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Abstract - This research aims to analize the impact of country of origin cues towards the brand association. The role of the 

country of origin in this study was observed in two separate variables namely country of brand and country of manufacture. 
Sample of this research is the customer of  electronic product branding in Kalimantan Barat, Indonesia, who buys the 
electronic product, which is television from Korea and Japan. The sampling technique is by using the non probability 
sampling of convinience sampling.  The data analisys technique is by using the multiple liniar regression analisys with the help 
of SPSS version 22. The result of this research is showing that country of brand significantly affect brand association, but 
country of manufacture is not significantly affect brand association.  
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I. INTRODUCTION 

 

The influx of foreign investment in Indonesia has 

made Indonesian consumers increasingly faced with 

many options of various attributes of existing 

products. Consumers are often faced with a wide 
selection of products both in the form of products of 

domestic and foreign products. According to some 

researches, consumers’ assessment towards both of 

the domestic and the international is affected by their 

assessment of the brand origin country and where the 

product is manufactured. Throughout the 

globalization, consumers are getting closer to the 

product that came from different countries. This 

makes the COO becomes really important in their 

decision making. COO is divided into country of 

manufacture /COM, country of design/ COD, country 

of assembly /COA, country of part /COP (Tse and Lee, 
1993; Okechuku and Onyemah, 1999; Chao, 1998).  

Terms of the COO concept shows that some 

transnational and global companies are no longer 

doing a totality of series production in its country. 

Series of products are completed in other countries, 

but still referring to its country. For example, the 

whole production process is completed in Indonesia, 

the design is made in Japan, or the assembly line is 

done in Indonesia but the component is imported from 

Japan. This means the marketed products are included 

some components of the COO that is known as a 
hybrid product (Chao, 2001, Wong et al., 2008). In this 

research, COO component that will be observed is the 

country of origin (COO) and country of manufactur 

(COM). Country of origin is defined according to 

where the products were produced (Thakor and 

Katsanis, 1997, Pappu et al., 2007) and country of 

manufactur (COM) is where the products were 

manufactured or produced or made (Okechuku and 

Onyemah,1999; Wong et al., 2008).  

Conventional COO research generally analyze the 

preferences of consumers who prefer products or 

brands from one country compared to others, while in 

this context it talks about the image of country of 

origin known by th consumers. There are two different 

main points about the concept of country’s image (Lee 

and Ganesh, 1999). Firstly, country image as the 

public perception of products quality from certain 

countries. Secondly, country image as public image 
about a country. In this study, country image is defined 

in the context of the image of the country at the 

country’s level, rather than the level of the product. 

Measurement of the country’s image in this context is 

defined through the study of the cognitive, affective 

components and conative (Laroche et al., 2005), study 

about the faith of the country, the influence of people, 

and a desire to interact (Laroche et al., 2005), studies 

in descriptive, inferential and trust informational 

(Nayir and Durmosoglu, 2008), the study in the 

economic dimension, politics, education, the mastery 

of technology, and industrialization level (Banister 
and Saunders, 1978).  

In this study, definition and measurement of country 

image refers to the opinion of Kotler et al (1993) and 

Laroche et al., 2005 in which the country image in this 

research is defined as a certain amount of trust in 

people, ideas and impressions about a particular 

country which is reviewed in the aspect of trust in the 

country, the people and the country that wishes to 

interact with. Considering this study uses two 

components of COO, then the image of the country is 

divided into two different variables,  country of origin 
image of the product (COO image) and the country 

image where manufacturing was carried out (COM 

image). The country of origin image of the product is a 

certain amount of trust in people, ideas and 

impressions about the country of origin of the product, 

while a country image where manufacturing was 

carried out is a certain amount of trust in people, ideas 

and impressions about the country where the product 

was produced. 

Countries that are perceived to have a positive image 

of the country will contribute positive impact for 

everything that comes from and or associated with the 
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name of the country, for example, the product, the 

brand and the person who comes from the country. 
This is in accordance with the definition of Jaffe and 

Nebenzahl (2006) that a very positive image of the 

country as a source of product will would contribute to 

the country's positive brand equity. 

One of the strength’s of the product categories that are 

often perceived by involving the name of the country 

of origin is the electronic product. Electronic products 

is a high-tech product with a high consumer 

involvement, therefor its extrinsic cues products 

(country of origin and brand) often become a 

consumer’s consideration consumers when they make 

purchasing decisions. Many brands marketed shows 
that there has been a competition among various 

brands of electronics products in the market of 

Indonesia. Electronic product brands in Indonesia 

currently occupied by brands that are mostly from 

abroad. From these data it appears that Chinese brands 

increasingly grow in the electronic products market in 

Indonesia, competing with the old players who are 

mostly from Japan, Europe, Korea, and Indonesia. For 

consumers, the information of country of origin often 

becomes a consideration in assessing the brand 

association as one of the basic considerations that are 
important for the decision making of the purchase. For 

example, the brand of electronic products originating 

from Japan often addressed for having a higher 

associations of brand quality rather than if the brand is 

originated from China. This research is intended to 

explain how the assessment of the country of origin 

and the country of manufacture brand affect the 

assessment of electronic products brand association. 

  

II. LITERATURES REVIEW 

 

2.1. Country Of  Origin 
Country of Origin (COO) concept was first 

propounded by Nagashima in 1960, while the study of 

COO effect was first done by Schooler in 1965 that 

measures the elasticity of the product bias. Generally, 

the definition of country of origin is understood as the 

effect of "made in". Ahmed, et al (2004) clearly define 

the country of origin as the country where the 

production or the assemble that are identified as the 

label of "made in" or "manufactured in". Czinkota and 

Ronkainen (2001) stating that the country of origin is 

understood as the effect that appeare in consumer 
perception and that is influenced by the location of 

where a product is produced. Location or country 

where a product is produced will affect the perception 

of the people about the quality of the product. The 

more the information about the intrinsic product 

owned by consumers is, then the more the effects of 

country of origin will be progressively reduced. This is 

caused by the formation of the rationality of 

consumers towards the quality of a product. Zhang 

(1996) stating that the availability of information in a 

clear and credible way will encourage a particular 

stance on the selection of products. Several studies 

have concluded that consumers have certain 

perceptions about location/country where a product is 
produced (Kaynak and Kara, 2002). When consumers 

only have information about the location where a 

product is produced, then the decision-making of 

product purchases will be influenced by the perception 

of the consumers towards the country. 

According to Kaynak, Kucukemiroglu and Hyder 

(2000), there are four approaches in the research of 

country of origin, those are single cue study, multi-cue 

studies, conjoint analysis and environmental analysis. 

In the approach of the single cue study, consumers are 

using the extrinsic and intrinsic cue as a basic to 

evaluate the product. For example, consumers often 
perceive certain products very closely with certain 

countries, such as the wines of France. On the 

approach of multi-cue studies, evaluation of products 

is not just based on the country of origin, but also 

based on other factors such as quality, price, brands. 

The third approach, conjoint analysis, allows the 

researchers to look at the reasons behind the decisions 

of consumers in selecting foreign products versus 

domestic products. The last approach, i.e. the 

environmental analysis, incorporate the consideration 

of environmental factors, for example the socio 
economic conditions and the suppliers of the related 

technology. This approach seeks to explain the various 

environmental factors that will affect the perception of 

consumers about products and also foreign and 

domestic brands. 

At first the concept of country of origin is the same as 

“made in country” or country of manufacture (COM). 

Therefore, the countries listed on the product label 

"made in" originally means a country in which the 

product is made starting from designing, assembling 

up to the finishing. But this time, the word “made in” 

is not always showing the country of origin of the 
product, because it could have been in the product 

packaging contained "made in Indonesia" but the 

product is actually just assembled or manufactured in 

Indonesia, while the country of his origin (country of 

origin) is Japan. This means the product being 

marketed is a hybrid product that includes several 

components of COO (Chao, 2001). Research on the 

COO currently pointed to the complexity of the origin 

of products by expanding the concept of COO overall, 

considering aspects of the country separately. These 

aspects include the country where the product was 
designed (COD), the country where the product is 

assembled (COA), the country manufactured products 

(COM), and the countries where the granting of the 

brand (Wong et al., 2008). 

Terms obtained from the concept of COO like country 

of design, country of manufacture, country of 

assembly, country of stereotyping effect, and country 

of origin brand showed that some transnational and 

global companies no longer do the whole set of 

production in the country. Series of production are 

carried out in another country, but still refers to his 

home country.  For example, the design was done in 
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Japan, the assembly is done in Indonesia but its 

components are imported from Japan. The following 
advanced understanding of each component of the 

COO. 

1. Country of origin (COO)  is defined as the country 

where the product is produced (Thakor and 

Katsanis, 1997), while according to Han and 

Tempra in 1988, Yassin et al., 2007  define 

country of origin as the country in which the 

company or name the brand originated according 

to the response of consumers. 

1. Country Of manufacture (COM) ; the country 

where the product is manufactured/produced or 

assembled (Okechuku and Onyemah,1999; Wong 
et al., 2008; Chao, 1998; Essoussi  and Merunka, 

2007). 

2. Country Of Design (COD) ; is the country where 

the products are usually designed and became the 

site of the brand in general association (Chao, 

2001; Insch and McBride, 2004). 

3. Country Of Assembly (COA) ; is the country 

where the majority of the Assembly of the final 

product is done (Chao, 2001; Insch and McBride, 

2004). 

4. Country Of Part (COP) ; is the country where 
most of the material used in the product is 

generated, or the country where the 

product/component parts are made (Tse and Lee, 

1993; Insch and McBride, 2004). 

 

2.2. Association of Brand 

The Association of the brand is everything about a 

brand that exists in consumer’s memory (Aaker, 

1991). Brand association is all the things that reflect 

the product's features or aspects independent of the 

product itself (Chen, 2001). The Association of an 

established brand name can affect the behavior of the 
purchase, user satisfaction, differentiation from 

competitors, creating a positive attitude and reduce the 

desire of consumers to try other brands (Aaker,1991; 

Aaker, 1996). Customer based brand equity occurs 

when customers have a high level of awareness of 

brand association that holds a lucrative and unique 

type in their memories.  

The underlying value of a brand is often a set of its 

association, in which becomes the meaning of the 

brand for the customers. Association that is attached to 

a brand is going to be the basic in purchasing decisions 
and loyalty on the brand. Aaker (1991) stated eleven 

types of associations, namely: product attributes, 

intangible goods, benefits for customers, the relative 

price, the use or application, users or customers, 

famous people, lifestyle or personality, classes of 

products, competitors, and the country or geographic 

region. Brand equity is largely supported by the 

association which made by customers with brand, 

which contribute to the brand image. 

The success of the marketing program is reflected in 

the creation of a favorable brand association. 

Consumers who believe that brands have the attributes 

and benefits that satisfy their needs and desires, will 

form a positive brand attitude. The power of brand 
associations depend on how the incoming information 

of consumers and how it is maintained as a part of the 

brand image. The existence of the association that is 

evaluated in a powerful and enjoyable way will 

become the uniqueness of the brand and will imply 

superiority over other brands. 

 

III. RESEARCH METHODE 

 

This research is a research in the field of management 

science of marketing, primarily focused on the field of 

international marketing management and consumer 
behaviour and more specialized in the study of country 

of origin (COO) and the association of the brand. 

Observations made on electronic products customers 

in the city of Pontianak. This research is a conclusive 

research in the form of causal research, where 

according to Maholtra (2004) causal research is one of 

conclusive research which primary purpose is to 

obtain evidence about the causal relationships 

(relationship causal). 

In this research, the target population is all customers 

of brand electronic products in the city of Pontianak, 
West Kalimantan who buy electronic products 

category of the Sony brand TVS, Sharp, Panasonic, 

Toshiba, Sanyo, Samsung, LG. Sample withdrawal 

techniques is a non probability sampling in the form of 

convenience sampling, and the number of samples are 

as much as 100 respondents. Product category and 

brand is determined by consideration of the existence 

of a similarity in product categories that are owned by 

each brand. Countries where manufacturing is 

observed in this research is Indonesia, while the 

country of brands is Japan (Sony, Sanyo, Sharp, 

Panasonic, Toshiba) and Korea (LG, Samsung). 
Data collection using a questionnaire distributed 

directly to respondents. The questionnaire contained 

respondents' assessments about the country of the 

brand, the country of manufacture and the brand 

association. Data analysis uses multiple linear 

regression analysis. 

In order to obtain complete and accurate data, it is 

necessary to make an operational definition of a 

variable as a basis for creating valid and reliable items. 

The definition and operationalization of variables 

explains the definition of research variables and the 
indicators measuring these research variables. 

 

1) Country Of Brand 

Country of brand origin is generally the customer 

assessment towards the brand country of origin based 

on the information received from various sources, that 

reflected from the knowledge of the country as a 

manufacturer of reliable, technologically superior, and 

leading, as well as the assessment of the people who 

come from these countries (Kotler et al.,1993; Pappu 

et al.,2007; Yassin et al.,2007). Assessment of the 

State of origin brand in this research was conducted in 
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Japan and Korea. The measurement is done through 2 

indicators i.e. Country Belief and Affect People 
(Pappu et al.,2007; Yassin et al.,2007). Country Belief 

Indicator reflects the assessment of Japan/Korea as a 

manufacturer of reliable, technologically superior and 

leading peoducts (Kotler et al.,1993; Pappu et 

al.,2007; Yassin et al.,2007). These indicators are 

stated in 3 items, which are : dependable product 

performance (assessment of the customers towards 

Japan/Korea as a reliable manufacturer), recognizable 

brandname (assessment of the customers that the 

Japan/Korea as countries of origin from the leading 

brands), and technological advance (assessment of the 

customers towards Japan/Korea as a manufacturer of 
technologically superior). Indicators of People Affect 

reflect the assessment towards those who come from 

the country of origin of the brand i.e. Japan/Korea, 

which further elaborated in 2 items: workmanship 

(assessment of the customers towards the workforce 

that originated from Japan/Korea), discipline 

(assessment of customer towards the discipline people 

who originated in Japan/Korea). 
 

2) Country Of  Origin Manufacture 

Country Of Origin Manufacture, assessment of the 
customers in general towards the country where the 

products are manufactured on the basis of information 

received from various sources (Kotler et al.,1993; 

Pappu et al.,2007; Yassin et al.,2007). Assessment of 

the country of fabrication in this study is in Indonesia. 

The measurement is done through 2 indicators i.e. 

Country Belief and Affect People (Pappu et al.,2007; 

Yassin et al., 2007). Indicators of Country Belief 

reflects the assessment towards Indonesia as the place 

of production of a product that is reliable, 

technologically superior and leading (Kotler et 

al.,1993; Pappu et al., 2007; Yassin et al., 2007). These 
indicators are spelled out in three items, namely : 

Dependable product performance, Recognizable brand 

name, Technological advance (Pappu et al.,2007; 

Yassin et al.,2007). Dependable product performance 

(assessment of the customers towards Indonesia as a 

location of a reliable production of products), 

recognizable brandname (assessment of customers 

that trusted Indonesia as a country that produce 

leading brands), technological advance (assessment of 

the customers towards Indonesia as the place for the 

production of technologically superior 
products).Indicators of People Affect reflect the 

assesment towards people who originated from 

Indonesia, which is further elaborated in 2 items 

:workmanship (assessment of the customers towards 

the workforce from Indonesia) and discipline 

(assessment of the customers towards the discipline of 

Indonesian people). 

 

3) Brand Association 

The Association of the brand is the perception of the 

customer towards all things related to customer's 

recollection of a brand (Aaker, 1991,1996; Keller, 

1993,1998).  Measurement of brand association 

variable in this study was conducted over 4 indicators 
i.e. intangible attributes, benefits, the use of/aplikasi 

and the class of products (Aaker, 1991).  Intangible 

Attributes; assessment of the customers towards the 

brand associated with the intangible things or 

attributes that is commonly known from the brand 

product. These indicators are elaborated in the 

statement items namely television brand X is 

increasingly known as a reliable television 

technology.  Benefits; assessment of the customers 

towards the brand associated with the benefits of the 

product, which is assessed on the basis of compliance 

with price of the brand. These indicators are spelled 
out in a statement item i.e. price television brand X 

corresponds to the benefits derived. Competitors; 

assessment of the customers towards the brand 

associated with its existence rather than its 

competitors. These indicators are elaborated in the 

statement items namely television brand X is superior 

compared to other brands of televisions.  The use 

of/aplikasi; assessment of the customers towards the 

brand associated with the use of television. These 

indicators are elaborated in the statement items 

namely television brand X power-saving. Classes of 
products; assessment of the customers towards the 

brand associated with a product category. These 

indicators are spelled out in a statement item that is 

brand X is the leading brand in the category of 

television products.  

 

IV. RESULT AND DISCUSSION 

 

The characteristics of consumers will affect consumer 

behaviour in making the buying decision process. The 

respondents in this study mostly have the 

characteristics that vary well both in terms of gender, 
age, education, occupation and income. The majority 

of respondents are women, aged between 20 and 30 

years old, educated and have a high school degree, 

profession as a private employee, and the range of 

income is from Rp 1 million to Rp 3 million.  

Major brands consumed by respondents i.e. as many as 

57% of the respondents are users of the brand LG and 

Samsung from Korea. As many as 43% of the 

respondents is the user of the brand Sanyo, Sharp, 

Sony, Panasonic and Toshiba that came from Japan. 

As for the reason why the respondent purchased the 
brands are the majority of respondents suggested that 

the reason they bought the brand is due to the good 

quality, affordable price, more durable and long 

lasting, better image quality, save electricity and 

famous brands. The purchase of television generally 

done in electronic specialty stores (95%), and the rest 

of them is at Hypermart. As many as 58% of 

respondents also use other brands. Other brands of 

Television used by the respondents still largely 

dominated by brands that originated from Japan and 

Korea, as observed in this study. Only a small fraction 

of respondents are using other brands originating from 
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China and Indonesia including Polytron, Akari, TCL 

and Changhong. Various reasons to consume other 
brands presented by respondents, one of the most 

important is because of the cheaper price (17%) and 

the brand name is already known (11%). 

The respondent stated that the source of information 

about Japan and Korea as a country of origin of TV 

brand in use nowadays derive from the television 

media, and only a small proportion of respondents 

(2%) who know it through the direct visits to those 

countries. Generally the respondents in this study have 

never traveled to the country of Japan and Korea. 

Visits to other countries other than Japan and Korea 

have never been done by 24% of respondents. The 
most visited country is Malaysia. It is quite 

understandable because the geographical condition of 

West Kalimantan that is adjacent and bordered by the 

country of Malaysia. 

The average responses of respondents about the brand 

country of origin namely Japan and Korea are on a 

high scoring, it shows in a mean of 4.14 (agree). The 

findings of this research proves that the reputation of 

Japan as industrialised countries which have long 

existed and Korea as new industrial countries resulting 

in a high scoring of both countries. Overall average 
responses respondents about the country of fabrication 

located in Indonesia is on the intermediate assessment, 

it shows a mean of 3.20 (neutral). The findings of this 

research show that Indonesia's reputation as a Less 

Developed country has been assessed for having a 

good enough ability to manufacture products such as 

electronic television. However, the assessment looks 

lower on the performance of labor discipline of 

Indonesian people.  

Overall average responses respondents about the 

television brand associations observed, namely LG, 

Samsung, Sanyo, Sony, Toshiba, Panasonic and Sharp 
are high.  The findings of this research proves that 

brands observed i.e. LG, Samsung, Sanyo, Sony, 

Toshiba, Panasonic and Sharp is indeed a television 

brand that have been in the market for a while. These 

brands are classy and famous for its quality, design 

and technology.  

The magnitude of the influence of country of brand 

and the country of manufacture towards brand 

association showed significant effects. This appears at 

the significance of value that is greater than 0.05. It 

means that the magnitude of the simultaneous 
influence of findings in this research can be 

generalized towards the whole population. These 

findings shows  that memories of consumers towards a 

certain brand is affected by its country of origin, in 

both the country of origin or the country where the 

brand products are manufactured. This happens when 

people tend to assess the quality of the brands and the 

products based on the country of origin. Country of 

origin acted as extrinsic cues to judge the quality of the 

product and the brand. The reputation of the country of 

origin is often becomes the hallo efect in its 

assessment of the quality of products originating from 

these countries. Moreover, if the country is known as a 

country that excels in producing a particular product 
category. For example, Japan is very well known as a 

manufacturer of good quality electronic products, shoe 

producing countries as Italy and France as the leading 

country in the fashion industry. This research proves 

that the country of origin that covers brand country of 

origin and the country where the significant effect 

against the manufacturing of brand association in the 

category of television products.  

Data processing using multiple linear regression 

analysis shows that the coefficient value of 0.440, 

indicates that the country of brand has a positive effect 

on brand association.  The better the assessment of the 
country of brand will have an impact on the higher 

assessment of the television brand association. 

Significance test showed that the magnitude of the 

influence of country of brand towards brand 

association is significant, it shows on the value of 

smaller significance of 0.05. This means that the 

magnitude of the influence of country of brand 

towards brand association in this study can be 

generalized to the entire population.  

The coefficient value of 0.001 indicates that the 

country of manufacturer has a positive effect on brand 
association. The better the assessment of the country 

of manufacture will have an impact on the higher 

rating of the television brand association. However, 

the significance test shows that the magnitude of the 

influence of the country of manufacture on brand 

associations is not significant, seen at a significance 

value greater than 0.05. This means that the magnitude 

of the influence of manufacturing countries on brand 

associations in this study cannot be generalized to the 

entire population. 

Japan and Korea as a country of brand that is observed 

in this study is indeed a powerful industrialized 
countries known as the producer of electronic 

products. Electronic products produced by these 

countries dominate the world market widely, 

Indonesia's market was no exception. The famous 

name of the country that contributed on everything 

that comes from the country, including the brands and 

products that come from these countries.  Thus, the 

condition of the country has a positive reputation, the 

better assessment of the country of origin gives an 

impact towards any association of people about the 

brands that come from those countries. This fact is 
shows in this study. 

Indonesia as the country of origin of the place of 

manufacture observed in this study is indeed a 

developing country which is known for many well 

known brands of electronic products manufacturers 

including those originated from Japan and Korea. 

Compared between Japan and Korea as a country of 

brand origin, and Indonesia as country of 

manufacturing, there is a difference of assessment 

where the assessment of Indonesia is lower. This may 

explain the fact that the condition of Indonesia’s 

industrial progress is not higher than that of Japan and 
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Korea. That is why the Association of electronic 

products famous brands that exist in consumer’s 
memory is affected by these brand and country of 

origin is not affected by the country where the product 

is manufactured.  

 

V. CONCLUSION 

 

This research concluded that the country of origin 

affects positively and significantly influential towards 

the brand association, but the countries where 

manufacturing is done is not significantly affects the 

Association brand. The better the assessment of the 

brand country of origin will have an impact on the 
increase brand association.  

The implications of this research shows that first, the 

brands that came from the country's leading expert on 

a particular product category, should reveal the "made 

in" labels on products marketed abroad. The good 

reputation of the country will positively affect on 

everything that comes from the country including 

brand and products originated from that country. 

Moreover in this study prove that people’s memories 

towards everything are related to the brands and tend 

to be influenced by the country of origin of the brand. 
Second, exposing the message of the country of origin 

on the promotion. Exposing the country of origin can 

be in the use of language, advertising or advertising 

model scenarios that reveal the country of origin 

product in question. 
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