ISSN 2039-9340 (print)
ISSN 2039-2117 (online)

Journal of

Sciences

Indexed by




|

Mediterranean Journal of Social Sciences

s— e ————————— e

Editor in Chief
Prof. Dt. Bidzina Savaneli

Executive Director, MCSER Scientific Coordinator
Prof. Francesco Tarsia Prof. Bidzina Savaneli
Editing Graphic Design

Dr. Lisa Licata Drt. Elisabetta Tarsia
Editorial Assistant Editorial Managing
Dr. Michela Gallo Dr. Sokol Pacukaj

Copyright © 2015 MCSER — Mediterranean Center of Social and Educational Research

ISSN 2039-9340 (print) ISSN 2039-2117 (online)
Index Copernicus Yeat 2012 Impact Factor 6.44

Vol. 6, No. 5, Supplement 5, October 2015
Doi:10.5901/mjss.2015.v6n5s5

Publisher

© MCSER - Mediterranean Center of Social and Educational Research
Piazzale Aldo Moro, 5,
Cap. 00186, Rome, Italy
Tel/Fax: 039/0692913868
E-mail: mjss@mcset.org
Web: http:/ /www.mcset.org

This journal is printed for MCSER
by Gruppo Atena.net Stl
Via del Lavoro, 22,
36040, Grisignano VI, Italy
Tel: 0039/0444613696
Web: http://www.atena.net



L

Mediterranean Journal of Social Sciences

Vol. 6, No. 5, Supplement 5, October 2015

ISSN: 2039-9340 (print)
ISSN: 2039-2117 (online)

Abour the Journal

Mediterranean Journal of Social Sciences (M ]8S) v a double blind peer-reviewed journal,
published three times a year, by Mediterranean Center of Social and Educational
Rescarch. The journal publishes research papers in the Jeelds of Mediterranean and Worjy
Cutlture, Sociology, Phitosophy, Linguisticy, Liducation, History, Flistory  of Religiony,
Anthropolagy, Statistics, Politics, Laws, Pyychology and Fconomizs. MJSS is gpen for the
deadermnic world and research institutes, academic and departmental libraries, Lraduate studenty and
PhD candidutes, academi, and non-academic researchers and research teamy, .Ypea_z}fcu/“jf, M]JSS iy
positioned as a vehicle for academicy and practitioners 1o share field research, In' addition to
scientific studies, we will alvo consider letters to the editor; guest editorialy, and book reviews. Our
Qoal is to provide original, relevant, and limely information from diverse souee Y lo write and
publish with absolute integrity; and to serve ay effectively as possible the needy of those involved in
all soctal areas. If your research. will belp us achieve these Loals, we would like to hear Sfrom you.
MJSS provides immediate Open dccess to ity content on the principle that making research Sreely
avatlable to the public supporting a greater global exchange of knowledge. A/ IRANUSCIIPLs are
subject 1o a double blind peer review by the members of the editorial board who are noted experty in
the appropriate subject area,

Liditor in Chief, Bidzina Savaneli

Tbilisi State Universit , Georgia



Mediterranean Journal of Social Sciences

Editor in chief Prof. Dr. Bidzina Savaneli
Thilisi State Universaty, Georgra

International Editorial Board

Vincent Hoffmann-Martinot
University of Bordean:, France

Dimitri A. Sotiropoulos

University of Athens, Greece

Sibylle Heilbrunn

Ruppin Acadernic Center, Emek-H efer, Israel
Anne Cross

Metropolitan State University, USA
Werner J. Patzelt

University of Dresden Germany
Mohamed Ben Aissa

{ Tuniversity of Tunis, Tunisia

Emanuele Santi

African Dm/apmm Bank, Tunis, Tunisia
Arda Arikan

Abkdeniz; University, Antalya, T nrkey
Godfrey Baldacchino

University of Malta, Malta
Kamaruzaman Jusoff

Universiti Putra Malaysia

Hossein Vahid Dastjerdi

University of Isfaban, Isfaban, Iran
Gabriele Natalizia

Sapiensa University of Rome, Italy
Francisco J. Ramos

Uhniversidad de Castilla-La Mancha, Spain
Igor Baglioni

Sapiensa University of Rome, Italy

Tarau Virgiliu Leon

Babes-Bofyai University, Cluj-Napoca, Romania
José Sinchez-Santamaria

University of Castilla-La Mancha, Spain
Dorina Orzac

Babes-Bolyai University, Cluj-Napoca, Romania
Slavko Burzanovic

University of Montencgro, Montencgro

Aranit Shkurti

CIRPS Sapiensa University | CIT University,
Albania

Gulap Shahzada

University of Science and Tecnology, Pakistan
Nanjunda D C

Universiy of Mysore, Karnataka, India
Nkasiobi S.Oguzor

Federal College of Education (T, echnical),
Onmoku- Nigeria

Shobana Nelasco

Fatima College, Madnrai-Indja

Jacinta A. Opara

Universidad 1 steca, Mexiico

Fernando A. Ferreira

Polytechnic Institute of Santarem, | Sortigal
Hassan Danial Aslam

Hitman Resonrce Management Research Society,
Pakistan

Muneerah Bader Almahasheer,
College of Arts, University of Damman (UaDD),
Sandi Arabia

Alice Kagoda

Makerere University, Kampala-U Teanda

B.V. Toshev

University of Sofia, Bulgaria

Benedicta Egbo

University of Windsor, Ontario-Canada
Adriana Vizental

University Awrel 1 licn, Romania

Florica Bodistean

University Aurel 1 faicw, Romania

Wei Zhang,

University of California, US A

Tutku Akter

Girme Amevican Unirersity, Notthern Cypres



ISSN 2039-2117 (online) Mediterranean Journal of Social Sciences
ISSN 2039-9340 (print) MCSER Publishing, Rome- Iraly
TABLE OF CONTENTS

Influence of Training and Motivation to

Satisfaction Worker Exploration Function PT. Pertamina EP Center Jakarta
Ahmad Hidayat Sutawijaya, Erly Okta

The Influence of Heroic Leadership and Learning Organization to

Work Achievement with Authentic Personal Branding as Mediator
Antonius Dieben Robinson Manurung

Is It Traditional or Contemporary Marketing Strategy? A Textual Cluster Analysis @MercuBuana_Reg

Arissetyanto Nugroho, Yuli Harwani, Anggi Dewita, Janfry Sihite

Vol 6 No 5 §5
October 2013

18

£

The influence of Macroeconomic Indicators and Foreign Ownership on Government Bond Yields:

A Case of Indonesia

Augustina Kurniasih, Yulia Restika

Determinants of Women'’s Participation in Seaweed Farmingin the

Regency of Jeneponto, South Sulawesi, Indonesia

Datu Razali Datu Eranza, James M. Alin, Arsiah Bahron, Roslinah Mahmud
Alternative Tourism in the Belitung Island with the Blue Tourism Concepts as the
Effort to Achieve the Quality of Life, Quality of Opportunity and Quality of Experience
Devi Valeriani, Rulyanti Susi Wardhani

Human Resources Behaviour in Goverment Organization

(Population and Civil Registration Agency of DKI Jakarta Province)

Dew: Sul'styani

Inform What Really Matters

Dion Dewa Barata

34

43

46

52

58

The Country of Origin and Brand Image Effect on Purchase Intention of Smartphone in Surabaya - Indonesia 64

DiyahTulipa, Ninuk Muljani _

An Empirical Study: The Effect of Performance Incentives, Internal Control System,
Organizational Culture, on Fraud of Indonesia Government Officer

Dwi Asih Surjandari, Irma Martaningtyas

The Impact of Internal and External Service Quality (A Case Study among Lecturers and Students)

Evi Susanti, Ernie Tisnawati Sule, Hilmiana Sutisna

Success Factors of Hybrid Entrepreneurs: Case Study of Universitas Ciputra Academician

Febe Yuanita Ratna Indudewi ) _

The Effect of Service Marketing Mix in Choosing the Decision to Consumer Services Hotel:

Studies in Hotel Grand Zuri Pekanbaru

Gatot Wijayanto _ -
The Effect of Transformational Leadership and Knowledge Management on Intellectual Capital and
Its Implication on the Performance of State Owned Bank Branch Offices in West Java

Hady Siti Hadijah, Erni Tisnawati Sule, Yum'zgr_,_Asep Mulyana -

Tourism Management Strategies: Creating a Competitive Advantage through the

Concept of Organizational Citizenship Behavior (OCB)

Shaping Entrepreneurship’s Human Resource by Green Entrepreneurial Behaviour Approachment:
Instrument Preparation’s Preliminary Study

Hastin Umi Anisah, Wimby Wandary -

Winning Competition through the Management of Word of Mouth Viral Marketing, and

Brand Equtiy on Private Universities

Herry Agung Prabowo, Farida

7
77

84

91

97

104

109

118



JSSN 2039-2117 (onhne) Mediterranean Journal ._rj “Sociul Sciences Vol 6 No 5 §5
ISSN 2039-9340 (print} MCSER Publishing, Rome-lraly October 2015

Profit and Loss Analysis of Euchema Seaweed Farming in Green Island, Palawan, Philippines
James M. Alin, Datu Razali Datu Eranza, Arsiah Bahron, Roslinah Mahmud

Strategy Optimizing Marine Industry through Sustainable Human Capital Development:
Indorasia Perspectives

John Tampil Purba

Organizational Learning and Knowledge Management

Koernia Purwihartuti, Ernie Tisnawati Sule, Hilmiana, Wa Ode Zusnita Muizu

Designing Training and Development Model Based on Socialpreneurship to

Create Sustainable Competitiveness for Employee in National Fisheries Sector

Lindawati Kartika, Fety Nurlia Muzayanah

The Effect of Spiritual Intelligence on Employees’ Empowerment at Pt.Centra Multi Karya
Lita Wulantika, Refi Mayasari Buhari

125

Effect of Diversification Strategy, Leverage and 10S on Multi Segment Corporate Performance in Indonesia

MF Christiningrum

Pull and Push Factors of Indonesian Women Migrant Workers from Indramayu (West Java) to Work Abroad

Muhammad Igbal, Yuherina Gusman

Analysis of Tourism Destination Image and Promotion through Social Media Towards
Purchasing Decision for Bali Tourism Product by Foreign Tourist

Ngadino Surip Diposumarto, Wawan Purwanto, lvan Ramdan

Logit Analysis in Exporting Decision of Fisheries Company

Popy Novita Pasaribu, Hendri Tanjung .
Marine-Tourism Industry in East Belitung Regency

Reniati, Khairiyansyah

Efficiency of Quality Assurance Implementation on
Seiective Study Program Using Data Envelopment Analysis
Rorim Panday _
The Effect of Two Aspects-Quality Products and Consumers Psychology -

Toward the Purchase Decisions of Samsung Mobile Phone

SiskaYulianda, Tati Handayani

The Effect of Implementation Quality System on the Quality Culture of Farmers
(Case Study on Edamame Production Industries)

Sri Sundari, Ridwan Iskandar, Ernie Tisnawati Sule

An Analysis of Financial Literacy and Household Saving among Fishermen in Indonesla

Taofik Hidajat

Audit Quality and Earnings Management In Indonesian Initial Public Offerings

Tatang Ary Gumanti, Ari Sita Nastiti, Elok Sri Utami, Ester Manik

Efficiency - Profitability Mapping of Shipping and Marine Transportation Companies:

Evidence from Indonesia

Titi Dewi Warninda

Organizational Culture Values Influences to Lecturer's Organizational Citizenship Behavior at
Economics and Business Faculty

Wimby Wandary, Hastin Umi Anisah

129

136

142

151

157

167

175

183

189

196

203

209

216

5

230

236

Financial Performance and the Quality of Sustainability Disclosure Based on Global Reporting Initiative:

Value Relevances Study in Indonesia Stock Exchange

Wiwik Utami

The Role of Value Creation Strategy of Marine Products for Sustainable Competitive Advantage in
Asean Economic Community 2015

Yenny Maya Dora

Evaluation of Operating Public Service Performance in Fulfillment Community Expectation in Jakarta

Yuli Harwani, Hesti Mahe_swan’

243

249

T



ISSN 2039-2117 (online) Mediterranean Journal of Social Sciences Vol 6 No 5 S5
ISSN 2039-9340 (print) MCSER Pub]jghjng’ Rome,]m]}/ October 2015

The Country of Origin and Brand Image Effect on Purchase Intention of
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Abstract

At present, borderless among countries makes international companies spread their business all over the world. Goods that
produced in one country are being sold in other countries. This phenomenon forces global marketers to understand factors that
influence consumers’ evaluation on a product. Consumer buying behavior on global brand mostly based on extrinsic
information. Evaluation on a product is conducted by perception to brand (Brand Image) and country where the product is
manufactured (Country of Origin). This study examined the effect of country of origin and brand image on consumers’ purchase
intention of smartphone in Surabaya and employed 150 visitors of smartphone trade centre in Surabaya. Structural Equation
Modeling (SEM) was applied to measure the relationships among constructs. The data analysis is performed by Analysis of
Moment Structure (AMOS Graph version 16). The results of this study showed that country of origin have an influence on brand
image and attitude. Brand image have an effect on attitude and purchase intention. Subjective norm have an influences on
purchase intention. Otherwise, attitude does not have an effect on purchase intention. This study supports the idea that
extrinsic information (country of origin and brand image) has an effect on attitude and purchase intention.

Keywords: country of origin, brand image, subjective norm, attitude, purchase intention.

1. Introduction

In today's, development of technology and communication lead increasing on smartphone competition.This phenomenon
makes marketers tries to understand how consumers buy a smartphone. Marketers who understand their consumers can
create better products and services and develop strategies in order to gain competitive advantage (Kardes et al.,
2011:11). Consumers’ evaluation on products and services are based on intrinsic information such as content and design
of product or extrinsic information which is price or brand or country of origin (Lee, 2013). Country of origin is defined as a
country where the product is manufactured. According to Lee (2013) consumer mostly focus on extrinsic information of
country of origin when they buy a global brand. The development of global companies and global branding makes
country of origin being a consumers’ focus on global product evaluation (Bhakar et al., 2013).

Consumers’ perception on product and services are various. For example, consumers in developed countries
prefer the domestic product compare to the product from developing countries because they seek for quality. In other
hand, consumers in developing countries prefer to buy a product that produced by developed countries because they see
a brand as a tool to increase their social status (Kawabata, 2009 in Lee, 2013). The same product that produced by a
countries is perceived differently. Thus, it is clear that country of origin has influence on consumers’ evaluation on
product.Country reputation effects brand image (Godey et al., 2010).

Based on Lee (2013), at present in global market provide a various product that produced by developing countries.
Smartphone is one of global brand that produced in one country and being sold in other countries. Most of countries that
produced smartphone are developing country, namely China. One of the aims of the study is to investigate the influence
of country of origin related to brand image.

Extrinsic information such as brand image affects consumers purchase decision making. Simamora (2004) defined
brand image as a perception or an association of the thoughts and feeling that consumers have about a brand.
Consumer evaluates the brand based on their experience with the brand. A good perception on a product affects a
positive attitude toward product. In contrast a bad perception of a product affects a negative attitude toward product.
Attitude toward a product related to a certain behavior can be explained use Theory of Reasoned — Action/TRS (Azjen
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and Fishbein, 1980).

TRA is a consumer behavior formula that includes two main factors those are attitude and subjective norm. First
component relate to consumers believe toward the product that evaluated. Believe as an evaluation result affects
consumer attitude toward the product that leads to purchase behavior. Second component is consumer belief toward their
social environment includes friends, family member and other social groups. Decision to purchase a product is influence
by social environment.

This study is conducted based on the paradigm that Smartphone is being a global brand and in Surabaya there is
a lot of brand that came from various countries, both developed and developing countries.

2. Literature Review
2.1 Country of Origin (COO)

Hsieh (2004) states that definition of COO is classified in to three groups including country image, product class related to
certain country and product or brand related to a country. Consumer mostly rely their evaluation of brand based on COO
as extrinsic information before consumer decided to buy a product. Country image as an item evaluation is important for
consumer since consumer evaluation on product is not only based on value or quality of product but also based on what
country that produced the product, how it produced and who made the product. Consumer consider ethical to choose the
product. Moreover, at the era of global brand and mushrooming of global company that operates crossover among
countries makes COO being an important component on product evaluation (Lee, 2013). COO as an item of evaluation
is being a consumer consideration not only in developing countries but also in developed countries (Bilkey and Nes,
1982).

Studies on COO related to purchase decision making are conducted by Bhakar et al. (2013) and Lee (2013). Yasin
etal. (2007) in Permana (2013) states that COO is measured by country innovation in production, advance of technology,
product design, creativity, product quality, country prestige level and country image.

COO is consumers’ perception toward country reputation that produced a product. A good country reputation such
as a country that known has high technology capabilities is perceived that the country’s product has a good products’
quality. Study conducted by Permana (2013) showed that COO has a positive influence on brand image. Therefore,
hypothesis proposed which is related to COO and brand image is:

H1: Country of Origin has a positive influence with brand image.

Studies on COO shows that development of global brand leads to COO as a factor that considered by consumer
on purchase decision making (Lee, 2013). They consider where the product came from. If the product came from the
country with a good reputation, most of consumers will have a positive attitude toward the product. On the other hand, if
the product came from non reputable country, consumer will have a negative attitude toward the product. Thus, COO as
an object of product evaluation configure consumers’ attitude. The result of the study by Li et al. (2007) in Bhakar et al.
(2013) showed that COO have a significant relationship with attitude on consumer purchase of imported product. The
hypothesis proposed related to COO and attitude is:

H2: COO has a positive influence with attitude.

2.2 Brand Image

Keller (2008:51) defined brand image is reflection of brand association based on consumers’ memories towards product.
Association of brand that memorized by consumer can figure brand image. Consumers’ memory could be access at a
right time and figure a certain image of brand. This is a brand positioning on consumers mind that will be well memorized
as top of brand. Theresults of study by Yuliani (2012) shows that brand image have an influence on product decision
making. Amanah (2011) and Permana (2013) studies’ also show that brand image have an effect on consumer purchase
decision making. Permana (2013) measured brand image by strong brand, brand reputation, corporate image, user
image and product image.

Brand is product identity. Consumer may have a good or bad perception on product. Brand as an object of
evaluation determine consumers’ attitude towards a product. A good image of product will lead to positive attitude
towards product. In contrast, a bad image of product will lead to negative attitude towards product. Chung (1977) in
Bhakar et al. (2013) states that brand has a specific impression and could configure consumers’ attitude towards brand.
Therefore, a hypothesis proposed in this study is:

H3: Brand image has a positive influence with attitude.
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Consumer usually confuse when they are facing the similar product on market. Limited time to search an
information make them have a limited information as a basis for choosing a product. Consumer often used brand image
to make a purchase decision. Moreover, consumers are like to purchase well-known brand because they believe that the
product can satisfy them (Bhakar et al, 2013). The argument is supported by the result of the study by Bhakar et al (2013)
that brand image is an antecedent of purchase intention. Therefore, a hypothesis proposed related to brand image and
purchase intention is:

H4: Brand image has a positive influence with purchase intention

2.3 Attitude

Attitude is defined as consumers’ feeling about an object (Schiftman and Kanuk, 2007). These feelingsare like or dislike
toward an object that emerge when consumer make an evaluation on an object. Then, consumer decides whether he/she
like or dislike the object Therefore, it is clear that attitude has an object to evaluate.Attitude is a new beginning of
consumer behavior process.

Attitude is not permanently and could change but attitude is consistent and have the same likelihood. Time have no
significant influence on attitude changes. The changes of an attitude mostly affects by situational factors. Canniere et al.
(2009) used excited, important, practice, good idea, precious, good, fascinating as indicators to measure attitude.

Consumers’ evaluation on product leads to attitude towards product, whether consumer like or dislike the product.
The result of the evaluation will be memorized. A good memory of a product will configure positive attitude towards
product. Attitude towards product will be remains on consumer memory as an intention. In a perfect time, intention will
become a behavior (Azjen 2005:99). Canniere et al (2009) study's shows that consumer's attitude has an influence to
consumer purchase intention. Thus, hypothesis proposed related to attitude and purchase intention is:

H5: Attitude has a positive influence with purchase intention.

2.4 Subjective Norm

Subjective norm refers to consumers’ perception on social pressure that influences how consumer makes a decision
(Canniere et al., 2009) such as friends, family members, colleagues and kids. Measuring of subjective norm is focus on
people around. Canniere et al (2009) used family members, friends and colleagues as indicators to measure subjective
norm.

Consumers’ purchase behavior mostly based not only on personal want but also influences by social pressure
such as family members, friends and colleagues. They believe that their closed person may perform a favor certain
behavior and their beliefs influence their behavioral intention (Pavlou and Chai, 2002 in Yang and Jolly, 2009). The result
of the study on behavioral intention show that subjective norm have influence on repurchase intention (Canniere et al.,
2009). The hypothesis proposed related to subjective norm and purchase intention is:

H6: Subjective Norm has a positive influence with purchase intention.

2.5  Purchase Intention

Azjen (2005:99) state that intention is willingness that stored in human memory and will lead to an action on perfect time.
It is need a trigger to change intention to an action. Intention remains in human memory until there is a right time and
chance to perform behavior.Behavior intention is one of main factors that configure behavior (Azjen, 1991). Intention
defined as motivation that affects behavior.The stronger intention leads to stronger behavior. Thus, intention can be
understood as an expression before perform an action. Intention has dependently with time. Since there is a long
distance time between intention and action then the intention will weak. Azjen (2005) measured intention with three
indicators those are when, where and how consumer will perform their future behavior.

3. Research Method
3.1 Participant

This study involved 150visitorsof smartphonetrade center in Surabaya Indonesia. Most of samplearemen(59,33%) with
the most age range from 20 -34 years old. Characteristics of respondent are presented in Table 1.
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Table 1. Participant Characteristics

Numbers (N=150) Percentage
Gender
Males 80 59.33
Females 61 40.66
Age
20 - 34 years old 76 50.67
35-54 years old 49 32.67
55 — 65 years old 25 16.66
Occupation
Students 21 14.00
Employees 75 50.00
Housewives 15 10.00
Entrepreneurs 39 26.00

3.2  Measures

Each construct was measured using 5-point Likert scale, ranging from 1 (completely disagree) to 5 (completely agree).
Each indicator was adopted from previous study (Azjen, 2005; Canniere et al, 2009; Permana, 2013). Five constructs
were applied to the model of visitor's experiences those are country of origin (4 indicators), subjective norm (3 indicators),
brand image (5 indicators), attitude (6 indicators) and purchase intention (6 indicators).

Country of Origin (X1) is consumer's perception regarding origin country's reputation and ability to produce
smartphone (Hsieh, 2004). There were 4 indicators used to measure country of origin: country innovation in production,
advance of technology, product design, creativity, product quality, country prestige level and country image (Yasin et al.,
2007). There were 4 items used to measure country of origin (e.g. | consider country of origin reputation to choose a
smartphone)

Subjective Norm (X2) is the influences of family members, friends and colleagues that have an impact on purchase
decision making of smartphone (Canniere et al., 2009). 3 indicators were applied to measure subjective norm: family
members, friends and colleagues (Canniere et al., 2009).There were 3 items used to measure subjective norm (e.g. |
consider the favor of my friends in choosingsmartphone).

Brand Image (Y1) is consumer’s perception regarding brand reputation and strong brand of the smartphone (Keller,
2008). There were 5 indicators used to measure brand image: strong brand, brand reputation, corporate image, user
image and product image (Permana, 2013). There were 5 items used to measure brand image (e.g. | choose smartphone
with well-known brand)

Attitude (Y2) is consumer’s feeling (like or dislike) toward smartphone (Schiffman and Kanuk, 2007). Six indicators
were applied to measure attitude: exciting, important,a good idea, good for me, pleasant and handy (Caniere, et al.,
2009). There were 6 items used to measure attitude (e.g. Buy a smartphone that has a good brand reputation is a good
idea)

Purchase Intention (Y3) is consumer willingness to purchase smartphone in the future (Azjen, 2005). Measurement
purchase intention by 6 items (e.g. | intent to buy smartphone that came from reputable country)

3.3 Procedures

The study was conductedonone smartphone center in Surabaya Indonesia. There were 150 samples size applied.The
interviewswere conductedatthe exit since the goalisto interviewvisitorafter they weresearched information at the outlets.
Theinterviews wereconductedon weekdays (Monday - Friday)andon weekends (Saturday and Sunday) related to the
busy days whenmore visitors coming. In orders to get the right respondent, the criterionset forthe respondentswas
customerswhovisitedsmartphone trade centerat least2timesin thelast 2 months.

3.4 Statistical Analysis

Data were processed based on the principles of inferential descriptive statistics. Structural Equation Modeling (SEM) by
using AMOS and SPSS programs were applied to prove hypotheses.
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4. Results

Test of outliers, validity and reliability were conducted in order to confirm that data supported further analysis. Outlier was
examined by Mahalanobis Distance, cut-off is 51.178 (p=0.001, df=24). The results show that there were four
respondents (2.67%) whose answers were beyond the normal distribution. Since the number less than 4% all data used
for further analysis.

The assessment of convergent validity of each indicator used factor loading. The standardized factor loading
ranged from .408 to .814. These results show that every item is valid. Composite reliability was used in assessment of
reliability. The composite reliability for each construct ranged from 0.628 to 0.804. These results show that all constructs
are reliable. Table 2 presented a summary of the reliability and validity data.

Table 2. Assessment of Reliability and Validity for All Construct in the Model

Latent Constructs Indicators  Factor Loadings Composite Reliability
1 534 Valid
Country of Origin 2 .651 Valid
3 679 Valid
4 .615 Valid
717 Reliable
1 714 Valid
Subjective Norm 2 751 Valid
3 814 Valid
.804 Reliable
1 593 Valid
Attitude 2 581 Valid
3 535 Valid
4 .610 Valid
5 535 Valid
6 484 Valid
707 Reliable
1 .513 Valid
Brand Image 2 A4 Val!d
3 552 Valid
4 581 Valid
5 419 Valid
.628 Reliable
1 577 Valid
Purchase Intention 2 542 Valid
3 .600 Valid
4 .587 Valid
5 .520 Valid
6 0.408 Valid
711 Reliable

Structural equation modeling was applied to test hypotheses. The fit statistics of the structural model showed good fit and
moderate fit, 2 (245 N=150) = 590.163; x%df = 2.409; p <.001; CFl = .833; GFI = .777; RMSEA = .097. Path coefficients
for structural equation modeling are shown in Figure 1.
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Purchase

Figure 1. Path Coefficient of Structural Model of country of origin, subjective norm, brandimage, attitude and
purchase intention.

Numbers represent standardized coefficients *( p<.05)
Numbers represent standardized coefficients **( p <.001)

Complete hypothesis test results can be seen in Table 3. Specifically Hi to Heare:

H1 stated that country of origin will have relationship with brand image. In line with Hz, the result shows that country
of origin has a significant effect on brand image (y:= 1.19, p<.001), so H: was supported. This result confirms previous
study by Bhakar et al. (2013) and Permana (2013). Consumer perceived that smartphone from reputable country has a
good brand image. They believe that country with a good reputation will make a good product too. Besides, consumer
also perceived that the good country reputation and country image means a good product.

Related to country of origin, Hz predicted that country of origin will have effect with attitude. As hypothesized,
country of origin has a significant effect on attitude (B1 = 0.94, p<.001). Thus, H2 was supported. Country of origin is an
extrinsic information that used by consumer to evaluate product. As an object of evaluation,country of origin influence
attitude which is consumer’s feeling (like or dislike) to an object.

Hs predicted that brand image will have effect with attitude. These results also indicate that brand image has
significantly relationship with attitude (B2 = 0.17, p<.05). Thus, Hs was supported. Brand also as an extrinsic information
that used by consumer to evaluate smartphone. On the other hand, attitude need object to evaluate which is brand
image. So, since consumer perceived that smartphone has good brand image such as reputable brand or strong brand
then consumers will have positive attitude to smartphone brand. Moreover, a good image of corporate, user and product
will lead consumer to have a positive attitude to smartphone brand.

The other hypothesis related to brand image is Hs that predicted brand image will have effect with purchase
intention. In line with Ha, the result shows that brand image has significant effect on purchase intention(Bs = 0.20, p<.05),
so Ha was supported. Consumer perceived if they buy smartphone that has good brand image will satisfy them. Besides,
consumer reduces risk by choosing well-known smartphone.

Hs stated that attitude will have effect with purchase intention. The result of this study was not supported Hs (B4 = -
.20, n.s). Relationship between these constructs was not significant. Consumer’s attitude toward smartphone that they
were seen in outlets will not give an influence to purchase intention. If it is compare to another antecedent of purchase
intention (e.g. subjective norm - see test result He), this result give an understanding that attitude cannot be used to
predict purchase intention since the consumer’s evaluation to purchase intention focus on group favor.

Table 3. Hypotheses Test

Hypotheses Constructs Path Coefficient

Hi: Country of origin will have relationship with brand image Country of origin>brand image  y1 1.19* Supported

Hz: Country of origin will have relationship with attitude Country of origin—>attitude B1 0.94* Supported

Has: Brand image will have relationship with attitude Brand image—>attitude B2 0.17* Supported

Ha: Brand image will have relationship with purchase intention  Brand image—>purchase intention s 0.20* Supported

Hs: Attitude will have relationship with purchase intention Attitude—>purchase intention B4 -0.20 Not Supported

Subjective norm->

Hs: Subjective norm will have relationship with purchase intention o T
purchase intention

*p <.001, *p <.05

1.19% Supported
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Hs predicted that subjective norm will have effect with purchase intention. As hypothesized, the result shows that
subjective norm has a significant relationship with purchase intention (y.= 1.15, p<.001). Thus Hs was supported. A group
of social pressure including family members, friends and colleagues could influence consumer’s purchase behavior. The
favor of these groups becomes the favor of individual since he/she wantsto be accepted by the group.

5. Conclusion

This study supports the idea that extrinsic information (country of origin and brand image) has an effect on attitude and
purchase intention. Consumer’s evaluation on global brand mostly based on extrinsic information. Country of origin and
brand image is considered as an object of evaluation. Consumer with a good perception on country of origin and brand
image will have a good evaluation on product that evokes a positive attitude toward product. As an object of evaluation,
country of origin also has a direct influence on attitude. Reputable country will lead consumers to have positive attitude on
product. In line with country of origin that has direct effect on attitude, country of origin also have direct effect on brand
image. Consumer perceived that reputable country makes good product. Thus, good country means good brand image.
Consumer with a good brand image will have an intention to buy the product.

This study also supported that social norm has an influences on purchase intention. This result gives an
understanding that social group favor becomes personal favor in that group. Family members, friends and colleagues
influences purchase behavior.

It is interesting to note that attitude did not have an influence on purchase intention. Consumer with a positive
attitude toward product does not have an intention to buy the product. Compare to other antecedent of purchase intention
in this model (brand image and subjective norm), this phenomenon can see that consumers mostly buy the product
because of prestige. Consumer evaluated the product based on an image which is brand image and feel that he/she
belongs to the group so he/she has to buy the product same as the group favor. Consumer was regardless personal
favor.

Limitation of this study is research setting which is only limited for one smartphone trade center. In aims to
generalize the results,replication of the studyshould be conductedinother smartphone trade center.
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