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THE COUNTRY OF ORIGIN AND BRAND IMAGE EFFECT ON
PURCHASE INTENTION OF WULING IN BANDUNG - INDONESIA

from various countries with vari e to enliven the vehicle market
share in this country. However, in ot all vehicle brands are chosen by
consumers because of the influence of country of origin and the image under
consideration.

The purpose of this study was to determine the effect of the country of origin
and brand image in purchase intention on Wuling vehicle brands in the city of Bandung
- Indonesia. This research is an associative research with quantitative approach and
d to measure the influence of co
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1. BACKGROUND

The higher market needs desired by someone, the higher purchase intention in a
person. Purchase intention is actions and social relations carried out by individual

of the influence of the countr nder consideration

Based on data released by GAIKINDO, data on car sales in Indonesia:
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2. LITERATURE REVIEW

2.1 Country Of Origin
The definition of country of origin is all forms of consumer perceptions of products
articular country based on the perception of information about the advantages

in Permana

its

carried ou \ use goods
through an exchange or purchase pro ith an exchange or purchase process
that is begins with the decision making pro determines these actions, while according

to Howard (in Durianto and Liana; 2004: 44)NPurchase intention is something that is related
to consumers' plans to buy certain products and how many units of the product are needed in
a certain period.

3.  RESEARCH METHOD
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3.3 Data Analysis Technique

As stated Sangadji & Sopiah (2010: 30), associative research (relations) is a research
that aims to find out the relationship between two or more variables. The purpose of
associative research is to see whether there is influence and how much influence from
cal i endent and depend i

whose numbers are not known certaint his research use Bernoully formula to
calculate the number of samples, so that a sample of 100 respondents is produced. The

following will describe respondent’s identity based on the criteria used in this research

y Based on Gender

on Gender in this research

Gender

= Male = Female

Based on Figu ed, 55% of the

respondents are Men is indicates that the

majority of Wuling customer
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4.1.2 Respondent’s Identity Based on Age

Respondents’ identity based on age in this research can be seen on Figure 4.2 as

follows:

AGE

= 25-35 Years old 36-45 Years Old = 46-55YearsOld =

Figure 4.2 Respondents Characteristic based on Age

e: Data that has been processed,

Id, 31% of them were 36-4
Ily, 25-35 years old is the a
s Responses
nses to Country of Origin

t D
of the country
sing a car
by the country

Source: Data processed by researchers, 2019
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Table 4.1 illustrates the responses of respondents regarding Country of Origin.
Based on the processing results presented in the table above, it can be seen that the
total score for Country of Origin is 3402 or 85.1%.

ainst Brand Im

| consider the appeal of the
choosing a car
I consider the product specifications
choosing a car
I consider the uniqueness of the product
in choosing a car
| am considering product promotion in

0 |0] 8 |75|17 | 409 | 81.8%

0 |3]|10|65| 22| 406 | 81.2%

of the product
car

car
d image (X2)
Data processed by research

the responses of respond

presented in the tabl
or 81.3%.
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4.2.3 Respondents’ Responses to the Purchase Intention Variable

No Statement SD|D|N| A |SA | Total %
| recognize the product in the car 0 lolals9l37!| 433 | 86.6%

selection
2 %
3 %
4 %
5 %
| learned about the pro 0
6 selection 71.6%
I considered the product carefully
7 the selection 0 |0]19|54 |27 | 408 | 81.6%
8 | made a purchas_e of a car of my 0 lols|6alos!| 220 | 82.0%
choice
Purchase Intention (Y) 3244 | 81.1%

e: Data processed by researchers,

e responses of respondents
Its presented in the table
tion is 3244 or 81.1%.

terval (MSI)
ultiple linear regression an
aire will first be converte
(MSI). Data processi

One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual
N 100
Normal Parameters®? Mean .0000000
Std. Deviation 37419155
Most Extreme Differences Absolute .085
Positive .085
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Negative -.044
Test Statistic .085
Asymp. Sig. (2-tailed) .074°

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

MNormal P-P Plot of Regression Standardized Residual

Dependent Variable: Purchase Intention (Y)
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igure 4.1 Normality Tes

variable that the residual

variables are nor ine and follow the
direction of the diagona the normal distribution

pattern, then the regression model meets the normality assumption.

b. Multicollinearity Test

Coefficients?
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Model

Collinearity Statistics

Tolerance

VIF

1

Country of Origin (X1)

373

.373

Brand Image (X2)

2.685

2.685

a. Dependent Variable: Purchase Intention (Y

10
an no
m
C. Heteroscedasticity Test

Correlations
Unstandardized
Residual

Spearman's rho Country of Origin (X1) Correlation Coefficient .040
Sig. (2-tailed) .694
N 100
Brand Image (X2) Correlation Coefficient .014
Sig. (2-tailed) .890

N

Data processed by research

Scatterplot

Dependent Variable: Purchase Intention (Y)
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Figure 4.2 Heteroscedasticity Test

Source: Data processed by researchers, 2019

From the output of Table 4.6, it can be seen that there is no signifi

Coefficients?

Unstandardized Standardized
Coefficients Coefficients Correlations
Model B Std. Error Beta t Sig. Zero-order
1 (Constant) 775 .186 4.168 .000
Country of Origin (X1) .266 .092 317 2.877 .005 .692
Brand Image (X2) .482 112 473 4.292 .000 724

a. Dependent Variable: Purchase Intention (Y)

n results in the table above,

0.775 + 0.266 X1 + 0.482
near regression equation ab

, if the Purchase Intention

0.482 with a variable Brand image
(X2) increases by one
WULING in Bandung by 0.482.

se the Purchase Intention (Y) of

4.6 Hypothesis Testing
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4.6.1 T-Test
Coefficients?
Unstandardized Standardized
Coefficients Coefficients Correlations
Model B Std. Error Beta t Sig. Zero-order
1 (Constant) 775 .186 4.168 .000
Country of Origin (X1) .266 .092 317 2.877 .005 .692
Brand Image (X2) 482 112 473 4.292 .000 724

a. Dependent Variable: Purchase Intention

Based on table 4.8 above it ca

1. The Country of Origin (X1) variabfe has a t value of 2.877 and a Sig. (0.005)

is less than 0.05, then HO is rejected. Therefore it can be concluded that

Country of Origin influences the Purchase Intention of WULING in Bandung.

iable (X2) has a calculated t value o
0 is rejected. Therefore it
Purchase Intention of WUL

0:000)

4,
ANOVA?2
Model Sum of Squares df Mean Square F Sig.
1 Regression 15.405 2 7.702 62.092 .000P
Residual 12.033 97 124
Total 27.437 99
a. Dependent Variable: Purchase Intention (Y)
b. Predictors: (Constant), Brand Image (X2), Country of Origin
value
is 0.000. it can be
concluded t Intention of

WULING in Ban

4.7 Coefficient of Deter

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 7492 .561 .552 .35220
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a. Predictors: (Constant), Brand Image (X2), Country of Origin (X1)
b. Dependent Variable: Purchase Intention (Y)

Based on Table 4.10, it is known that the correlation coefficient (R) obtai

influence 56.1% of the Pu
remaining 43.9% is contributed by oth
Brand image (X2).

4.8  Discussion of Research Results
alculation of research results using SPS

f Origin and Brand image h
ING in Bandung both p;
y done by comparing the

> calculated t value obtainec

othesis. This means that th

and Brand image on Purcha
nt of influence given by C
of WULING in Bandung is
ent for the Country of Og

iQnship between @

J0sitive, which
indicates that the
Intention of WULING i
Purchase Intention of WULING in Bandung, as well. The amount of influence given

age and Purchase

s higher, it will increase

by Brand image on Purchase Intention of WULING in Bandung is 34.2%.
Schiffman and Kanuk (2004: 25) explain that external influences, awareness

of needs, introduction of products and alternative evaluations are things that can cause
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consumer purchase intention. Contry of Origin is defined as a country where the
headquarters of a company marketing certain products or brands (Nelwan et.al, 2016).

Country Of Origin has now become one of the most important factors in the success

rigin is an identity i

emotions (Ferrinadewi, 2008: 166). IS concept consumers' perceptions
of a product are more important than theyreally are. Brand Image and Country Of
Origin, both encourage consumers' perceptions of quality. Quality perception is one of
the reasons consumers consider buying a product, because this is considered to be an
important differentiator between various product brands and perceived quality to lead

ultimately increase the bran

Brand image have a signi
ING in Bandung. Brand

ng to previous research co

in, Brand Image, and Perc

arta, concluded that the co

itive effect on purchase

the iPhone fo and country

image have a part
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CHAPTER V

CONCLUSIONS AND RECOMMENDATIONS

partially. If the Country of , it will increase Purchase Intention
of WULING in Bandung as well.he amount of influence given by Country
of Origin on Purchase Intention of WULING in Bandung is 21.9%.

2. Brand image partially influences Purchase Intention of WULING in Bandung.

If the brand image is higher, it will increase Purchase Intention of WULING in

e amount of influence given
in Bandung is 34.2%.
ntry of Origin simultan infl

. If the brand image is hig

in Bandung, as well. The

untry of Origin on Purcha

ion and conclusi

g. Therefore,
enhance the Brand

image by adding
2. Based on the calculation of descriptive analysis on the Country of Origin
variable, the lowest rating is about features. Thus, it is expected that WULING
will be able to add to the completeness of the features so that it becomes a

consideration of customers in choosing a car.
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6.2.1 Theoretical Suggestions
1. For those who will examine the factors that can influence Purchase Intention,
can be done by adding other independent variables such as product quality and
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