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INSPIRING QUOTES 

“There are no limits to what you can 

accomplish, except the limits you place on 

your thingking.” 

(Brian Tracy) 
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ABSTRAK 

Perkembangan pasar otomotif di Indonesia terus meningkat melihat kebutuhan 

akan transportasi yang tinggi.  Hal ini terbukti dari pelaku pasar otomotif yang masuk 

ke pasar Indonesia seperti Wuling Motors asal negara Cina. Namun dengan alasan itu 

Wuling terhambat dengan stigma buruk karena berasal dari Cina yang memiliki kesan 

berkualitas buruk. Maka pada penelitian ini diajukan untuk mengetahui apakah negara 

Cina memiliki pengaruh terhadap mobil merek Wuling yang dilihat berdasarkan 

country image negara Cina yang mempengaruhi product image, perceived risk, dan 

trust terhadap purchase intention mobil merek Wuling, Dan juga country of origin, 

negara Cina yang mempengaruhi product image, perceived risk, dan trust terhadap 

purchase intention mobil merek Wuling. 

Model teoritis dalam penelitian ini menggunakan descriptive analysis design 

dengan metode nonprobability sampling, menggunakan judgmental sampling dan 

disampaikan dengan 11 hipotesis yang akan diuji menggunakan Structural Equation 

Model. Sampel dalam penelitian ini berjumlah 150 responden yang mengetahui mobil 

merek Wuling dan tidak memiliki mobil merek Wuling. Hasil analisis menunjukan 

bahwa data terbukti mendukung country image berpengaruh signifikan terhadap 

product image dan trust, lalu data terbukti mendukung country of origin berpengaruh 

signifikan terhadap product image, perceived risk, dan trust. Sementara itu country 

image terhadap perceived risk dan product image terhadap perceived risk tidak terbukti 

mendukung hipotesis. Hasil penelitian ini menyimpulkan bawha stigma negatif 

mengenai persepsi produk asal Cina buruk telah terpatahkan. 

Penelitian ini diharapkan dapat memberikan wawasan kepada pembaca mengenai 

faktor yang mempengaruhi niat pembelian. Batasan penelitian ini hanya dijangkau 

dalam wilayah Jabodetabek, maka dari itu akan lebih baik untuk penelitian selanjutnya 

dapat menjangkau wilayah lain yang lebih luas. 

Kata kunci: Country Image, Country of Origin, Product Image, Perceived Risk, Trust, 
Purchase Intention, Consumer Behavior, Automotive. 
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ABSTRACT 

The development of the automotive market in Indonesia continues to increase in 

view of the need for high transportation. This is evident from the automotive market 

players who entered the Indonesian market such as Wuling Motors from China. But for 

that reason Wuling was hampered by a bad stigma because he came from China which 

had a bad quality impression. So in this study was proposed to find out whether the 

Chinese state has an influence on the Wuling brand car which is seen based on the 

country image of China which affects the product image, perceived risk, and trust on 

the purchase intention of the Wuling brand car. product image, perceived risk, and 

trust on the purchase intention of the Wuling brand car. 

The theoretical model in this study uses descriptive analysis design with 

nonprobability sampling method, using judgmental sampling and delivered with 11 

hypotheses to be tested using Structural Equation Model. The sample in this study 

amounted to 150 respondents who knew the Wuling brand car and did not have a 

Wuling brand car. The results of the analysis showed that the data proved to support 

the country image had a significant effect on product image and trust, then the data 

proved to support the country of origin have a significant effect on product image, 

perceived risk, and trust. Meanwhile the country image of perceived risk and product 

image of perceived risk is not proven to support the hypothesis. The results of this study 

conclude that the negative stigma about the perception of poor Chinese products has 

been broken. 

This research is expected to provide insight to the reader about factors that 

influence purchase intention. The limits of this research are only reached in the Greater 

Jakarta area, therefore it would be better for further research to reach other wider 

areas. 

Keyword: Country Image, Country of Origin, Product Image, Perceived Risk, Trust, 
Purchase Intention, Consumer Behavior, Automotive. 
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