhnmmmmnw o005
The sechrobogical products of this country ase reliable CO06
Brarsl irmge (BI) It is a great company -1
The company d B2
capahilities
The company has a good H3
from this brand have excellent functions B4
The of ications for this brand’s isquiterich ~ BI5
“The hrand's smartphones have 2 good design E36
Attitude bowards the [ find this smartphooe brand attractive ATTI
beand (ATT) I have a good impressio of this smartphene brand ATT2
The smartphones from this brand can meet my needs ATT3
Buying a smartphone from this brand is a pood decision ATT4
My attitsde towards this smartphone brand is positive ATTSs
Purchass intention (1) [  were gring 1o 2 smartphooe, [would cocsicer buying it P11
I were shepping for 2 smastphane, the lelibood [ would porchase it P12
from this brand that crigirated from this courtry is high
[mmmp..dmmnpmmmnmmmnu: 3
[m.u_., S dhis brand rather thanany P
nther available
I werld penple this Fi5
‘beand and cuntry

Source (5): Authoc's own eation
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Tahle 2.
-

composite reliability (CK) scores. The findings showed that all items had factor Joadings
higher than 0.70, which indicated a high level of convergent validity. The individual
mmth1MMMammmmmmm
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 demonsirated the dataset's remarkable convergent validity (Hair ef al,
2010). Table 3 provides a thorough summary of the findings, representing the convergent
walidity of the constructs.

Dhscriminant 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 eriterion for discriminant validity pat out by Fomell and Larcker (1951) is met
hﬂmhemﬂmuﬁdmﬂuﬂlelamﬁthatmhg}wﬂmnﬂnmﬁpmdmgdmgmal
element, demanstrating the existence of validity.

Hypotheses testing

SEM was appled to mvemgate the relationships in the current research's hypothesized
model. The structural equation model was tested employing the maximum-likelibood
method in the LISREL software. The overall model fit and the regression paths were
estimated to asceriam whether the suggested model adequately characterized the data.
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67 Costruct Indicators Laadings # a CR AVE
i
Coumntryafarigin o 086 074 0= asd o7
002 0E0 054
003 035 074
004 (1) L]
C005 = 030
1624 CO06 05 081
Erand mmage EIl 081 066 0= asd o7
B2 0= L]
B3 091 023
El4 15-:2] L]
EIE 0E7 0.7s
i [ (o]
Adtitnde towards the brand ATT1 il ] 085 055 as7 [T
ATT2 053G 057
ATT3 (1L} 0E3
ATT4 (1L o] 035
ATTa 1L ] 035
Purchase miention P {117 050 05 as7 OEE
P2 0 0E
i3 0% 0s1
i il [N
Tahie 3. & o e
: Note(s): (R = Comprsite Refiability; AVE = Average Variance Extracted
aralyss reslts Source(=): Authar's own creation
feiv] i ATT 1
Coumtryafeorigm £O00 85
Erand mmage (E1) 054 086
Attitude towards the brand (ATT) 063 o7l o087
Furchase ntertine (F1) 057 (T3 067 094
Tahle 4. Note(s): Diaganal vahes in italics are square mots of average variances extracted; nffdiagonal values ane
Discrimmnact validity & b
results Source(s): Authar's pwn creation
Tahle 5 shows that the moded fit 15 satisfactory. The chi-square was considerable at the 1%
level. Mareover, the comparative fit index (CF1), the normed fit index (NFI) and the
mcremental fit index (IFT) all excesd the minimum recommended threshiold of 0.90, while raat
mean square error of appraximation (RMSEA) i less than 0.08. Therefore, all these values.
indicate adequate fit {Byme, 1992, Hu and Eentler, 1995).
2z af povalue CF1 NFI 1o} RMSEA
32250 203 000 099 (] (1) 42
Table 5. Note(s): (FI = Comparative Fit Index; KF1 = Normed Fit Index; TF1 = Incremental Fit Index;

EMSEA = Koot Mean Square Error of Approximation
Source{s): Authar’s gwn creation
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The paths of the proposed structural mode] are depicted in Figure 2 The model paths
produced significant parameter estimates, except for Hypothesis 1, which sugrests that the
country-of-ongin has no direct bearing on purchase mtention (§ = 001, p > 005 A
significant and positive correlation between the country-of-origin and the brand image
(# = 080, p = 0:01) is found in favar of Hypatheses 2. The path coefficient of 013, significant
at a 5% level, also suggests a positive relationship between the country-of-orign and the
attitude towards the brand. Consequently, Hypothesis 3 is confirmed. Additionally,
Hypothesis 4 is supported by the struchural relationship between the brand image and the
purchase intention that is positive and significant {§ = 0.31, p < 0,05 The connection
suggested in Hypothesis § = supported; specifically, brand image predicted the attitude
towards the brand (f = 0.82, p = 0.01). The findings overwhelmingly confrm Hypothesis 6
by showing that the attituide towards the brand impacts the purchase intention
(# = 058, o < 001),
An additional medzat ducted after hypotheses testing. According to
ngs.nd Wer (198%) andGlen&ulland Maheswaran (2000], the brand's locational
Teaw consumers percedve it, which in tum influences how they feel abous the
bﬁndandlmwtheyrkcﬂzwhﬂ]ﬂ'u’uﬁttnmﬂkeapﬂdﬂmﬁemdul (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, pesitively impacting their purchase intention.
In the relationship between the country-of-origin image and the purchase itention, the
current study assessed the potential mediating role of brand image and customer attitude
m&mhmiﬁnmnnalm@ﬁmmdﬁemdmmﬁﬁnng effects was tested
the bootstrap approach tn achieve this. The bootstrap protocn! developed by Shrout
mdBn]gE(?ﬂDZ]mappied,mﬁmgiﬂDmlmmﬁemmaldam set. The results
obtained are ihstrated in Table 6.
It can be deduced that the indirect effects are statistically significant at the 5% level since
ﬁe%%mﬁﬂmmﬁﬂﬁrmmmsehhemmmmmﬂu&
h'and]mage andamtudem:dsﬁieh’andmedmbeﬂleamm
Fmally, Table 7 presents an overview of the tests conducted on the hypotheses.

Conclusions and discussion
‘Thecurrent study offers a fi d rding th y-of-origin image.
“This implies a nmntﬂnhﬁunﬂewmﬂmgnpplmch, which iz frequently centered on

R (’E}. L0
- S~
BRI}

053 =)

Note{s): (*) p < 0.03: (**) p < 0.01: ns. = non-significant
Sonrce(s): Author's own creatnen
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Resuliz af struchural
epatim mosde]
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the country-of-origin image on Chinese consumers’ intention to purchase smartphones.

The E’mdmgq 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 ef ol (2017), Augusta ef al (2019), and Hien of al (20300, which
found a positive direct mpact of the origin image on the consumer purchase decision of
goods, like appliances, fashion collections or cosmetics. Furthermore, the corrent findings
support other investigations emphasizing smartphones, where it was found that the country-
af-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 comsumer purchase intention. These results partilly
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 mokbile
phones. hmﬂﬂu&h&dmmﬂmﬂmﬂyﬂmmﬂmﬂeﬂma&h&nﬂamm
towards the brand was i

Additionally, it has been hmdﬂ:at a positive brand image might influence consumers’
atfitudes towards the brand faworably. This result supports findings from previous.
mvmdgsmumﬂehenﬁcnlsﬁeﬁgufhmﬂumgemmmdqmebm:ﬂ,thm
Jalitvand ef al (2012}, which inchde destination image, and Ramesh et al (2019, that centered

on fast moving consumer goods (FMCG) companies. They found that brand image served as.
a precursar to the attinude towards the brand, claiming that if the brand performs well,
consumers will be delighted, resulting in a faworahle mindset.

Tnplications

In a field where little research has been done, this study proposes a conceptual model for the
relationship between customers’ inclination (o purchase smariphones and the influence of
coumtry-nf-origin image. Generally, the existing literature primarily examines the impact of

Independent Dependent Insdirect: 95% CI indirect effect
wamiakle Mediatar variablk:  variahle effect SE [ower and uppes)
Country-ni- Framd Emage — Prrchase 0266 0066 L8, D562
e hew

Country-of- Antitude towands Purchase o413 0065 L4E, DG
origin = the brand — intention

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

Saurcefs): Authar's pwm creation

Tahle 7.

besting:

Hypohesis Fath Result

Countrysafaorigin — Purchase mmtention Partially supported
Countryafwcigin — Erand image Supparted
Comméryeafacigin — Amrud.: towards the brand Supparted

Brard image — Purchase inbention Supparted

Brand image — Attitude towasds the brand Supparted
Antitude towards the brand — Punchase intention Supparted
Saurcefs): Authar's pwm creation
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country-of-origin or comparable factors on consumers’ desire to purchase things. However,
thia study hases 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 hrand as mediator varmbles, and purchase intention as
the dependent variahle. 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 attimde
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 by,

Foreign brands eould cooperate with domestic brands to customize their marketing
strategies tothe es of domestic in arder to do thorough optimization and
adjustment. The acceptance of products by consumers of goods from other nations is
mmumlupmhwwdlﬂnyﬂmmﬁn'wﬂmm\dmumtaibyﬂlmg
et al (2022, Consequently, it is critical for cc expectations
and their characteristics, including brand awareness, which will enable them to succeed in
memiaunlmrh'!mmmmﬂudﬂf. 2021).

Chinese companies can benefit from the government's dual role as the primary
shareholder and a crucial reputation scurce (Fan, 2007). Although the Chinese government
has been promoting a faverable country image in recent years (Yu and Liu, 2018), it should
mmmmmumﬂlmgeumbmmemleﬁmmdmhﬂ

a climate to the nation's busi Consequently, China
ahmhhnummﬁnmp-mmmnnﬂmfxmabhmmbrﬁﬂyﬂmwmmgmhmﬂm
through the media.

Frand managers should alse strive to strengthen the country-of-arigin image through
adverfising and public relations. Marketing professionals can also nse this work as a guide,
dﬁmgmmgmpmmﬁ;mwﬁmmmm
image of the brand to e mre favorahle iments towards it. P
mmnﬂyﬂ:&tﬂnpﬁmmdh@m&ﬂymﬂewﬂydﬂnpﬂmm
a fundamental camponent of the brand image. For instance, professionals should emphasize
that the goods are produced with suitable resources, by qualified workers and under sirictly
controlled processes. As a result, any product that enters the market will be regarded as high
caliber, which can baost brand image and attitudes towards. it and consumers’ purchase
intention.

From the social perspective, the study's results offer insight= into consumer patterns in

to modify ar pricritize the product’'s country of origin over other

bw.raﬂm.ﬂud fifure researel

‘This investigation has several limitations that might stimulate future lines of research.
Onznf'r]:laselmmtmns15rela1nimthemnpu'ubshmsmnamand.hmnadumplesm
Additionally, although the questionnaire was distributed online to consumers through
various online platforms from different Chinese provinces, the mest 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 mare representative.
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Another limitation is that, despite analysis of user perceptions of the smartphone brand,
varions dimensions have not been considered. Therefore, it 15 not possible to know what
factors influence their purchase intention. Consequently, it would be beneficial to dstinguish
between the user, corporate and product images o understand these elements better. This
would present specific cues for companies that market smariphones.

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