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Abstract

The study aims to examine the effect of country of origin image, product knowledge and
involvement on purchasing decisions for instant noodles Purchase. This study uses primary data
obtained by distributing questionnaires to 105 respondents selected using the Hair et al. formula
(2019). The data analysis method used is multiple linear regression method with the help of SPSS.
The results of the study are that the image of the country of origin and product knowledge have no
effect on purchasing decisions for Nongshin brand instant noodles, and product involvement has a
positive and significant effect on decisions. The suggestion of this study is that if the company that
contributes to the food industry, especially the Nongshin brand instant noodles, to be able to
continue to innovate the product into the best product according to consumer needs.

Keywords : Country Of Origin Image, Product Knowledge, Product Involvement, Purchasing
Decisions.

BACKGROUND

Imported processed food products are a familiar food in Indonesia. This can be proven by
the large number of imported processed products spread in various supermarkets in Indonesia, both
food and beverages. Based on statistical data obtained by researchers in 2022, the number of
imported consumer goods entering Indonesia was quite large and fluctuating.
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Source: Central Bureau of Statistics, 2022
Figure 1.1 Indonesia's Consumer Goods Import Data

Data from the Central Statistics Agency (BPS) data shows that imported processed food products
always change from year to year. In 2021 the number of imported products has increased by
10.29% and in 2022 it has decreased by 11%, which will continue to change in the following year,
resulting in the number of imported goods consumed in Indonesia decreasing or increasing with the
number of imported goods consumed in Indonesia. There are many things that influence the
decision to purchase imported products by consumers, such as one of them is the image of the
country of origin. Consumers will consider which country the product comes from. There are many
reasons for consumers to consider the country of origin of the product, including brand trust and
reputation.
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Some countries are known for their quality brands and good reputation in certain industries.
Consumers tend to trust and feel safer using products from countries that have a good image and
reputation. The country of origin can provide initial clues about product quality and safety
standards. In research (Hunjra et al., 2015), the image of the country of origin is one of the most
important issues that greatly influences consumer purchasing decisions. In Indonesia itself, there
are many instant noodle products, but it still makes people want to try instant noodles from other
countries. Like instant noodles from Korea which are commonly called Ramyun. We can see that
there are several instant noodles from Korea circulating in Indonesia, one of which is the Ramyun
noodle brand Nongshin. Nongshin is a product from South Korea which is widely imported to
several countries, one of which is Indonesia.

Daftar merek mi instan yang paling banyak dikonsumsi
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Figure 1.2 List of Most Consumed Noodle Brands in 2022
It can be seen from the data that the level of popularity of Ramyun Nongshin noodles is at the
lowest level of other instant noodle brands. From the above phenomenon, it can be concluded that
several things cause the instability of sales of Nongshin noodle products so that the popularity of
nongshin noodles is less in demand by Indonesian consumers, be it in terms of price or price
quality, or even the variety of nongshin noodle products. And based on this background, the
authors are interested in conducting research. Researchers want to look further into consumer
impressions of the Nongshin brand instant noodles and how consumer impressions influence
purchasing decisions for nongshin products. And with the title "The Effect of Country of Origin
Image, Product Knowledge and Product Involvement on Purchasing Decisions for Nongshin Brand
Instant Noodles".

THEORETICAL BASIS

Purchasing decisions are a process where consumers go through five stages, namely product
recognition, information search, alternative evaluation, purchase and post-purchase decisions. This
process begins long before the actual purchase and has a long impact on it. A purchase decision is a
choice of two or more alternatives to be selected, which means that a person can make a decision
there must be several alternatives to choose from. Purchasing decisions affect how the decision-
making process (Kotler and Keller, 2016). The concept of the country of origin of a product has
evolved, giving rise to new terminology. Listiana (2012) also explains several terms derived from
the concept of country of origin, namely country of design, country of manufacture, country of
assembly and country of parts, all of which indicate that some global and multinational companies
no longer carry out full-range domestic production. Based on some of the definitions of country of
origin above, it can be concluded that country of origin refers to a person's perception or mental
image of product quality based on the country of origin of the product or brand. So that the value
that appears in consumer perceptions of products will be different from other products. Knowledge
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about a product A product is something that is very real and absolutely necessary to be delivered by
a product maker in directing about the product he offers to customers. Teaching or sharing
knowledge with someone is owned by this product by other products by other products. product
involvement Involvement is the extent to which consumers are personally attached to a product,
brand, or object. Consumers are considered engaged when they feel that a product has a personal
connection to them. Being involved in a product involves elements of understanding and feeling.

Data Analysis Techniques and Methods
Y = a + B1X1 + B2X2 +p3X3 +e

Description:

Y: dependent variable Purchase decision
o : Constant

B : Regression Coefficient

X1: country of origin image

X2 : product knowledge

X3 : product involvement

e : Error term

RESULTS AND DISCUSSION
Validity Test

Reliability test in this study was measured using processed using the SPSS Version 29.0

programme.
Tabel 4.1
Uji Validitas dan Reabilitas
Variables Stateme Validity Reliability
nt
tabel Phitun Cronbach Alpha
g
Home X1.1 0.191 0.77
Country Image 7
X1.2 0.191 0.82
9
X1.3 0.191 0.68
3
X1.4 0.191 0.63
8
X1.5 0.191 0.78
6
Product X2.1 0.191 0.79
Knowledge 6
X2.2 0.191 0.87
4
X2.3 0.191 0.87
7
X2.4 0.191 0.81
7
X2.5 0.191 0.73
4
Product X3.1 0.191 0.74
Engagement 7
X3.2 0.191 0.86
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X3.3 0.191 : 0.88
X3.4 0.191 40.86
X3.5 0.191 : 0.87
X3.6 0.191 : 0.81
Purchase Y.l 0.191 . 0.86 0.937
Decision 6
Y.2 0.191 0.89
Y.3 0.191 : 0.88
Y.4 0.191 : 0.91
Y.5 0.191 :0.92

Based on Table 4.7, it can be seen that all question items from the variables of country of
origin image, product knowledge, product involvement, and purchasing decisions have a value of
rcount> rtable (0.191) or 0.05 so that all question items are declared valid. Furthermore, based on
Table 4.7, it can be seen that all variables, namely country of origin image, product knowledge,
product involvement, and purchasing decisions have a Cronbach's Alpha value greater than 0.6 so
that the instrument is declared reliable.

Multiple Linear Regression Analysis

Tabel 4.2
Multiple Linear Regression Analysis
Standardiz
. ed
Model S T
g.
B Std. Beta
Error

(Constant) 49 .32 1,498 1

2 9 38
Home - ,09 -,032 -,528 5

Country Image ,048 0 99
Product ,15 ,09 ,136 1,661 1

Knowledge 8 5 00
Product 75 ,08 744 9,291 0

Engagement 5 1 01

Source: research results, data processed 2023

Based on table 4.10, the multiple linear regression results are obtained as follows:
Y =+ BIX1 + B2X2 + B3X3 +e
Y =,492-0,048+0,158+0,755+ ¢
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1). From the statements obtained from multiple regression data, it can be interpreted that
constanta value of 2.463 this shows that if the independent variable is worth (0) or where the
situation when the dependent variable (purchase decision) has not been influenced by other
independent variables, namely variable X (country of origin image, product knowledge and
product involvement).

2). The regression coefficient value of X1 (country of origin image) of -0.048 means that if the
compensation variable X1 increases by one unit, the value of Y (purchasing decision will
decrease by -0.048, it can be explained that variable X1 (country of origin image) has the
opposite direction.

3). The regression coefficient value X2 (product knowledge) of 0.158 means that if the variable
(product knowledge) increases by one unit, the value of Y (purchasing decisions) will
increase by 0.158.

4). The regression coefficient value of X3 (product involvement) of 0.629 means that if the
variable (product involvement) increases by one unit, the value of Y (purchasing decisions)
will increase by 0.755.

Coefficient of Determination (R2)

The Coefficient of Determination (R2) is a matter of knowing the extent to which the
accuracy or suitability of the regression line to be formed in representing a group of data or
measuring the effect of independent variables on the variation of the dependent variable, with 0 <
R2 < 1. In statistics, the coefficient of determination (R2) is used for statistical models whose main
purpose is to predict future results based on other related information.

Tabel 4.3
Coefficient of Determination
M R R Adjusted R Std. Error of the
odel Square Square Estimate
1 8 ,696 ,687 2,50199
35°

Based on table 4.11 the coefficient of determination with the Adjusted R Square value shows
the magnitude of the contribution of the influence of the independent variable on the dependent
variable in a model. The value of Adjusted R Square is 0.687 or 68.7%. This shows that the
magnitude of the influence of the independent variables (country of origin image, product
knowledge and product involvement) on the dependent variable (purchase decision) of 0.696 or
69.6%.

1), Namely the image of the country of origin has a positive and significant effect on purchasing
decisions for nongshing brand instant noodles, is stated to be not supported or does not
occur.

2). The effect of product knowledge on purchasing decisions

The t test results which can be seen in Table 4.12 state that the product knowledge variable (X2)
shows the results of the value of tcount < t table from the results showing the tcount of 1.661
while the t table is 1.983, it can be concluded that the product knowledge variable has a
partially insignificant effect on purchasing decisions. So hypothesis 2, namely product
knowledge has a positive and significant effect on purchasing decisions for nongshing brand
instant noodles, is stated to be not supported or does not occur.

3). The t test results which can be seen in Table 4.12 state that the product involvement variable
(X3) shows the results of the value of tcount> ttable from the results showing the tcount of
9.291 while the ttable is 1.983, it can be concluded that the product involvement variable has
a positive and significant effect partially on purchasing decisions. So hypothesis 3, namely
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product involvement has a positive and significant effect on purchasing decisions for
nongshing brand instant noodles, is stated to be supported or accepted.

Simultaneous Test (F Test)

Tabel 4.4
Simultaneous Test (F Test)
Model Sum of Df Mean F Si
Square Square g.
Regression 58,020 3 19,340 77,266 <,
001"

Residual 25,294 101 6,260
Total 83,314 104

Based on table 4.13, the Fcount value is 77.266 where the Ftable value is 2.69 which is
obtained from dfl = (n-k). So dfl = (4-1) = 3, while df2 = (105-4) = 101. So the value of Fhitung>
Ftabel. This means that simultaneously the independent variables, namely the image of the country
of origin (X1), product knowledge (X2) and product involvement (X3) included in the model have
a simultaneous influence on the dependent variable, namely the purchase decision (). So it can be
concluded that hypothesis 4 is accepted.

Conclusion

Based on the results of data analysis and hypothesis testing conducted Multiple regression
analysis with the SPSS 29.0 version program Where to test three hypotheses with the object
Nongshin brand instant noodles This research. These hypotheses include the effect of country of
origin image on purchasing decisions, product knowledge to assist in purchasing decisions, and
Products involved in purchasing decisions and conclusions can be drawn It is:

1. The image of the country of origin does not have a positive and significant effect on
purchasing decisions for Nongshin brand instant noodles on Economics and Business faculty
students at Malikussaleh University and it is stated that hypothesis 1 is not supported. This
proves that the image of the country of origin is not an important factor that consumers
consider when making a purchase.

2. Product knowledge has an insignificant effect on decision making Hypothesis 2 is not
supported when buying Nongshin brand instant noodles at the Economics and Business
faculty student at Malikussaleh University. Because they have no knowledge of the product.
Because if consumers do not have knowledge about the product and do not identify the
product correctly, consumers do not have a desire for the product.

3. Product involvement has a positive and significant effect on decision making Hypothesis 3 is
supported when buying Nongshin brand instant noodles for Economics and Business faculty
students at Malikussaleh University. this problem proves that purchasing decisions for
nongshin brand noodles at Malikussaleh University arise when consumers have a high
interest in the product.
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