
55 
 

BIBLIOGRAPHY 

Adenan, M. A., Ali, J. K., & Rahman, D. H. A. A. (2018). Country of Origin, Brand 

Image and High Involvement Product Towards Customer Purchase Intention: 

Empirical Evidence Of East Malaysian Consumer. Jurnal Manajemen Dan 

Kewirausahaan, 20, 63–72. https://doi.org/10.9744/jmk.20.1.63-72 

Ahmed, Z. U., Johanson, J. P., Yang, X., Chen, K. F., Han, S. T., & Boon, L. C. 

(2004). Does country of origin matter for low-involvement products? 

International Marketing Review, 21, 102–120. 

Alita, D., Putra, A. D., & Darwis, D. (2021). Analysis of Classic assumption test and 

multiple linear regression coefficient test for employee structural office 

recommendation. Indonesian Journal of Computing and Cybernetics Systems, 

15(3), 295–306. https://doi.org/10.22146/ijccs.65586 

Arikunto, S. (2006). Prosedur penelitian suatu pendekatan praktik. In Jakarta: Rineka 

Cipta. http://r2kn.litbang.kemkes.go.id:8080/handle/123456789/62880 

Assael, H., Pope, N., Brennan, L., & Voges, K. (2007). Consumer Behaviour (1st 

Asia-Pacific Edition). 

Bilkey, W. J., & Nes, E. (1982). Country-of-Origin Effects on Product Evaluations. 

Journal of International Business Studies, 13(1), 89–100. 

https://doi.org/10.1057/palgrave.jibs.8490539 

Chi, H., Yeh, H. R., & Tsai, Y. C. (2011). The influences of perceived value on 

consumer purchase intention: the moderating effect of advertising endorser. 

Journal of International Management Studies, 6(1), 1–6. 

Chiu, C.-M., Chang, C., Cheng, H.-L., & Fang, Y.-H. (2009). Determinants of 

customer repurchase intention in online shopping. Online Information Review, 

33, 761–784. https://doi.org/10.1108/14684520910985710 

Conner, M., & Armitage, C. J. (1998). Extending the Theory of Planned Behavior: A 

Review and Avenues for Further Research. Journal of Applied Social 

Psychology, 28(15), 1429–1464. https://doi.org/10.1111/j.1559-

1816.1998.tb01685.x 

Diamantopoulos, A., Schlegelmilch, B., & Palihawadana, D. (2011). The relationship 

between country‐of‐origin image and brand image as drivers of purchase 

intentions . International Marketing Review, 28(5), 508–524. 

https://doi.org/10.1108/02651331111167624 

Dinata, J. S. (2015). Country of Origin Dan Pengaruhnya Terhadap Persepsi Kualitas 

Dan Minat Beli (Survei Pada Calon Konsumen Yang Berminat Membeli Ipad Di 



56 
 

Indonesia). Jurnal Administrasi Bisnis S1 Universitas Brawijaya, 25(1). 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and 

Store Information on Buyers’ Product Evaluations. Journal of Marketing 

Research, 28, 307–319. https://doi.org/10.2307/3172866 

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer Behavior (8th 

ed.). Tokyo: The Dryden Press. 

Fombrun, C. J., & Rindova, V. (2000). The road to transparency: reputation. 

management Royal Dutch/Shell (M. H. M.J. & L. M.H. (eds.); The Expres). 

Oxford University Press, Oxford. 

Gaedeke, R. (1973). “Consumers’ attitudes toward products ‘made in’ developing 

countries”. Journal of Retailing, 49(2), 13–24. 

Ghozali, I. (2007). Aplikasi Analisis Multivariate dengan Program SPSS. Badan 

Penerbit Universitas Diponegoro, Semarang. 

Gilbert, D., & Hewlett, J. (2003). A method for the assessment of relative brand 

strength: A UK tour operator example. Service Industries Journal - SERV IND J, 

23, 166–182. https://doi.org/10.1080/02642060412331300942 

Godey, B., Pederzoli, D., Aiello, G., Donvito, R., Chan, P., & Weitz, B. (2012). 

Brand and country-of-origin effect on consumers’ decision to purchase luxury 

products. Journal of Business Research, 65(10), 1461–1470. 

https://doi.org/10.1016/j.jbusres.2011.10.012 

Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The Effects of Price-Comparison 

Advertising on Buyers’ Perceptions of Acquisition Value, Transaction Value, 

and Behavioral Intentions. Journal of Marketing, 62(2), 46–59. 

https://doi.org/10.2307/1252160 

Hadi, S. (1984). Metodologi Research 2 (Vol. 2). Andi Offset. 

Hadi, S. (1991). Statistik dalam Basica Jilid 1. Penerbit Andi. 

Hair, J., Ringle, C., Gudergan, S., Fischer, A., Nitzl, C., & Menictas, C. (2018). 

Partial least squares structural equation modeling-based discrete choice 

modeling: an illustration in modeling retailer choice. Business Research, 12. 

https://doi.org/10.1007/s40685-018-0072-4 

Hanzaee, K. H., & Khosrozadeh, S. (2011). The Effect of the Country-of-Origin 

Image, Product Knowledge and Product Involvement on Information Search and 

Purchase Intention. Middle-East Journal of Scientific Research, 8(3), 625–636. 

Hawkins, D. I., & Mothersbaugh, D. L. (2012). Consumer Behavior: Building 

Marketing Strategy. 



57 
 

Jaffe, E., & Nebenzahl, I. (2006). National Image and Competitive Advantage: The 

Theory and Practice of Place Branding. 2nd ed. 

Johnson, M. D., Gustafsson, A., Andreassen, T. W., Lervik, L., & Cha, J. (2001). The 

evolution and future of national customer satisfaction index models. Journal of 

Economic Psychology, 22, 217–245. 

Keegan, W. J., & Green, M. C. (2012). Global Marketing Seventh Edition. 

Keller, K., & Lehmann, D. (2006). Brands and Branding: Research Findings and 

Future Priorities. Marketing Science, 25, 740–759. 

https://doi.org/10.1287/mksc.1050.0153 

Kim, N., Eunha, C., & Ko, E. (2017). Country of origin effects on brand image, brand 

evaluation, and purchase intention: A closer look at Seoul, New York, and Paris 

fashion collection. International Marketing Review, 34. 

https://doi.org/10.1108/IMR-03-2015-0071 

Klein, J. G., Ettenson, R., & Morris, M. D. (1998). The Animosity Model of Foreign 

Product Purchase: An Empirical Test in the People’s Republic of China. Journal 

of Marketing, 62(1), 89–100. https://doi.org/10.2307/1251805 

Kotler, P. (2012). Marketing management: Analysis, planning, implementation, and 

control Seventh Edition. 7. 

Kumar, R. (2017). Research Methodology. A step by step guide. Sage Publications. 

Kumara, P. A. P., & Canhua, K. (2010). Perceptions of country of origin: An 

approach to identifying expectations of foreign products. Journal of Brand 

Management, 17, 343–353. https://doi.org/10.1057/bm.2009.28 

Laroche, M., & Brisoux, J. E. (1989). Incorporating competition into consumer 

behavior models: The case of the attitude-intention relationship. Journal of 

Economic Psychology, 10(3), 343–362. https://doi.org/10.1016/0167-

4870(89)90029-9 

Laroche, Michel, Kim, C., & Zhou, L. (1996). Brand familiarity and confidence as 

determinants of purchase intention: An empirical test in a multiple brand 

context. Journal of Business Research, 37(2), 115–120. 

https://doi.org/https://doi.org/10.1016/0148-2963(96)00056-2 

Lee, H. S., & Lim, S. J. (2000). The effect of price and brand on the perceived 

quality, value and purchase of clothing. Journal of the Korean Society of 

Clothing and Textiles, 24(4), 498–509. 

Lee, J. K., & Lee, W.-N. (2009). Country-of-Origin Effects on Consumer Product 

Evaluation and Purchase Intention: The Role of Objective Versus Subjective 

Knowledge. Journal of International Consumer Marketing, 21, 137–151. 



58 
 

https://doi.org/10.1080/08961530802153722 

Mansfield, E. R., & Helms, B. P. (1982). Detecting Multicollinearity. The American 

Statistician, 36(3a), 158–160. https://doi.org/10.1080/00031305.1982.10482818 

Mittal, V., & Kamakura, W. A. (2001). Satisfaction, repurchase intent, and 

pepurchase behavior: Investigating the moderating effect of customer 

characteristics. Journal of Marketing Research, 38(1), 131–142. 

Moradi, H., & Zarei, A. (2012). Creating consumer‐based brand equity for young 

Iranian consumers via country of origin sub‐components effects. Asia Pacific 

Journal of Marketing and Logistics, 24, 394–413. 

https://doi.org/10.1108/13555851211237885 

Motameni, R., & Shahrokhi, M. (1998). Brand equity valuation: a global perspective. 

Journal of Product & Brand Management, 7(4), 275–290. 

https://doi.org/10.1108/10610429810229799 

Nagashima, A. (1970). A Comparison of Japanese and U. S. Attitudes toward Foreign 

Products. Journal of Marketing, 34(1), 68–74. https://doi.org/10.2307/1250298 

Nicolino, P. F. (2004). The Complete Ideals Guides: Brand Management. 

Nurcahyo, B., & Renny Nur’ainy. (2011). Effect of Intrinsic Motivation on Consumer 

Brand Evaluation: The Influence of Motive, Involvement, and Need for 

Cognition. Global Business & Management Research 3. 

Papadopoulos, N. (1993). Product Country Images: Impact and Role in International 

Marketing,. International Business Press. 

Parameswaran, R., & Yaprak, A. (1987). A Cross-National Comparison of Consumer 

Research Measures. Journal of International Business Studies, 18, 35–49. 

https://doi.org/10.1057/palgrave.jibs.8490398 

Park, C., Jaworski, B., & Macinnis, D. (1986). Strategic Brand Concept-Image 

Management. Journal of Marketing, 50, 135. https://doi.org/10.2307/1251291 

Pereira, A., Hsu, C. C., & Kundu, S. K. (2005). Country-of-origin image: 

measurement and cross-national testing. Journal of Business Research, 58(1), 

103–106. https://doi.org/10.1016/S0148-2963(02)00479-4 

Peter, P., & Donnelly, J. (2013). A Preface to Marketing Management. McGraw-Hill 

Inc. 

Piron, F. (2000). Consumers’ perceptions of the country-of-origin effect on 

purchasing intentions of (in)conspicuous products. Journal of Consumer 

Marketing, 17, 308–321. https://doi.org/10.1108/07363760010335330 



59 
 

Puzakova, M., Kwak, H., & Rocereto, J. F. (2013). When humanizing brands goes 

wrong: The detrimental effect of brand anthropomorphization amid product 

wrongdoings. Journal of Marketing, 77(3), 81–100. 

Rezvani, S., Dehkordi, G., Rahman, M., Fouladivanda, F., Habibi, M., & Eghtebasi, 

S. (2012). A Conceptual Study on the Country of Origin Effect on Consumer 

Purchase Intention. Asian Social Science, 8. 

https://doi.org/10.5539/ass.v8n12p205 

Riduwan, A. (2006). Metode dan Teknik Menyusun Tesis. Alfabeta. 

Ridwan, & Kuncoro, E. (2017). Cara Menggunakan dan Memakai Analisis Jalur 

(Path Analysis). CV Alfabeta. 

Sarwono, J. (2012). Metode Penelitian Kuantitatif dan Kualitatif. Graha Ilmu. 

Schiffman, G., & Kanuk, L. (2000). Consumer Behavior. Prentice Hall Inc. 

Setiadi. (2003). Perilaku Konsumen: konsep dan implikasi untuk Strategi dan 

Penelitian Pemasaran. Penada Media. 

Setiadi, N. J. (2013). Perilaku Konsumen. Kencana Prenada Media Group. 

Sirianni, N. J., Bitner, M. J., Brown, S. W., & Mandel, N. (2013). Branded service 

encounters: Strategically aligning employee behavior with the brand positioning. 

Journal of Marketing, 77(6), 108–123. https://doi.org/10.1509/jm.11.0485 

Spears, N., & Singh, S. (2004). Measuring Attitude Toward the Brand and Purchase 

Intentions. Journal of Current Issues and Research in Advertising, 26, 53–66. 

https://doi.org/10.1080/10641734.2004.10505164 

Stern, B., Zinkham, G., & Jaju, A. (2001). Marketing Images: Construct definition, 

measurement issues and theory development. Journal of Marketing Theory, 1(2), 

201–224. 

Stratton, S. J. (2021). Population Research: Convenience Sampling Strategies. 

Prehospital and Disaster Medicine, 36(4), 373–374. 

https://doi.org/10.1017/S1049023X21000649 

Sugiyono, D. (2018). Metode penelitian kuatintatif, kualitatif dan R & D/Sugiyono. 

Bandung: Alfabeta, 15(2010). 

Suharyono, Tati, P. W., & Yulianto, E. (2015). PENGARUH COUNTRY OF 

ORIGIN DAN GLOBAL BRAND IMAGE TERHADAP MINAT BELI DAN 

KEPUTUSAN PEMBELIAN (Survei pada Konsumen yang Membeli 

Smartphone Samsung Galaxy di Asia Tenggara). Jurnal Administrasi Bisnis, 

25(1), 4–5. 



60 
 

Torlak, Ö., Özkara, B., Tiltay, M., Cengiz, H., & Dülger, M. (2014). The Effect of 

Electronic Word of Mouth on Brand Image and Purchase Intention: An 

Application Concerning Cell Phone Brands for Youth Consumers in Turkey. 

Journal of Marketing Development and Competitiveness. 

Tulipa, D., & Muljani, N. (2015). The Country of Origin and Brand Image Effect on 

Purchase Intention of Smartphone in Surabaya - Indonesia. Mediterranean 

Journal of Social Sciences, 6. https://doi.org/10.5901/mjss.2015.v6n5s5p64 

Watson, R. (2015). Quantitative research. Nursing Standard (Royal College of 

Nursing (Great Britain) : 1987), 29, 44–48. 

https://doi.org/10.7748/ns.29.31.44.e8681 

Yasin, N., Noor, N., & Mohamad, O. (2007). Does image of country-of-origin matter 

to brand equity? Journal of Product & Brand Management, 16, 38–48. 

https://doi.org/10.1108/10610420710731142 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-

end model and synthesis of evidence. Journal of Marketing, 52(3), 2–22. 

  


