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The purpose of this study to determine effect of origin image country and purchase intention with mediation of 

brand equity and brand preference. Here, we collect the data from 106 respondents who use smartphone. In this 

study, the data observation was analyzed using Structural Equation Model (SEM). The results showed that 

country of origin image had negative effect on brand equity, brand equity had positive effect on the brand 

preference, and brand preference had an effect on the purchase intention. Please give the calculation comparation 

between brand equity, brand preference in purchase intention. 
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1. INTRODUCTION 

People tendency to buy a product is often identified with 

the country of origin of the product. Amongst competitive 

advantages favoring developed countries, one can 

mention the impact of country’s effect. It’s true in the 

case of high-tech products, since consumers tend to 

appreciate complex and sophisticated products from 

industrialized countries known for their innovations and 

leading position in the high-tech sector [1]. In general, a 

product’s from country-of-origin (COO) acts as a signal 

of product quality and also affects perceived risk as well 

as likelihood of purchase [2]. On the other hand, a key 

tool in a company’s differentiation strategy since it 

enables consumers to distinguish between offering and 

increasing the value of product is branding [3]. Brand 

equity is the result of consumers’ perception of it which is 

influenced by many factors. Brand equity cannot be fully 

understood without carefully examining its sources, that 

is, the contributing factors to the formation of brand 

equity in the consumers’ mind [4].  
*
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2. LITERATURE REVIEW 

A. Country-of-origin image 

Country of origin image (COI) is defined as the overall 

perception consumers form of products from a particular 

country, based on their prior perceptions of the country’s 

production and marketing strengths and weaknesses [5]. 

The country-of-origin scale measures the consumer’s 

perception of the image of the country where the brand 

originates. To assess brand originates , the construct data 

and consumers are assumed that they have an idea of the 

originating country of the using a brand [6]. 

 

B. Brand equity 

The equity that the strong brand possesses can be give the 

company a loyal consumer franchise that could bring 

substantial returns to the company. There are four aspects 

that help built brand equity, those are brand-name 

awareness, brand loyalty, perceived brand quality and 

favorable brand symbolisms and associations that provide 

a platform for a competitive advantage and future earning 

streams [7]. Brand equity arose from customer it’s refers  
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to the number of values consisted in a well-known as a 

brand name. It appears when consumers willingly pay 

more for the same level of quality due to the 

attractiveness of the name attached to the product [8]. 

Furthermore, a brand equity represents a product’s 

position in the minds of consumers in the marketplace. It 

is precisely the well-established representation and 

meaningfulness of the brand in the minds of consumers 

that provides equity for the brand name [9]. 

 

C. Brand preference 

Brand preference is the bias a customer holds toward a 

particular brand [10]. Here, a stressed building brand 

equity will brings the advantage to the company and 

consumer related brand preference and consumer 

purchase intentions [11]. Brand preference is also defined 

as “the extent to which the customer favors the designated 

service provided by his or her present company, in 

comparison to the designated service provided by other 

companies in his or her consideration set” [12]. 

 

D. Purchase intention 

Purchase intention is a customer plan to buy a specific 

brand provided by specific suppliers. Here, purchase 

intentions are frequently used to predict consumers’ 

future behavior and have of high significance in decision-

making [13]. Purchase intention is the chance that a 

customer will buy a certain product. A greater willingness 

to buy a product means the probability to buy it is higher, 

but not necessarily to actually buy it. On the contrary, a 

lower willingness does not mean an absolute 

impossibility to buy [13]. 

 

E. Hypothesis Development 

Some previous studies have shown that country of origin 

image (COI) has an influence on consumers' decisions to 

buy a product. COI influences the evaluation of products 

in general and specify types or brand of products. A study 

conducted positive relationship between country image 

and brand equity. Based on the description, the hypothesis 

proposed in this study is: 

 

H-1: Country-of-origin image have a positive effect with 

brand equity 

 

Many studies found brand equity has a positive impact on 

consumers’ brand preferences and purchase intentions. 

Customers who perceive a higher value in a brand are 

more likely to buy it. Strong brands get preferential 

evaluations as well as higher overall preference. 

Based on the description, the hypothesis proposed in this 

study is: 

 

H-2: Brand equity will have a positive effect with brand 

preference 

 

 

 

Brand preference is important over companies due to 

provides an indicator of customers’ loyalty and the 

strength of their respective brands. It also can be viewed 

as an attitude that influences consumers’ purchase 

decisions, which then result in a behavioral tendency 

under which a buyer will select a particular brand, while 

disregarding another brand [14]. A building brand equity, 

the company will get the advantage of more consumer 

brand preference and consumer purchase intentions [14]. 

Based on the description, the hypothesis proposed in this 

study is: 

 

H-3: Brand preference will have a positive effect with 

brand purchase intention 

 

 
 

Figure 1. Hypothesis Model 

 

F. Research Method 

The data for this study were gathered through to sending a 

questionnaire to respondent by smartphone messenger 

applications, email, and social media within Indonesia 

region. Total respondents reached 106 and varied by the 

age and occupation. The respondents is using smartphone 

but not necessarily SAMSUNG smartphone brand. The 

reason for choosing SAMSUNG brand due to the brand is 

widely known and perceived as a decent quality electronic 

product in Indonesia, especially smartphones. It is 

reasonable to expect that consumers must have acquired 

some brand knowledge and develop choice criteria before 

making a purchase decision for this brand. In this study, 

we explain that a prove the effects between independent 

variable, namely country of origin image and the 

dependent variable, namely brand equity, brand preference 

and purchase intention. The structural equation model 

(SEM) analysis method is used to determine the level of 

significance and interrelation between variables. The 

effects between exogenous variable with endogenous 

variables related to the problem under study can be seen 

with this method. In this study, the data observation is 

obtained using a questionnaire platform. Here, the 

questionnaires are designed for all respondents are 

expected to answer all questions. The scale used in the 

questionnaire is a Likert scale with multiple-level answers 

in 5 categories ranging from highly disagree to highly 

agree. There are five indicators used in this study to 

measure country-of-origin image, seven indicators to 

measure brand equity with three indicators to measure. In 

addition, this quesionnaires have fifteen indicators while 

for purchase intentions we measured by three indicators 

[15]. 
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3. RESULTS AND DISCUSSION 

This study uses SEM data analysis, which must be seen in 

the compatibility of the overall model (Goodness of Fit). 

Based on the analysis it was found that almost all results 

matched and appropriate. This shows that a good fit is the 

result of compatibility according to the values referenced, 

while marginal matches are the result of compatibility 

under the referenced values. 

 
 

Figure 2. Path Diagram t-value 

 

In the results of testing the first hypothesis (H1), it was 

found that the data does not support the hypothesis with a 

t-value of -2.15 that country of origin image has a negative 

effect to brand equity. It means that product doesn’t add 

any value to brand equity. The results of testing the second 

hypothesis (H2) found that the results of the analysis 

support the hypothesis with a t-value of 5.41, i.e. lecturers 

with strong value of brand equity will increase the value of 

brand preference. It can also be interpreted as, the 

dimensions of brand equity such as are brand-name 

awareness, brand loyalty, perceived brand quality and 

brand symbolism, has fulfilled accordingly, the product’s 

brand preference will increase. The results of testing the 

third hypothesis (H3) found that the results of the analysis 

support the hypothesis with a t-value of 6.20, i.e. brand 

preference value will significantly increase the purchase 

intention (see Table I). 

 

Table I. Hypotheses Testing of Research Model 
No. Hypothesis statement T-Value Remark 

H
1

 Country-of-origin image have a 
positive effect with brand equity 

-2.15 Data do not support 

hypothesis 

H
2

 Good transformational leadership 
style will improve nurses' 
performance. 

5.41 Data support 

hypothesis 

H
3

 Good communication will 
increase nurses' job satisfaction. 

6.20 Data support 

hypothesis 

 

 

 

 

 

4. CONCLUSION 

This study found that brand equity and brand preference 

are very important in raising consumers' desire to buy a 

product. But the brand's original image does not have a 

significant effect in increasing people's perception of the 

value of a brand. Many variables are still not included in 

this study, and for Future research is suggested to add 

other variables that might influence consumer decisions to 

buy products such as consumer income, consumer 

segmentation etc. It is expected that the results of this 

study can be used to provide optimal benefits for the 

object of subsequent research, this study can also be used 

as a comparison material in subsequent studies and should 

take research data on broader research objects. 
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