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ABSTRAK 

 Penelitian ini bertujuan untuk meneliti pengaruh country of origin 

terhadap purchase intenion melalui brand equity pada produk smartphone Xiami 

di  Surabaya. Peningkatan persaingan pada industri elektronik khususnya 

smartphone menjadi dasar pengambilan judul tersebut. Teknik pengambilan 

sampel yang digunakan ialah non probability sampling dengan cara purposive 

sampling. Sampel yang digunakan sebesar 150 responden yaitu calon konsumen 

dan memiliki minat beli dan merupakan pengguna smartphone Xiaomi di 

Surabaya. Alat pengumpulan data yang digunakan adalah kuesioner. Teknik 

analisis data yang digunakan adalah Structural Equations Modeling dengan 

menggunakan program LISREL.   

Hasil Penelitian ini membuktikan bahwa country of origin berpengaruh 

positif dan signifikan terhadap purchase intenion, country of origin berpengaruh 

positif dan signifikan terhadap brand equity, brand equity berpengaruh positif dan 

signifikan terhadap purchase intenion, country of origin  berpengaruh positif dan 

signifikan terhadap purchase intenion  melalui brand equity.   

 Saran praktis bagi variabel country of origin yaitu meningkatkan reputasi 

negara asal dan mengingkatakan keberagaman jenis produk yang dimiliki negara 

asal . Bagi variabel brand equity yaitu memperbaiki desain produk agar konsumen 

merasa produk Xiaomi menarik dari sudut manapun. Sedangkan untuk saran 

akademis agar para peneliti selanjutnya dapat mempertimbangkan variabel-

variabel lainnya yang berhubungan dengan country of origin, purchase intenion,  

brand equity serta dapat memperoleh hasil yang lebih baik. 

 

 

Kata Kunci: Country of Origin, Brand Equity, Purchase Intention   
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THE EFFECT OF COUNTRY OF ORIGIN ON PURCHASE INTENTION 

CUSTOMER THROUGH BRAND EQUITY ON XIAOMI SMARTPHONE 

PRODUCTS IN SURABAYA  
 

ABSTRAK 

 

 This study aims to examine the effect of country of origin on purchase 

intentions through brand equity of Xiaomi smartphone products in Surabaya. The 

Increasing competition on eletronics industry especially smartphone are the main 

idea for taking the research title, the sampling technique used is non-non 

probability sampling with purposive sampling. The sample used is 150 

respondents, prospective consumers and have an interest and Xiaomi smartphone 

user in Surabya. The data collection tools used were questionnaires. The data 

analysis technique used is Structural Equations Modeling using the LISREL 

program.  

 The results of this study proves that the country of origin  has a positive 

and significant effect on purchase intention, country of origin has a positive and 

significant effect on brand equity, brand equity has a positive and significant 

effect on customer purchase intentions, the country of origin has a positive and 

significant effect on purchase intentions through brand equtiy 

 Practical advice for country of origin variables is to increase the reputation 

of the country of origin and increase the diversity of the types of products owned 

by the country of origin. For brand equity variable, improving product design  so 

consumers find Xiaomi products attractive from any angle. While for academic 

advice, the researchers suggest to consider other variables related to country of 

origin, brand equity, and purchase intentions and can obtain better results. 
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