DAFTAR ISI

ABSTRAKSI ...ttt
KATA PENGANTAR ...coociiiiiiiiiicceeeeccecee e
DAFTAR ISL ..ot
DAFTAR TABEL ....coooiiiiiiiiii e
DAFTAR GAMBAR ..ottt

BAB 1

PENDAHULUAN ..o
1.1 Latar Belakang ..........ccccccoovviiiiiieiiiieeciiee e,

1.2 Rumusan Masalah..........coooviveeoiieiieeeeee e
1.3 Tujuan Penelitian...........ccccccevvvieenciiiieeiiieeeiiee e,
1.4 Manfaat Penelitian...........eeeeeieeiiiiiiiieeeeeeeeeeeeee

1.4.1 Manfaat AKademis.........oeeeviveeeeiiiiiieeeiee e,
1.4.2  Manfaat PraktiS.......cooovvueriiiiiiereeiieee e,

1.5 Tinjauan Pustaka .........cccccoeeiiiieniiiiiiiie e,

1.5.1  Tinjauan Teoretis..........coovvereererieeeecrieeeeeiree e
1.5.1.1  Perilaku Konsumen............cccccccueeeeiicnennnee.
1.5.1.2  Pemasaran ........ccocceeeeieeeeenininiiiiiiecee e
1.5.1.3  Konsep Produk ..........ccceeveiiiieniiieeeiiin e,
1.5.1.4  Country of OFigin .........cccoeevveeevveeencireeeennee.
1.5.1.5 Konsep Persepsi .....cccceeeeevvieeiicirieeeiiieeeeee.
1.5.1.6  Perceived Price ......cccouueeeiieeeiceciiiiieeeeeeienenns
1.5.1.7  Perceived Quality ............cccoevveeeueeieneinraannne.
1.5.1.8  Keputusan Pembelian ...............ccccceeeevennnne.



1.5.2  Tinjauan EMPIris ......cccoeeeviiriiiiiiie ettt 87

1.6 Pengaruh antar Variabel...........ccccocviiiiiiiiiieiiiiiieee e, 114
1.6.1  Pengaruh Country of Origin terhadap Perceived Price................ 114
1.6.2  Pengaruh Country of Origin terhadap Keputusan Pembelian....... 115
1.6.3  Pengaruh Country of Origin terhadap Perceived Quality............. 116
1.6.4  Pengaruh Perceived Price terhadap Perceived Quality................ 117
1.6.5  Pengaruh Perceived Price terhadap Keputusan Pembelian........... 118
1.6.6  Pengaruh Perceived Quality terhadap Keputusan Pembelian....... 119

1.7 Kerangka PemiKiran ............cccocueeieiiiiiieieiiiic e 119

1.8 HIPOTESIS. .uueiriiiiieiees ittt e e e eeeecitit e eeeeeeeetbrreeeeaeeesssennareaeeeeeesasnnnns 127
1.8.1  Tabel Ringkasan Pengaruh antar Variabel.................cccccoeeeneen.n. 129

1.9  Definisi Konsep dan Operasional.............ccceevivieiiieiieiiiiiiiieeeee e, 130
1.9.1  Definisi KONSEP ...ooioiiieiiiiiiie et 130
1.9.2  Definisi Operasional ...........ccccccviiiereiiiiieieiiiee e 131

1.10  Metode Penelitian ............coocueeiniiiiiiiiniiiiiniiciicceceeeee e 138
1.10.1  Tipe Penelitian.........ccceeriiiiiiiiieiiieeiiieeiie et 138
1.10.2 Ruang Lingkup Penelitian...........cccoccciireeiiiiiiiniiiee e, 138
1.10.3  Lokasi Penelitian ..........cccceeiriiiirniiriiieiiieeiite et 139
1.10.4 Populasi dan Sampel............ccceeeiiiiiiiiiiiiiiieeeeceee e, 139

1.10.4.1  POPUIASI...etiiieiiiiiee et 139
1.10.4.2  Teknik SAmpling .........coceevviiieiiiiiiieiiieeeeieie e 140
1.10.5  Sumber Data.......ccoeeiiiiiiiiiiiiiiieec et 141
1.10.6  Teknik Pengumpulan Data..........c..ccccvvieeieciiieeiiiiiie e 142
1.10.7 Skala Pengukuran Data...........cccccoeeiiiiiiiiiiiiie e 142
1.10.8  Uji Instrumen Penelitian ............cccooeeeiiiiiiiiiiiiiiie e 143
1.10.8.1  Uji Validitas ...cocueeviiieiieiiiiieeiiceecieeecec e 143
1.10.8.2  Uji Reliabilitas..........cceiieiiiieiiiiiieieeeeeeeiiieeeee e 144
1.10.9  Teknik Analisis Data .........cocceieiiieiiiiieniiieniie e 146
1.10.9.1  Analisis Statistik Deskriptif..........cccoeiiiriiiiiiniiiiieeiiieeen, 146

X1



1.10.9.2 Analisis Statistik Inferensial ..............ooooiimimioeiiiiiiiiiiiin. 146

1.10.9.3 SEM dengan PLS ..........ccoooiiiiiiiiiiiee e 147
1.10.9.4 Model Pengukuran (Outer Model) ............ccccceoeeueveeeecnnnnnnn. 148
1.10.9.5 Model Struktural (Inner Model).........cccccoveeueeeieccineeannnnnn. 149
1.10.10  Uji HIPOTESIS weeeeeeeiiiieeeieieeeeiie et e ettt e e e e e ens 150
1.10.11.1  Uji BOOISIAPIAG ......eeeeeeeeeeee e 150
BAB II

GAMBARAN OBJEK PENELITIAN ....coooiiiiiiiiiiiiiie et 151
2.1 Profil Wuling Motors Indonesia............ccccceeviiiiieniiiiiieiee e 151
2.1.1 Sejarah Wuling Motors Indonesia...........cccceeeevieeeieiieieeciiee e 151
2.1.1  Visi dan Misi Wuling Motors Indonesia...............cccvvvvveeeeeeninnnins 152
2.1.2 Logo WUling MOtOTS .....ccceieeiiiiiiiiiieeeeeeeciiiiiereeeeeeeesiivreveaeeee e eaenens 152
2.1.3 Pencapaian Wuling Motors di Indonesia...........c.ccccceeeeeeiiiinennneenn. 154
2.1.4 Produk Wuling Motors Indonnesia ............ccccccveeeeeeivireeeciniee e 159
2.2 Gambaran Country of Origin Wuling Motors Indonesia..................... 168
2.3 Gambaran Perceived Price Wuling Motors Indonesia........................ 170
2.4 Gambaran Perceived Quality Wuling Motors Indonesia..................... 171
2.5  Gambaran Keputusan Pembelian Wuling Motors Indonesia............... 173

BAB III
HASIL DAN PEMBAHASAN ..ottt et 176
3.1  Uji Kualitas Instrumen dan Data...........ccccooeeiiiiiiiiiiiiiiniiiee e 176
3.1.1 Uji Validitas dan Reliabilitas............cccovireiiciiiiiiciiiee e 176
3.2 Karakteristik Responden...........ccoccviiiieciiiiienciiiee e 180
3.2.1 Tingkat PendidiKan.............ccueeeeeiiiiiiiiiiieeiie e eiee e eerae e 180
3.2.2 Tingkat Pendapatan ............ccccceeeeuiieeeoiiiieeiiie et 181
3.3 ANalisis Data ...oocueiiiiiiiiie e 183
3.3.1 Analisis Statistik DesKriptif...........cccooeeviiiiiiiiiiriiiieiece e, 183
3.3.1.1 Analisis Statistik Deskriptif Variabel Country of Origin ........... 184

xii



3.3.1.2 Analisis Statistik Deskriptif Variabel Perceived Price .............. 198

3.3.1.3 Analisis Statistik Deskriptif Variabel Perceived Quality ........... 209
3.3.1.4 Analisis Statistik Deskriptif Variabel Keputusan Pembelian...... 230
3.3.2 Analisis Statistik Inferensial ............cccoooiiiiiiiiniinicees 238
3.3.2.1 Evaluasi Model Pengukuran (Outer Model) ...................c......... 238
3.3.2.2 Evaluasi Model Struktural (Inner Model).................cccceuvvvvne.... 243
3.3.2.3 Uji HIPOLESIS..eeeiauuiiieeeiiiiieeiieieeeiiieeeeeiiee e et e s eereee e sesaea e e 248

3.4 Pembahasan..........cccccioiiiiiiiiiiiiie e 254
3.4.1 Pengaruh Country of Origin (X) terhadap Perceived Price (Z1)....... 254

3.4.2 Pengaruh Country of Origin (X) terhadap Keputusan Pembelian (Y)255
3.4.3 Pengaruh Country of Origin (X) terhadap Perceived Quality (Z2) ...256
3.4.4 Pengaruh Perceived Price (Z1) terhadap Perceived Quality (Z2) .....258
3.4.5 Pengaruh Perceived Price (Z1) terhadap Keputusan Pembelian (Y). 259
3.4.6 Pengaruh Perceived Quality (Z2) terhadap Keputusan Pembelian (Y)

................................................................................................................ 260
3.4.7 Pengaruh Perceived Price (Z1) terhadap Keputusan Pembelian (Y)
melalui Perceived QUality (Z2) .....ccoeueeeeeuiieeeecciiie e et ns 262
3.4.8 Pengaruh Country of Origin (X1) terhadap Keputusan Pembelian (Y)
melalui Perceived Price (Z1).........oouicciiieeiie et 262
3.4.9 Pengaruh Country of Origin (X1) terhadap Keputusan Pembelian (Y)
melalui Perceived Quality (Z2) ........cccoovuuveiiieiieeiiiciiiie e e eeeeciiieee e, 263
3.4.10 Research NOVEIL) .............ccoeecuuuiiiiaieieieiciiiieae et eee e 264
BAB IV
KESIMPULAN DAN SARAN ...ttt 266
4.1 KeSIMPUIAN ....oviiiiiiiiie ettt e e 266
TN T ¥ | 1 USSR 271
DAFTAR PUSTAKA ...ttt ettt 277
LAMPIRAN ...ttt ettt et et ee et e e e e eneeeetaeeneees 284

xiii



DAFTAR TABEL

Tabel 1. 1 Produksi Mobil di ASEAN 2021-2022 ......cccouiiieieiieeeiiiee e 2
Tabel 1. 2 Penjualan Mobil di ASEAN 2021 - 2022......cccoivieieiiiieeciiee e 3
Tabel 1. 3 Merek Mobil di Indonesia Berdasarkan Negara Asal ........................... 3
Tabel 1. 4 Penjualan Ritel Mobil di Indonesia Priode Tahun 2022 —2023............ 5
Tabel 1. 5 Komparasi Harga dan Wholesales Wuling Almaz dan Honda
CRV ettt et e h e et ettt et e et e et b e enaean 6
Tabel 1. 6 Contoh opini terkait country of origin produk Wuling ....................... 11
Tabel 1. 7 Contoh opini terkait persepsi harga produk Wuling ................c.......... 15
Tabel 1. 8 Contoh opini terkait kualitas produk Wuling ..............ccccevveeiiiinnenns 19
Tabel 1. 9 Penjualan Ritel Dealer Wuling di D.I Yogyakarta...............ccccueeeennne 22
Tabel 1. 10 Penyesuaian Indikator Minat Beli (Ferdinand, 2016:188-190) sebagai
Indikator Keputusan Pembelian ............ccccceeeeiiiiriiiiiieieiieieeeeeee e 87
Tabel 1. 11 Pemetaan Kajian EMPITis ........ccccooveiiiiiiiiiiiiiiiieeciie e 99
Tabel 1. 12 Ringkasan Pengaruh antar Variabel .............cccccooeeiiiniciiieinnnnne. 129
Tabel 1. 13 Sumber Referensi Indikator Country of Origin ..............c..cccuuue..... 132
Tabel 1. 14 Sumber Referensi Indikator Perceived Price ..........cccccccueeeaenen... 134
Tabel 1. 15 Sumber Referensi Indikator Perceived Quality ............ccccoeeenneen... 135
Tabel 1. 16 Sumber Referensi Indikator Keputusan Pembelian ........................ 137
Tabel 1. 17 Model SKala Likert ...........ooccveiieiciiieieeiiiee et 143
Tabel 3. 1 Hasil Uji Validitas..........cooeeiiiiriiiiiiieeie e 178
Tabel 3. 2 Hasil Uji Reliabilitas ...........ccccooiiiiiiiniiiieee e 179
Tabel 3. 3 Tingkat Pendidikan Responden ............cccccoeeviiiiiiiieniiicniieceie, 181
Tabel 3. 4 Tingkat Pendapatan Perbulan .............cccccccoevviiiiiiiiiiniiiieeee e, 182
Tabel 3. 5 Hasil Statistik Deskriptif X.1.......ccccoiviiiiiiiiiiiiiiieie e 184
Tabel 3. 6 Hasil Statistik Deskriptif X.2.......cccoiiiiiiiiiieiiiie e 186
Tabel 3. 7 Hasil Statistik Deskriptif X.3......cccoiiiiiiiiiiiiiiiieeeie e, 187
Tabel 3. 8 Hasil Statistik Deskriptif X.4.......ccooiieiiiiiiiiiiiiieeee e, 189
Tabel 3. 9 Hasil Statistik Deskriptif X.5......cccccoiiiiiiiiiiiiiie e 190
Tabel 3. 10 Hasil Statistik Deskriptif X.6.....ccccccoeeviiiiiiiiiiiiieiieeeeee e 192
Tabel 3. 11 Hasil Statistik Deskriptif X.7.....cccccceoeviriiiiiiiiiieeiii e, 193
Tabel 3. 12 Hasil Statistik Deskriptif X.8......cccccoovviiiiiiiiiiiiieiieeeeee e, 195
Tabel 3. 13 Rata-rata Statistik Deskriptif Country of Origin...........cccueeeennn.... 197
Tabel 3. 14 Hasil Statistik Deskriptif Z1.1 ......ccoooiiiiiiiiiiieei e, 199
Tabel 3. 15 Hasil Statistik Deskriptif Z1.2 .......ccoooiiiiiiiiiieeeie e, 200
Tabel 3. 16 Hasil Statistik Deskriptif Z1.3 .......ccooooiiiiiiiii e, 202
Tabel 3. 17 Hasil Statistik Deskriptif Z1.4 ..........coooviiiiiiiieieee e, 203
Tabel 3. 18 Hasil Statistik Deskriptif Z1.5 ......ccoooiiiiiiiii e, 205
Tabel 3. 19 Hasil Statistik Deskriptif Z1.6 ..........cocovviiiiiiiiiiiiiiiieeeieee e, 206

X1v



Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.
Tabel 3.

20 Rata-rata Statistik Deskriptif Perceived Price...........c.cccccvveanene... 208
21 Hasil Statistik Deskriptif Z2.1 ......oooiiiiiiiiiiiee e, 210
22 Hasil Statistik Deskriptif Z2.2 .....ccooooeiiiiiiiiiee e 211
23 Hasil Statistik Deskriptif Z2.3 .......cooocoiiiiiieeiiiiie e, 212
24 Hasil Statistik Deskriptif Z2.4 ........ccccoovviiiiiiiiiiiiieeee e, 214
25 Hasil Statistik Deskriptif Z2.5 .....ccooiiiiiiiieeeee e, 215
26 Hasil Statistik Deskriptif Z2.6 .......cooooiiiiiiiiiiieeeeee e, 217
27 Hasil Statistik Deskriptif Z2.7 .......cooccviiiiiieiiiiiiieeecee e, 218
28 Hasil Statistik Deskriptif Z2.8 .......coooviviiiiiieiiiiiiie e, 220
29 Hasil Statistik Deskriptif Z2.9 ......c.coooeiiiiiiiiie e, 221
30 Hasil Statistik Deskriptif Z2.10 ......c.cooveiiniiiiiiiiiiiiieiieeieeeenn 223
31 Hasil Statistik Deskriptif Z2.11 ...coooiiiiiiiiiiieee e, 224
32 Hasil Statistik Deskriptif Z2.12 .....ooooiiiiieiiieeee e, 226
33 Hasil Statistik Deskriptif Z2.13 ....ccooooiiiiiiiiee e, 227
34 Rata-rata Statistik Deskriptif Perceived Quality............................. 229
35 Hasil Statistik Deskriptif Y.1......ooooiiiiiiiiiiiiiiiiieeeeeceiieeeeeee 231
36 Hasil Statistik Deskriptif Y.2. . ..o, 232
37 Hasil Statistik Deskriptif Y.3 . ..o, 234
38 Hasil Statistik Deskriptif Y.4.....cccooiiiiiiiieiee e, 235
39 Rata-rata Statistik Deskriptif Keputusan Pembelian....................... 237
40 Uji Validitas KONVergen ..........eeeieeirieriiiiiiieeeeeeiiiiieie e e e e eeeiivnneenns 239
41 Nilai Fornell-Larcker Criterion .............cccceeeeeeieesciieeieiea e 240
42 Nilai Cross LOAding ...........ccccviiiiioeiiiiiieiieeeee e 241
43 Hasil Uji Composite Realiability ..........cccccooveeiiieeeiciiieeieeeeee. 242
44 Hasil Pengujian R-SqUare.........cccccoeveeiviiiiiiee e, 244
45 Predictive Relevance .............cc.cocccueeeeecinieiiiiiieeeciieeesiie e 246
46 Rata-rata AVE dan R-Square.............cccovveeiiiiiieiieciece e 247
47 Hasil Pengujian HipotesiS........cccuvierireeeiiieiiiieieieeesiiee e 250

XV



Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 1.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 2.
Gambar 3.
Gambar 3.
Gambar 3.

DAFTAR GAMBAR

1 Komparasi Wuling Almaz Pro dan Honda CR-V Prestige................ 7
2 Model Perilaku Konsumen............cccceeeievieieeiiiieeeeiiiee e 27
3 Kerangka Pemikiran ...........ccccceeeveiviieiiciiiiei e 120
4 Model Penelitian Putri et al. (2023).....ccccvveviieeieiiiiiieieeeeeeeeie, 122
5 Model Penelitian Sirus (2023).....ccccciiiiiieeeiieiiiiiiieeee e 123
6 Model Penelitian Putri dan Djamaludin (2024) ............ccccoeeennnee.. 124
7 Model Penelitian Rahayu dan Sutedjo (2022)........cceeeveeiivnnninennnn. 125
8 Model Penelitian...........ceoecuiereeiiiiieeeciiie et 126
O Model HIPOLESIS. ...eeieieiireeieiiiieeeiiiee e ettt e et te e e eraee e e e eaaee e eneenens 128
1 Logo Wuling MOtOTS .......ccccvviieeiiiiiieeeiiieeeciieee et ee e 153
2WUling At EV ..ottt e 160
3 Wuling Binguo EV ... 161
4 Wuling Cloud EV ... 162
S WUlING AIMAZ ....evviiieiiiieiieiiee et e e e e e 163
6 WUIING AIVEZ c.eviiiieeiiieee ettt e 164
7 WUNG COTLEZ ...t eiiiie ettt et e e e e e 165
8 WUlING CONTEIO.....cueviieeeiie ettt 166
9 Wuling FOrmo Series.........cccuireiiriiiieeiiiiieeeiiee e eiie e eiieee e 168
1 Model Struktural...........coeiveeiiiiieiiiiiie et 243
2 Predictive Relevance..............cccoouccueeiiaeeiiiieeeeieeeee e 245
3 Model PLS BootStrapping ...........cccceeeeeeeeeeeeiieeeeeeeeeeee e 248

Xvi



