
95 
 

BIBLIOGRAPHY 

 

Abdelkader, O. A. (2015). Influences of Country-Of-Origin on Perceived Quality 

& Value According to Saudi Consumers of Vehicles. International Journal 

of Marketing Studies, 7(1). https://doi.org/10.5539/ijms.v7n1p93 

Arslandere, M., & Yusuf, E. R. (2020). The Impact of Country of Origin Effect and 

Consumer Ethnocentrism on Purchase Intention of Foreign Brand 

Recreational Materials Used in Sports Activities: An …. Türk Spor ve 

Egzersiz Dergisi, 22(2), 171–182. https://doi.org/10.15314/tsed.748785 

Bandara, W. W. M. C., & Chovancova, M. (2012). Consumer Ethnocentrism and 

Attitudes Towards Foreign Beer Brands: With Evidence from Zlin Region 

in the Czech Republic. Journal of Competitiveness, 4(2), 3–19. 

https://doi.org/10.7441/joc.2012.02.01 

Bansal, H. S., & Taylor, S. F. (2002). Investigating interactive effects in the theory 

of planned behavior in a service-provider switching context. Psychology 

and Marketing, 19(5), 407–425. https://doi.org/10.1002/mar.10017 

Berman, L. (2021). Converse Sales Plunged Last Quarter. The Street. 

https://www.thestreet.com/investing/stocks/converse-sales-plunged-last-

quarter-but-nike-hints-it-was-intentional-14321779 

Chiu, W., & Choi, H. (2018). Consumers’ goal-directed behavior of purchasing 

sportswear products online: A case study of chinese consumers. Sport, 

Business and Management: An International Journal, 8(2), 118–133. 

https://doi.org/10.1108/SBM-03-2017-0020 

Chiu, W., Kim, T., & Won, D. (2018). Predicting consumers’ intention to purchase 

sporting goods online: An application of the model of goal-directed 

behavior. Asia Pacific Journal of Marketing and Logistics, 30(2), 333–351. 

https://doi.org/10.1108/APJML-02-2017-0028 

Cleveland, M., Papadopoulos, N., & Laroche, M. (2011). Identity, demographics, 

and consumer behaviors: International market segmentation across product 

categories. International Marketing Review, 28(3), 244–266. 

https://doi.org/10.1108/02651331111132848 

Diantanti, N. P., Sunaryo, S., & Rahayu, M. (2018). Perbandingan Penggunaan 

Local-Name Brand Dan Foreign-Name Brand Pada Produk Fashion Di Kota 

Malang. Jurnal Bisnis Dan Manajemen, 5(1), 92–101. 

https://doi.org/10.26905/jbm.v5i1.2319 

Dinata, J. (2015). COUNTRY OF ORIGIN DAN PENGARUHNYA TERHADAP 

PERSEPSI KUALITAS DAN MINAT BELI (Survei pada Calon 

Konsumen yang Berminat Membeli iPad di Indonesia). Jurnal Administrasi 

Bisnis S1 Universitas Brawijaya, 25(1), 86116. 



96 
 

Ergin, E. A., Akbay, H. O., & Ozsacmaci, B. (2014). Insights into Consumer 

Preference of Foreign Brand Names: Reality or Myth? International 

Journal of Marketing Studies, 6(4). https://doi.org/10.5539/ijms.v6n4p157 

Ferdinand, A. (2014). Metode Penelitian Manajemen. BP Universitas Diponegoro. 

Foroudi, P., Dinnie, K., Kitchen, P. J., Melewar, T. C., & Foroudi, M. M. (2017). 

IMC antecedents and the consequences of planned brand identity in higher 

education. European Journal of Marketing, 51(3), 528–550. 

https://doi.org/10.1108/EJM-08-2015-0527 

Ghozali, I. (2014). Structural Equation Modelling: Metode Alternatif dengan 

Partial Least Squares (PLS). Badan Penerbit Universitas Diponegoro 

Semarang. 

Goeltom, V. A. H., Kristiana, Y., Juliana, J., Bernato, I., & Pramono, R. (2020). 

The Effect of Service Quality and Value of Five-Star Hotel Services on 

Behavioral Intentions with the Role of Consumer Satisfaction as Mediator. 

Journal of Asian Finance, Economics and Business, 7(11), 967–976. 

https://doi.org/10.13106/jafeb.2020.vol7.no11.967 

Hair, J., Black, W. C., Babin, J. B., & Andreson, R. E. (2014). Multivariate Data 

Analysis. In Neuromarketing in India: Understanding the Indian Consumer 

(7th ed.). Pearson Education Limited. 

https://doi.org/10.4324/9781351269360 

Haque, A., Anwar, N., Yasmin, F., Sarwar, A., Ibrahim, Z., & Momen, A. (2015). 

Purchase intention of foreign products: A study on Bangladeshi consumer 

perspective. SAGE Open, 5(2), 1–12. 

https://doi.org/10.1177/2158244015592680 

Hasan, M. A. (2019). Does globalization accelerate economic growth? South Asian 

experience using panel data. Journal of Economic Structures, 8(1). 

https://doi.org/10.1186/s40008-019-0159-x 

Jeon, J.-E. (2017). The impact of brand concept on brand equity. Asia Pacific 

Journal of Innovation and Entrepreneurship, 11(2), 233–245. 

https://doi.org/10.1108/apjie-08-2017-030 

Joshi, R., & Garg, P. (2021). Role of brand experience in shaping brand love. In 

International Journal of Consumer Studies (Vol. 45, Issue 2). 

https://doi.org/10.1111/ijcs.12618 

Kalicharan, H. D. (2014). The Effect And Influence Of Country-Of- Origin On 

Consumer s ’ Perception Of Product Quality and Purchasing Intention. 

International Business & Economics Research Journal, 13(5), 897–902. 

Kementerian Perindustrian Republik Indonesia. (2021). Permintaan Pakaian Jadi 

Naik. https://kemenperin.go.id/artikel/20640/Permintaan-Pakaian-Jadi-

Naik 



97 
 

Kim, R. B., & Chao, Y. (2018). The effect of country of origin on consumer-based 

brand equity (CBBE) of colombian consumers: An empirical investigation 

of Samsung vs. Huawei brands. Journal of International Studies, 11(3), 70–

81. https://doi.org/10.14254/2071-8330.2018/11-3/6 

Kotler, P., & Armstrong, G. (2014). Prinsip-Prinsip Pemasaran (12th ed.). 

Erlangga. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from 

Traditional to Digital. John Wiley & Sons. 

Kotler, P., & Keller, K. L. (2017). Marketing Management. Pearson Education. 

Krishnamurthy, R., Raja, K. B., & S, A. K. (2018). Influence of Service Quality on 

Banking Customers’ Behavioural Intentions. International Journal of 

Economics and Finance, 2(4). https://doi.org/10.5539/ijef.v2n4p18 

Ma, Q., Abdeljelil, H. M., & Hu, L. (2019). The influence of the consumer 

ethnocentrism and cultural familiarity on brand preference: Evidence of 

event-related potential (ERP). Frontiers in Human Neuroscience, 13(7), 1–

9. https://doi.org/10.3389/fnhum.2019.00220 

Moreira, A. C., Da Silva, P. M. F., & Ferreira Moutinho, V. M. (2017). Les effets 

des expériences de marque sur la qualité, la satisfaction et la fidélité: Une 

étude empirique dans le domaine des services multiples de 

télécommunications. Innovar, 27(64), 23–38. 

https://doi.org/10.15446/innovar.v27n64.62366 

Mowen, J. C., & Minor, M. (2017). Perilaku Konsumen. Erlangga. 

Prince, M., Yaprak, A. N., & Palihawadana, D. (2019). The moral bases of 

consumer ethnocentrism and consumer cosmopolitanism as purchase 

dispositions. Journal of Consumer Marketing, 36(3), 429–438. 

https://doi.org/10.1108/JCM-11-2017-2432 

Rahmawati, N. A., & Muflikhati, I. (2016). Effect of Consumer Ethnocentrism and 

Perceived Quality of Product on Buying Behavior of Domestic and Foreign 

Food Products: A Case Study in Pekanbaru, Riau, Indonesia. Journal of 

Consumer Sciences, 8(1), 1. https://doi.org/10.29244/jcs.1.1.1-13 

Ramadania, R., Gunawan, S., & Jamaliah, J. (2014). Country of Origin Effect and 

Animosity on The Attitude and Purchase Intention of Foreign Products. 

ASEAN Marketing Journal, 5(1), 59–68. 

https://doi.org/10.21002/amj.v5i1.2176 

Rizwan, S., Al-Malkawi, H.-A., Gadar, K., Sentosa, I., & Abdullah, N. (2021).  

Impact of brand equity on purchase intentions: empirical evidence from the 

health takāful industry of the United Arab Emirates . ISRA International 

Journal of Islamic Finance, ahead-of-p(ahead-of-print). 

https://doi.org/10.1108/ijif-07-2019-0105 



98 
 

Samimi, P., & Jenatabadi, H. S. (2014). Globalization and economic growth: 

Empirical evidence on the role of complementarities. PLoS ONE, 9(4), 1–

7. https://doi.org/10.1371/journal.pone.0087824 

Schiffman, L., & Kanuk, L. L. (2015). Perilaku konsumen. PT Indeks. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: a Skill-Building 

Approach. In SPi Global (Ed.), Printer Trento Srl (7th ed.). John Wiley & 

Sons. https://doi.org/10.1007/978-94-007-0753-5_102084 

Shimp, T. A. (2014). Komunikasi Pemasaran Terpadu. Erlangga. 

Shimp, T. A., & Sharma, S. (1987). Consumer Validation Construction 

Ethnocentrism : of the. Journal of Marketing Research, 24(3), 280–289. 

http://www.jstor.org/stable/3151638 . 

Sugiyono. (2013). Metode Penelitian Pendidikan : Kuantitatif Kualitatif dan R & 

D. Alfabeta. 

Thomas, T., Singh, N., & Ambady, K. G. (2020). Effect of Ethnocentrism and 

Attitude Towards Foreign Brands in Purchase Decision. Vision, 24(3), 320–

329. https://doi.org/10.1177/0972262919867509 

Truong, N. T., Dang-Pham, D., McClelland, R. J., & Nkhoma, M. (2020). Service 

innovation, customer satisfaction and behavioural intentions: a conceptual 

framework. Journal of Hospitality and Tourism Technology, 11(3), 529–

542. https://doi.org/10.1108/JHTT-02-2019-0030 

Urboniene, A. (2017). Storytelling in Country Branding: A Semiotic Approach. 

International Journal on Global Business Management and Research, 6(1). 

Wang, Y. (2014). Consumers’ Purchase Intentions of Shoes: Theory of Planned 

Behavior and Desired Attributes. International Journal of Marketing 

Studies, 6(4), 50–58. https://doi.org/10.5539/ijms.v6n4p50 

Yan, R., Miller, N., Jankovska, D., & Hensley, C. (2019). Millennial Consumers ’ 

Perceived Consumption Values and Purchase Intentions : Examining 

Effects of Made in USA and Traceability Labelling of Apparel. 

International Journal of Enviromental & Science Education, 14(4), 155–

168. 

Yu, E., & Kim, J. (2020). The relationship between self-city brand connection, city 

brand experience, and city brand ambassadors. Sustainability (Switzerland), 

12(3). https://doi.org/10.3390/su12030982 


