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ABSTRACT

Country of originis a deterni nant of consuner attitude and purchaseintention Nowadays, people often
discuss about country of origin the place wherethe product is produced, wherethe product cones from where
the product is asse nbl ed and desi gned. Itis hardto knowexactly what the country of originis. Consuner tend
touse country of origin more as a decisiontool whenthey make decisionto purchase or whenthey purchase a
product. The purpose of thisresearchisto deter minetheinfluence of the country of origintoconsuner attitude,
the influence of attitude to purchase intention and the influence of country of originto purchase intention
Theories supporting this research are consuner behaviour, country of origin consuner attitude and purchase
intention The popul ation obser vedis people who havel aptop or want to purchase laptop withthe sanplesize as
many as 200 respondents. This researchis a quantitative anal ysis which uses the Structural Equation Mbdel
(SEM anal ysis, I BMP SPSS® Anos ™21. 0soft wareto anal ysethe data Results and concl usi ons are country of
ori gin has a significant i nfluence to consuner attitude. Furt her nore consuner attitude has a strong si gnificant
influence t o purchaseintention However, the anal ysisresult has no prove t o showt he i nfl uences of country of
ori g n on purchase intention

Keywords: country of origin consuner datitude, purchase intention

INTRODUCTI ON

Research Background

Country of originis orignally nadelin’ country, the country where the productitis made. Actually,
consuners want to knowthe place where the products are produced Products are producedin a place or any
placefroma cityina country,inan area ina continent or inthe world as gl obal products. Aproduct cannot be
thought apart fromt he place whereit was produced or t he country of origin Miny products are outcones of a
large nunber of parts and pieces that cone from many different countries, and t hen asse nbled t ogether in a
different country. Itis hardt o knowexactly what the country of originis. Consunerstendto utilizethe country
of origin nore whenthey arelessinvol ved andless famliar. Consuners further tendto use country of origin
more as a decisiontoo when they purchase a product.

Indonesian consuners are currentl ythe nost opti nmstic consunersinthe world Indonesiais a country
withafast grow ng economy. Therefore, consunersinlIndonesiaisthe maintarget of conpaniesto pronote or
sell their products. Understandi ngthe consuner attitudeis neededinfinding outtheirintentionin purchasing a
product. Until now China isthe mai nsupplier of goodstoIndonesia Then inthe second place, thereis Japan
andthe United Statesinthird Chinaisthelargest supplier of i nportstolIndonesia with anincreasein volune
every year ( BPS, 2012). China has signed up as the main supplier of various kinds of products to Indonesia
Hectronic products are the dom nant ones to be i mported fromt hese countries especiall ythe t ype of Portable
PCor laptop. Laptop purchase decisionis veryflexible becausethere are nany kinds of brand choices, nodels,
price, and alsothe products’ hone countrythat varies.

Jurnd EMBA 235
Va.1 No. 4 Desenber 2013, Hd. 235-243



ISSN 2303-1174 Anjeling Tantri, The Influence of ...

Laptopi nport duringJanuaryto March 2013 was valued at USD283.2 mllion or 2 7trillionrupi ah If
one laptopisto be priced 5 mllionthenthere are about 550, 000 units that have already beeni nported]aptop
earlier this year. Mbst laptops are still domnated by imports fromt he China valued USD 271. 2 nillion Chi na
still domnates even closeto 80 percent of the tatal circuating laptopin Indonesia Mlaysiais the second
largest i nport of USD 7.4 mllion Japan USD4. 3 mllion, Singapore USD 337 000 andthe United States USD
29,030. Besides that, Tai wan alsoi norts of USD 16,000, Ger nany USD 1,939, France USD 1, 388 Belgum
USD 1,368 and finally Australia USD 1, 116. (BPS 2013).

Currently the products made in Indonesia are still not able to conpete with i nported products,
especially from Chi na. Indonesia does need such cheap goods from Chi na, but Indonesia still cannot compete
with the i nported goods. There are nany obstacles and yet conpeting causes of Indonesian products. The
governnent's paicyis one of the obstacles and the causes of it.

Accordingto BPS (2013) the nunber of househol ds that have alaptopin North Sul awesi province, in
the year 2010 was 8. 23 percent, the year 2011 was 11.88 percent, andin 2012 was 15. 18 percent. No wadays,
the conpetition bet ween donestic and forei gn products has becone noreirntensivein Minado. People are very
busyinrespondi ngt ot he changi ng of t he ne w worl d econony, andt hey often discuss about t he “hone country’
or ‘the country wherethe product was nmade’, andthat wherethe products cone fromby | ooking at the * Made
in’ label. The gl obalization of business has conplicatedthe country of orign phenonenon Thisis because the
desi gn of products are donein one country, whilethe process of manufacture and assenbly may take placein
another place, using the raw materials or parts fromdifferent areas of the world

Mainadois areg onthat feelsthe direct i npact fromt he expansi on of forei gn products. Forei gn products
enter the Minado market and cover nmnyindustries, even al nost all industries. Manado feels t he positi ve and
negative i npacts si miltancously. The negative i npact is the invasion of foreign products to stub out the
donestic products. The positive i npact is Minado consuners gains a big opportunity to use the newest
technol ogy products that are-hi gh quality and affordable. Thus, country of originis one of the nost widely
studied concepts in marketing, irternational business and consuner behavi our.

Research (bjective
There are specific objectives for this research:

1. Deter mne the influence of country of arignto consuner attitude.
2. Deter mne the influence of consuner attitude to purchase intention
3. Deter mne the influence of country of originto purchase irtention

THEORETI CAL FRAME WORK
Country of (rigin

Inthis nodernera g obal marketingis grow ng day by day. Country of ori g nhas becone a si gnificant
phenonenonin consuner behaviour studies recently. (riginally, the concept of Country-of- Qigin( COO was
considered as the Mhde-in country ( Nebenzahl et al., 1997), or the COM country- of- nanufacture, the country
whi ch appeared onthe ‘ “ nade-i1i *label and generall ythat country where final asse nbl y of t he goodt ook pl ace.
Hlict et al., (1994) citedin Bhakar et al. (2013) defined the country of origin asthe country of origin or the
country of manufacturing for a specific product. Liu et al. (2007) citedin Bhakar et al. (2013) found that the
country of orign effect has a significant i npact on consuner’s attitude andintentionto buy forei gn products.
COO-canact si npl y as an attribute of t he product and be utilizingin muchthe same way as other nore specific
attributes to arri ve product eval uation ( Hong and Wer, 1989 citedin Fan, 2007).

Attitude

Attitude can drive purchase decision If a consumer has a positive attitude toward a brand, the
propensityto purchasethe brandrises (dowand Baack, 2010: 85). Atitudeis defined as a nental, e notional or
rational predisposition withregardtoafact, state, person or an object (H mansu, 2009). Accordingto d ow and
Baack (2010) attitude consists of three conponents: Firstly, cognitive is a person’s nental inages,
understandi ng, andinterpretations of t he person, object or issue. Secondly, affecti veisthe feelings or e notions a
person has about the object, topic, or idea. Affectiveis enotions or feelings that a person eval uates t oward
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products or brands, whicharesatisfied or dissatisfied Andlastly, conativeis howt he personislikel ytorespond
toobject based on their knowl edge and feeling

Purchase Infenti on

Purchaseintention neans a subjective inclination consuners have towards a certain product (Hshbein
and A zen 1975 citedin Bhakar et al., 2013). Wing (2012) stated that thereis another state nent shows t hat
particu ar features of products, perception of consuners, country of ori gn and perception of country of origin,
all have aninfluence on custoner purchaseintention Purchaseintentionis construedas consuner willingnessto
buy ’ (Jarvenpaa et al., 2000 citedin Cyril et al., 2012). Howard and Sheth (1969) citedin Rezvani et al. (2012)
stated that purchase intertion is the buyer forecast of his choice soneti ne inthe future.

COO and Atitude

Country of origin (COO can have greater effect on consuner attitude ( Amne and Shin 2000). If
country of origin (COO has a positive i nage in consuner’s mnd, consuner will perceive less negative on
product attributes such as expensive and bad quality ( Kni ght and Calantone, 2000). Consuner tend to show
their attitude across the wide range of the hone country nade products ( Nagashi ma, 1970). Fan (2007) found
that thereis significant between countries of origin on consuner attitude.

Attitude and Purchase Intenti on
Attitude has significant effect on purchaseintention (Fan 2007). Country of origin (COO can have
greater effect on consuner attitude ( Am ne and Shin_2000).

COO and Purchase Intention

Lin and Chen (2006) stated that country of origin (COO is one of the factors that nost concern
marketers inrespect of itsi npact on consuner purchase intention Country of origninfluence on costumer
purchaseintention( Wang et al., 2012). Zeugner- Roth and I3 a mant opol us (2010) statedt hat country of ori gin of
a product has an effect on custoner purchase intention COO can have a positive or negative i npact on
custoner intention (Rezvani et al., 2012). Lin and Chen (2006) statedthat COO has a direct relationship with
purchaseintertion Consuner use COOi nthe purpose of eval uatingt he products quality or as the reference for
their buying decision naking (Chai et al., 2004 citedin Bory, 2005). Not only affecting t he attitude t owards
products, it is shown that country of origin has influential effect on purchase intention as well (Fan, 2007).

Previows Research

Rezvani et al., (2012) found that even when consuners can evaluate all the intrinsic product
characteristics by experiencingt he product, the effect of extrinsic cues has noreinfl uence on consuner product
evaluation Fan (2007) found that attitude has significant effect on purchase intention and because of the
positive relationship bet ween attitude and purchase intention country of origin also affects the purchase
intention of consuners. Buaman and Phuengsuktechasit (2011) found t hat the belief that consuner have on an
inage of a particuar country has great effect on attitude and purchase intention towards products of given
country. Xanguo et al., (2012) found that the i npact of country-of-originimage on purchase intention of
donestic products is not significant, thus the effect of country-of-ariginis degraded totake account to other
factors.

Purchase
Intention

Consu ner
Attitude

H gure 1 Research Franework
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Research Hypot hesis

Based onthe variables relationshi p the fdlow ng hypotheses are:
1. HI: Country of Qignsignificantlyinfluences Consumer Atitude.
2. H2: Consuner Atitude significantlyinfluences Purchase Intention
3. H3: Country of Qignsignificantlyinfluences Purchase Intention

RESEARCH METHOD

Type of Research

This researchis a causal type of research where deter mnes if one variable causes another variable to
occur or change, whereitinvestigates theinfl uence of country of originon consuner attitude t oward purchase
intention of laptops in Minado.

P ace and T ne of Research
The researchis conductedin Minado bet ween June toJuly 2013.

Popul ation and Sanypl e

The populationin this research is people wholive in Minado Selected productive age so that the
researchresults are a representation of t he respondents who have the economc abilityto purchase alaptop as a
li nitation of the study product. The populationt hat is mai nl y observedinthisresearchis people who watch the
advertising The nunber of datato cdlect is 100-200 accepted respondents.

Data Collection Mt hod

This researchis conducted witht wo sources of data Pri mary data collected for the research proble m
Secondary data collected as support to this research. Pilaa Testing with questionnaire on s nall nunber of
respondent in order toi nprove the adequacy of instructions torespondents and fixlanguage error. Devel oping
the questionnaireis needed to satisfy validity and reliability of the instrunent.

Operational Definition and Masure nent of Research Variales

Operational Iefinition of Research Varialle

1. Country of arigin neans where a g ven product is nade, where goods are manufactured, and produced

2. An attitudeis alasting general eval uation of sonething (inthis casethe country of orign). It has know edge
of that sonething liking or dsliking and the strength of the feelings.

3. Purchaseintentionis a planto purchase a product. The planin which a personintents to buy a product
soneti ne inthe near future.

The factors of variables that anal ysedis the country of origin( COO), consuner attitudes and purchase
intentions were neasured using a Likert Scale. Selected 5 (five) level Likert scaletoindicate howrespondents
agree or disagree of eachthe statenent. The Li kert scaleis desi gnedto exa mne howstrongly subjects agree or
disagree withstatenents ona five-point scale wthstrongly disagree, disagree, neither agree nor disagree, agree,
strong y agree (Sekaran 2011: 152).

Data Anal ysis Mthod
Validity and Reliahility Test

Reliability is a test of how consistertly a measuring instrunent neasures whatever concept it is
neasuring The reliability of a neasureis established by testing for both consistency and stahility ’ (Sekaran,
2011: 161). The purpose of testing reliabilityis to deter mne the level of neasurenent non error, it neans
showing the consistency of neasurenent. Reliability was neasured by using G onbacHs A pha coefficert,
whenthe value of Gonbach s al phaincreasethe consistency alsoincrease. If the coefficient value of A phaless
than 0. 60t henthereliabilityis bad Researchinstrunent is acceptableifthetest shows the al phaintherange of
0.70 and the reliabilityis good if above 0 80 (Sekaran, 2011: 325).
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Validityis a test of how well an instrunent that is devel oped neasures the particudar concept it is
intendedto neasure. Validityisthelevel extent to which of precisionand accuracy of a neasuri ngi nstrunentto
perfor mt he functions of measuringinthis studyisthe questionnaire. Aninstrument has hi gh validityif it can
deliver resultsinaccordance withthe purpose of neasuringthe neasure nentsitself. The validity of testing can
usethe Product- Monent Correlation Pearsontechni ques. The neasurenent is validifthetest shows t he p- value
<0.05 Questionnaires were used as a neasuringinstrunent shoul d qualifythe validity of the content. See the
si gnificance of eachindicatorin whichtheindicatoris validat the 5 %I evel if it has si gnificancein under 0.05
and flags narked (*) and valid at the level of 1%if it has si gnificance under 0. 01 and 2 flags narked (**).

Structural Equation Mbdelling (SEM

Structural Equation Mbdels (SEM) are a well-known conponent of the net hodol ogical arsenal of the
social sciences ( Bollenand Long, 1993:1). SEMis di videdinto 2 (t wo) sub nodel suchas Measure nent Mbdel
andthe PatlV Sructural Mbdel. Measure nent nodel is usedtodeter mnetherelationshi pinter manifest variabl es
and deter mne which variables directly or i ndirectl yinfluencethe Latent variable. PatlY Sructural Mbdel is used
to distinguish variables independent (independent / exogenous) and the dependent variable (dependent /
endogenous).

RESULT AND DISCUSSI ON

Resut
Validity Anal ysis of Masure nent

Validitytesting use the Pearson Product- Monent Correl ationtechni'ques. The measurenent is validif
the test shows the significance (p-value) < 0.05 or flag marked (*) and valid at the level of 1%if it has
significance <0 01 or 2 flags narked (**). It shows that the neasurenent of collected data are valid

The purpose of reliability is to examne the consistency of neasurenent. The inter-itemconsistency
reliabilityis atest of t he consistency of respondent’s ans wer to all theitensina neasure (Sekaran, 2011: 162).
The reliabilitytesting adopts Gronbach’s al pha as at ool for reliability anal ysis accor di ngt o Sekar an (2011: 325)
isacceptableifthe Gonbach’s coefficient al phatest shows t he coefficient i nthe range of 0. 70 andif above 0. 80
thereliabilityis good Ifthe Al phalessthan 0.60thent hereliabilityis bad The higher the coefficient al pha, the
better the instrunent reliabilityto neasure all theitens.

Table 1 Case Processi ng Summary

N %
Valid 186 100.0

Cases Excluded® |0 .0
Tot al 186 100.0

a list wse deletion based on all variables inthe procedure.

Table 2 Reliahility Statistics Variabe COO

Gronbach s
Al pha N of Itens
.833 20

Source: SPSS Qut put

Table 3 Reliahility Statistics Variabe ATT

Gronbach s
Al pha N of Itens
.779 20

Source: SPSS Qut put
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Table 4 Reliahility Statistics Variable PI

Gronbach s
Al pha N of Itens
.786 20

Source: SPSS Qut put

Table 5 Reliahility Statistics
Gronbach s Apha N of Ttens

.907 60
Source: SPSS Qut put

The acceptance level of Gonbach’s coefficient al pha in the range of (.70 and over (0. 80 good

1. The Gonbach’s coefficient al pha of Country of Qigin( COO) is 0.833is acceptable or the reliabilityis
good.

2. The Gonbach’s coefficient alpha of Consuner Atitude ( ATT) is 0. 779, the reliabilityis acceptable.

3. The Gonbach’s coefficient alpha of Purchase Irtertion (PI) is O 786 the reliability is acceptable.

4. The Gonbach’s coefficient alpha of all variables is 0.907. It shows that the neasuring i nstrunent are
reliable.

SEM Anal ysis
Mbdel Htting Eval uati on

Measurenent nodel is usedtosee whether theindicators are significantl y neasuredt he variables andt o
evaluate the sutabilitythe initial nodel to see how good the data fits.

Table 6 Goodness of Kt

Model Ft | Chi-square | Probability | pyeps | oM NDE | cH TLI
(X)) Level
Cut- Gf <<< > 0,05 <008 <200 | >095|>0095
Val ue

Source: SPSS Out put
The table above shows that the standard goodness of fit is used totest statistics inthe nodel of this research

Table 7 Resut of Mbdel Ht Summary

Goodness of By qrf vl ue Bsti mite Result
Index

Chi-square ( X) <<< 82.593 Good Kt
Probabilitylevel >005 0. 164 Good Ht
RMSEA <008 0.030 Good Ht
CM N DF <200 1. 163 Good Ht
CLI > 095 0.994 Good Ht
TL >0.95 0.992 Good Ht

Source: SPSS Anps Qut put

Fromt he table above the fit of adjusted npdel is acceptable. Then nodel has been nodified such t hat
the rel ationshi p bet ween variables can be interpreted so that it can be concl uded

Mbdel Interpretation

Direct Hfects and Indirect Hfects

Out put of Structural Equation Mbdel consists of t wo esti nationis non-standardized and standardi zed
esti mation. Non-standardi zed esti mationis t he anal ysis of the nodel withrespectto one variable as a reference
indicator esti mtion To see the value/level of the probability Mbdel and the paraneters used p- val ue of non-
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standardized table for example table regression weight and the total effect. As for seeing the relationships
bet veen t he variables or totest the hypot hesis that shoul d be used onthe tablethat already Standardize order
esti nation refers to the overall value of the variable is not only to 1 (one) variable only. The total effect
(conbined direct andindirect effect) of each colunm variable on eachrow variable. Total effect isthe sumof
the direct andindirect effects cont ai nedint heresearch model. It shows that COO havetatal i nfluence on ATTis
0.755 and M is referring 0685 for and ATT effects have tatal influence on H is 0.981.

Measure nent NMbdel
Measurenent model of Country of Qigin(COQ), Consuner Atitude ( ATT), and Purchase [ ntention

(P) showthat all indicators of each variable determ ned satisfied the probability to neasure the variable
because the value of indicators above 0. 6then the indicat ors canrepresent the variable.

Structural Mbdel

Structural nodel describes therel ationshi p pattern of all variables or hypot heses testing Hypot hesis 11
accepted or proved that Country of Qign (COO) has a significant influence on Consuner Atitude
(ATDrepresented bythe Total Efect esti matesin 0.7 - 0. 8 andfill the si gnificance at 0. 051evel. Hypot hesis 21is
accepted or provedthat ATT ( Consuner Atitude) has a strong si gnificart influence on PI (Purchase Intention)
represented by the Total Effect esti nates > 0.8 and fill the significance at 0. 051evel. Hypothesis 3is rejected
that Country of Qigin(COO has a significant influence on Purchase Intention (PI) because the probability
value 0149 nat significant a Q05 1evel.

Hy pot heses Testi ng

The result of countryof origin (COO) to consuner attitude ( ATT) is 0. 755 have a strong relationshi p
Country of orign( COO has a positi veinfluences and si gnificant to consuner attitude ( ATT). Hypothesis 1is
accepted or provedthat country of orignsignificantly i nfluences consuner attitude. Consuner attitude ( ATT)
to purchase intention (PI) is 0.981 have a strong relationship. Hypothesis 2 in this research that consumer
attitude si gnificantl yi nfl uenced purchaseintentionis accepted or proved because consuner attitude ( ATT) has a
positi ve si gnificant i nfluence on purchaseintention ( PI). Country of orign( COO) to purchaseintention (Pl) is -
0.55 that is below 0.5 which neans that country of origin (COO and purchase intention (PI) have no
relationship or have a negative relationship So, country of Qigin (COO has negative influences toward
purchaseintention(Pl). Hypothesis 3is not acceptedthat country of orign( COO) has a si gnificant i nfl uence on
purchase intention ().

Di scussion
The Infl uence of Country of (riginon (onsuner Attitude

The result that hypothesis 1is acceptedthat country of ori g nsi gnificantl yi nfluence consuner attitude.
The study of Ami ne and Shin(2000) ar guedthat country of origncan have greater effect on consuner attitude.
These result also confir mor agree with Am ne and Shin(2000) that if country of orign( COO has a positive
inage in consuner’s mnd, consuner wll perceive less negative on product attributes such as expensive and
bad quality ( Kni ght and Calantone, 2000). The state nents above match wththe findinginthis research

The Influence of Consumer Atitude to Purchase Intention

The result shows that hypothesis 21is acceptedthat consuner attitude si gnificantly i nfluence purchase
intention This is si mlar to Fan (2007) which de nonstrated that attitude has significant effect on purchase
intention Therefore it can be concluded that purchaseintentionis people’s attitude that shows whet her they
want to purchase the product or not. People’s intention are based on their attitude toward the product.

The Infl uence of Country of (xiginto Purchase Intention

The result shows that hypothesis 3is not acceptedthat country of ori g nsi gnificantlyi nfl uence purchase
intertion Zeugner- Rothand [b amant opol us (2010) also ar guedt hat country of origin of a product has an effect
on custoner purchaseintention Linand Chen(2006) statedthat country of orign has a direct relationship with
purchase intertion The statenents above cannot be proved withthe findinginthis research The researcher
argues t hat the difference inresult conparedto above opinions m ght be caused by the culture difference and
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favourite country of origin Accordingto Rezvani et al., (2012) country of ori g n can have a positive or negati ve
i npact on purchase intention

CONCLUSI ON AND RECOMMENDATI ON

Concl usi on

L

The researcher found t hat country of origin( COO has a si gnificant i nfluence to consumner attitude ( ATT).
The indicator of consuner attitude that is the nost influential according to the results of research is
preference, whereas indicator of country of originis goodreputation Inthis caseit can be concluded t hat
preference of consuner isinfluenced by the reputation of the country of origin Inthisresearch, US Aand
Japan are considered that countries that have good reputation

The researcher found t hat consuner attitude ( AT'T) has a strong si gnificant i nfl uence t o purchase i ntention
(P1). Purchase intention is represented by the variable * wll purchase’ whichis the factor that is most
influenced by consuner attitude. Preferences of consumer canindicatethe a npunt of consuner interest in
buying alaptop.

The researcher foundt hat the anal ysisresult has no provetoshowt hei nfluences of country of ori gin( COO)
influencet oward purchaseintention( Pl). Thisis caused by exceeded statistical number i nt he SEM Anal ysis
that depends on the sanple observation Replacingthe sanple observation or add the nunber of sanples
can be tested to overcone this statistical proble m

Reco mne ndati on

L.

2

242

For forei gn conpanies, that shoul d pay attentiontot he consuner attitudein Minadolike consuner favour,
consuner preference and consuner irterest of the product’s country of orign

For donestic conpanies or Indonesia conpanies, they needtoi nprove the quality of their products, and
shoul d consi der the technological devel opnent to nake the consuner attractedto their products.

For future research, thisresearch onl y uses Indonesia, China, Japan, and U S’ A therefore, future researcher
may use other countries. Mbreover, recomnended future research could have different variables, itens,
method anal ysis, and a different object, expand the exogenous and/or intervening variables to enrich
research about the t opic and take several factors that important on country of origin consuner attitude and
purchase irtention
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