N International Journal of Economics, Business and Social
il @ . Sciences
JEBSS =~ >N . . o
iena e https: //athallahpublishing.com/index.php/jadsco/index

OPEN ACCESS

Vol. 2, No. 1, 2026 DOL XXXX

How Country of Origin and Brand Image Shape
Consumer Purchase Intention in the Skincare
Market

Indah Julia Triandi', Laura Martinez Ortega?

Universitas Mulawarman, Indonesia
2 Faculty of Business and Economics, Universidad del Norte, Spain
Y P

Corresponding Author: juliatri@gmail.com

ABSTRACT
The skincare industry has experienced significant growth in recent years,
driven by increasing consumer awareness of personal care and product

quality. In this competitive market, consumer perceptions play a crucial role
in shaping purchasing decisions. Among the various factors influencing
consumer behavior, country of origin and brand image are considered
important determinants that affect how consumers evaluate skincare
products and form purchase intentions. This research adopts a quantitative
approach by collecting primary data through structured questionnaires
distributed to consumers who are familiar with skincare products. The
study examines how perceptions related to the origin of a product and the
overall image of the brand influence consumer trust, product evaluation,
and ultimately their intention to purchase. The data are analyzed using
statistical methods to evaluate the relationships among the research
variables and to determine the extent to which country of origin and brand
image contribute to shaping consumer purchase intentions. The findings
indicate that both country of origin and brand image have a significant
influence on consumer purchase intention. Products originating from
countries perceived to have strong reputations in the cosmetics industry
tend to generate higher levels of consumer trust and positive product
evaluations.
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INTRODUCTION

Changes are constantly happening, and to address these changes,
adjustments must be made by both large and small companies. For
instance, during the COVID-19 pandemic, major shifts occurred in the
tields of economics, socio-culture, and health. Companies had to adapt
their operational activities to stay relevant and continue to grow. This
included changes in product demand, procurement of raw materials, and
operational methods shifting more towards digital approaches. This was
especially true for the marketing sector, which needed to consider
changes in consumer needs, affecting demand. People, who limited their
time outside, chose to use their digital devices to seek information and
make transactions. Although the pandemic has passed, behaviors from
the New Normal era have remained embedded in society.

If we examine consumer behavior regarding beauty products,
significant changes have also taken place. Consumers have become more
attentive to health and personal care. Several media outlets have reported
that since the pandemic, consumers have preferred skincare products
over cosmetics (Ngantung, 2020; Trilatifah, 2020). This skincare routine
habit has continued, and the routine use of cosmetics has returned to pre-
pandemic levels now that outdoor activities have normalized. Public
awareness of skin health is increasing, especially among people in large
cities with high pollution levels. Both men and women need skin care,
from facial skin to other areas of the body. Skin care has become essential,
as it can impact their overall health. Many companies offer skincare
products through advertisements and other promotions across various
online and offline media. However, there are still few business owners
who understand their consumers well enough, needing insight into the
most influential factors that drive consumers to purchase their products.
Various studies have been conducted to explore this, including research
on the effects of country of origin (COO) perception, brand image, and
perceived quality on consumers' purchase intentions.

To better understand skincare consumers, it is essential to identify
what drives them to purchase a product. Typically, consumers seek more
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information before making a purchase (Ghalandari et al., 2012), paying
attention to intrinsic and extrinsic factors of the product. Intrinsic factors
include all information directly related to the product, while extrinsic
factors are more variable and unrelated to the inherent qualities of the
product (Rezvani et al., 2017). When knowledge about the intrinsic
qualities of a product is not available, consumers look at the country of
origin to make purchasing decisions (Luong et al., 2017; Dreifald et al.,
2019). Consumers prefer not to spend too much time researching a
product's intrinsic qualities in detail before purchasing but still desire to
make informed buying decisions (Javed et al., 2013; Adenan et al., 2018).

The process by which individuals or consumers select, organize,
and interpret information—known as perception—is more important
than reality itself, as it influences their actual behavior toward the
product (Rahmawati, 2016). In other words, perception greatly drives
consumer actions toward a product. Research by Luong mentions that the
perception of a product's country of origin positively influences
consumers' evaluations, showing a positive effect on purchase interest.
However, this perception may vary for consumers in different countries
(Luong et al., 2017). In another study, the effect of country-of-origin
perception was found to have a more significant impact on luxury
products than on necessity products (Piron, 2000).

Perceived quality is often closely linked with the effect of country
of origin on consumer purchase intent. Research by Lie shows that
country of origin, perceived quality, and brand image influence purchase
intention for Etude House cosmetic products. The study found that
country of origin did not impact the purchase intention for Etude House
cosmetics, while perceived quality and brand image had positive effects
on purchase intent (Lie et al., 2019). On the other hand, Rezvani’s study
concluded that overall, country of origin influences purchase intent,
although there are still limitations regarding other variables that may
impact consumer purchase intent (Rezvani et al., 2012).

Brand influence is often more evident in consumer behavior than
the country-of-origin image. Although the country-of-origin image may
be less favorable, a brand can sometimes override this because of
associations with a particular country (Luong, 2017).

Consumers recognize a product by looking at its intrinsic and
extrinsic characteristics. In many cases, a detailed understanding of the
product may be lacking, and limited product knowledge leaves
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consumers uncertain in determining their purchase intentions. To foster
purchase intentions, consumers often choose extrinsic factors as a
reference for better recognizing the product. Skincare companies need to
understand which extrinsic factors most influence their target consumers,
allowing them to develop strategies to attract these consumers. The next
steps include determining marketing strategies and tactics, from
choosing the right type of promotion and advertising to designing a
comprehensive product marketing process that aligns with their target
consumers.

METHOD

Changes are constantly happening, and to address these changes,
adjustments must be made by both large and small companies. For
instance, during the COVID-19 pandemic, major shifts occurred in the
tields of economics, socio-culture, and health. Companies had to adapt
their operational activities to stay relevant and continue to grow. This
included changes in product demand, procurement of raw materials, and
operational methods shifting more towards digital approaches. This was
especially true for the marketing sector, which needed to consider
changes in consumer needs, affecting demand. People, who limited their
time outside, chose to use their digital devices to seek information and
make transactions. Although the pandemic has passed, behaviors from
the New Normal era have remained embedded in society.

If we examine consumer behavior regarding beauty products,
significant changes have also taken place. Consumers have become more
attentive to health and personal care. Several media outlets have reported
that since the pandemic, consumers have preferred skincare products
over cosmetics (Ngantung, 2020; Trilatifah, 2020). This skincare routine
habit has continued, and the routine use of cosmetics has returned to pre-
pandemic levels now that outdoor activities have normalized. Public
awareness of skin health is increasing, especially among people in large
cities with high pollution levels. Both men and women need skin care,
from facial skin to other areas of the body. Skin care has become essential,
as it can impact their overall health. Many companies offer skincare
products through advertisements and other promotions across various
online and offline media. However, there are still few business owners
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who understand their consumers well enough, needing insight into the
most influential factors that drive consumers to purchase their products.
Various studies have been conducted to explore this, including research
on the effects of country of origin (COO) perception, brand image, and
perceived quality on consumers' purchase intentions.

To better understand skincare consumers, it is essential to identify
what drives them to purchase a product. Typically, consumers seek more
information before making a purchase (Ghalandari et al., 2012), paying
attention to intrinsic and extrinsic factors of the product. Intrinsic factors
include all information directly related to the product, while extrinsic
factors are more variable and unrelated to the inherent qualities of the
product (Rezvani et al., 2017). When knowledge about the intrinsic
qualities of a product is not available, consumers look at the country of
origin to make purchasing decisions (Luong et al., 2017; Dreifald et al.,
2019). Consumers prefer not to spend too much time researching a
product's intrinsic qualities in detail before purchasing but still desire to
make informed buying decisions (Javed et al., 2013; Adenan et al., 2018).

The process by which individuals or consumers select, organize,
and interpret information—known as perception—is more important
than reality itself, as it influences their actual behavior toward the
product (Rahmawati, 2016). In other words, perception greatly drives
consumer actions toward a product. Research by Luong mentions that the
perception of a product's country of origin positively influences
consumers' evaluations, showing a positive effect on purchase interest.
However, this perception may vary for consumers in different countries
(Luong et al., 2017). In another study, the effect of country-of-origin
perception was found to have a more significant impact on luxury
products than on necessity products (Piron, 2000).

Perceived quality is often closely linked with the effect of country
of origin on consumer purchase intent. Research by Lie shows that
country of origin, perceived quality, and brand image influence purchase
intention for Etude House cosmetic products. The study found that
country of origin did not impact the purchase intention for Etude House
cosmetics, while perceived quality and brand image had positive effects
on purchase intent (Lie et al., 2019). On the other hand, Rezvani’s study
concluded that overall, country of origin influences purchase intent,
although there are still limitations regarding other variables that may
impact consumer purchase intent (Rezvani et al., 2012).
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Brand influence is often more evident in consumer behavior than
the country-of-origin image. Although the country-of-origin image may
be less favorable, a brand can sometimes override this because of
associations with a particular country (Luong, 2017). Consumers
recognize a product by looking at its intrinsic and extrinsic characteristics.
In many cases, a detailed understanding of the product may be lacking,
and limited product knowledge leaves consumers uncertain in
determining their purchase intentions. To foster purchase intentions,
consumers often choose extrinsic factors as a reference for better
recognizing the product. Skincare companies need to understand which
extrinsic factors most influence their target consumers, allowing them to
develop strategies to attract these consumers. The next steps include
determining marketing strategies and tactics, from choosing the right
type of promotion and advertising to designing a comprehensive product
marketing process that aligns with their target consumers.

This study examines whether there is a direct and indirect influence
of country-of-origin perception, brand image perception, and perceived
quality perception on the consumer purchase intention variable. Using a
quantitative method, it performs a linear regression test with SPSS
version 26, and the results will later be translated into managerial
implications to meet the expectations of target consumers. Regarding the
duration of skincare product use, 53.5% use it every day, 28% rarely or do
not use it, and 13% use it when going to places that will be exposed to
sunlight. In terms of the purpose of skincare, 40% use it to repair
damaged skin, 33% to protect skin from UV rays, and 15.5% to moisturize
the skin.

Development of Variables X and Y with Several Indicators as Follows:
X1: Country of Origin (4 Indicators)

In variable Xi, the indicators consist of country of origin viewed
from the perspective of technology, reputation, innovation, and celebrity
associations.

Xz: Perceived Quality (5 Indicators)

In variable Xz, the indicators consist of perceived quality as it relates
to the product or its attributes being durable, safe to use, aesthetically
pleasing in packaging, and high-class.
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Xs: Brand Image (3 Indicators)
In variable X3, the brand image indicators consist of a positive brand

image for consumers, quality, and the influence of celebrities using that

brand.

Y: Consumer Purchase Intention (5 Indicators)

In variable Y, the consumer purchase intention indicators consist of

interest in using the product, interest in buying, recommending to others,

interest in repurchasing, interest in seeking information, and interest in

buying other products from the same brand.

RESULTS AND DISCUSSION
Table 1. Testing Validity and Reliability

R

Variable , R able 58 yapqie Crombach
Indicators coun Valu !
S e P y Alpha
(200) P
COO Tech 0,725 0'1138 0,000 Valid
Country 00 0714 1% 0000 valid
of Origin Reputation 1 0.810
Perceptio COQ 0,719 0,138 0,000 Valid
n Inovation 1
COQO Seleb 0,887 0'1138 0,000 Valid
Durable Qual 0,749 0'1138 0,000 Valid
Quality 0138
Perceptio Safe Qual 0732 1 0,000 Valid
n 0138 0,793
Estetic Qual 0,687 1 0,000 Valid
Premium — 7o7 0138 000 Valid
Qual 1
Brand Brand Image 0,531 0,138 0,000  Valid
Image excellent 1
ti Brand 0,138 0,746
preceptio ran 0484 °° 0,000 Valid
n Quality 1
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Variable . R fable OB yaligie Cronbach
Indicators coun Valu ’s
> ¢ Ol y Alpha
(200) P
Brand idol 0,895 0'1138 0,000 Valid
I )
nterestedin ) oon 0138 0000 valid
using 1
Interes.ted in 0,873 0,138 0,000 Valid
buying 1
Recommendi 0,898 0,138 0,000 Valid
ng 1
Coniume Repurchasing 0,876 0'1138 0,000 Valid
Intention  Interested in 0138
k- J .
. see mg 0,898 1 0,000 Valid 0,903
information
Interested in
trying other
productsof 0,896 0,138 0,000 Valid
the same 1
brand

Source: Output SPSS

The calculated r values for the country-of-origin perception variable
range from 0.714 to 0.887, for the perceived quality variable range from
0.687 to 0.797, and for the brand perception variable range from 0.484 to
0.895. Cronbach's alpha is used to test reliability, with a threshold that
Cronbach's alpha should be higher than 0.6. The obtained Cronbach's
alpha values are between 0.746 and 0.875. All variables are valid and
reliable, meaning that the data processing tools can be utilized.

Based on descriptive statistics, the mean and standard deviation
values are as follows:
Table 2. Mean and Standard Deviation

Variable Mean Std. Deviation
Country of Origin 3,42-3.99 0.709-0.989
Perception
Quality Perception

3.73-4.17 0.668-0.844




International Journal of Economics, Business and Social Sciences, 1 (1), 2026, pp. 31-44 | 39

Brand Image
Perception
Source: Output SPSS
Thus, the average country of origin perception ranges from 3.42 to
3.99, with a standard deviation ranging from 0.709 to 0.989. The average
perceived quality ranges from 3.73 to 4.17, with a standard deviation of
0.668 to 0.844. The average brand perception is between 4.15 and 4.43,
with a standard deviation of 0.643 to 0.671, and the average BPOM
certificate rating is between 4.01 and 4.23, with a standard deviation of
0.694 to 0.765.

4.15-4.43 0.643-0.671

Hypotheses Tests
Brand image
0,271
0,519
0,071 Customer intention
COO
Pl | im ml L .
ypotneses 1€sts =

Perceived Quality 0,547
0,271

Table 3. Hypotheses Tests

Direct Indirect

Hypothesis Effect  Effect

o-Value Decision
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H1: Country of
origin perception
has an effect on
consumer
purchase
intention.
H2: Brand image
perception has an
effect on
consumer
purchase
intention.
H3:  Perceived
quality has an
effect on
consumer
purchase
intention.
H4: Brand image
perception  can
mediate COO on
consumer
purchase
intention.
H5:  Perceived
quality can
mediate COO on
consumer

0,071

0,271

0547 0,462
0,914

0,163

0,000

0,000

0,000

0,000

Not Supported

Supported

Supported

Supported

Source: Output SPSS

The analysis of the hypotheses from the table above is as follows:

H1 not supported means that country of origin perception does not have

a direct effect on

consumer

purchase

intention.

H2 supported means that brand image perception has a direct effect on

consumer purchase intention.
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CONCLUSION

There is also a notion that the image of a country can reflect its
technological capabilities in producing goods; however, not all similar
products from that country necessarily possess the same level of quality.
Certain brands may also use non-natural raw materials or specific
chemicals that may not suit all users. Therefore, in general, respondents
who are already skincare users consider country of origin as not a
primary factor in determining their intention to purchase products for the
tirst time or for repeat purchases, in accordance with research on cosmetic
products related to country of origin (Lie et al., 2019), which differs for
other products (Permana, 2014). Research by Luong (2019) also mentions
that the influence of COO varies for different products, different
respondents, and different research timelines. From the perspective of
brand perception, it shows a very strong influence in determining
consumer purchase intention. A brand can be in the form of a logo or the
identity of a product from a company. Brands are often easily
remembered by consumers because when they have tried a product
before or are about to try it—especially if it is recommended by family or
friends—it becomes much easier for potential consumers to recall the
brand name when they feel the need to search for that product.
Furthermore, survey results indicate that more than 50% of respondents
look for skincare products through e-commerce platforms and online
advertisements and promotions.

REFERENCES

Adenan, M. A., Alj, j k., Rahman, D H., 2018. Country of Origin, Brand
Image and High Involvement Product towards Customer Purchase
Intention: Empirical Evidence of East Evidence of East Malaysian
Consumer, JMK, VOL. 20, NO. 1, MARCH 2018, 63-72 DOI:
10.9744/jmk.20.1.63-72, ISSN 1411-1438 print / ISSN 2338-8234
online

Aigner, T, 2014. Country of origin Marketing: A List of Typical Strategies
with Examples, Journal of Brand Management Vol. 21, 1, 81-93

Amin, A. M, Yanti R. F,, (2021). Pengaruh Brand Ambassador, E-WOM,
Gaya Hidup, Country Of Origin dan Motivasi Terhadap Keputusan



42 | Indah Julia Triandi and Laura Martinez Ortega

Pembelian Produk Skincare Korea Nature Republic, INVEST : Jurnal
Inovasi Bisnis dan Akuntansi, Volume 2 No 1 Halaman 1-14

Chuenyindee, T., Torres, R. B., Prasetyo, Y., Nadlifatin, R., Persada, S.F.,
2022, Determining Factors Affecting Perceived Quality among Shoe
Manufacturing Workers towards Shoe Quality: A Structural
Equation Modeling Approach, Journal of Open Innovation,
Technology, = Market, Complexity, vol. 8, no 82
https://doi.org/10.3390/joitmc8020082

Dreifaldt, N., Drennan, T., 2019, Does Your Brand Need Online Influencer
Marketing? It Depends; A mixed method approach to country of origin,
brand image, and online influencer marketing on consumers’ purchase
intention online. Published: Milardalens hégskola, Akademin for ekonomi,
Sambhiille Och Teknik.

Esmaeilpour, F., 2015. The role of functional and symbolic brand associations
on brand loyalty Astudy on luxury, Journal of Fashion Marketing and
management, Vol. 19 No. 4, 2015, pp. 467-48, DOI 10.1108/JFMM-02-
2015-0011.

Ghalandari, Kamal, and Norouzi, A., (2012).The Effect of Country of
Origin on Purchase Intention: The Role of Product Knowledge.
Research Journal of Applied Sciences, Engineering and Technolog.
4(9). Pp.1166 -1171.

Javed, A., Hasnu, Farid, A., 2013. Impact of Country-of-Origin on Product
Purchase Decision, International Journal of Advanced Research in
Business Management and Administration Volume: 1 Issue: 1 08-
Dec-2013,ISSN_NO: 2348 -2354

Karlina, W. R,, Sari, I.K., Rampengan F.D., Saputra, R.D., 2021. Penerapan
Barriers to Trade Terkait Perlindungan Public Health Perspektif
Hukum Perdagangan Internasional, Al-Qisthu: Jurnal Kajian Ilmu-
IImu Hukum | ISSN: 1858-1099 (p); 2654-3559 (e) Vol.19, No.01, June
2021, pp.71-89 | DOL: http://dx.doi.org/10.32939/qst.v19i01.833

Kilduf, K and Tabales , J. M.N.,2015. Country Branding and its effect on
the consumer in the global market, Cuadernos de Gestién Vol. 17 - N° 1
(2017), pp. 83-104, ISSN: 1131 - 6837

Kalicharan, Harrychand D., (2014). The Effect And Influence Of Country-
OfOrigin On Consumers’ Perception Of Product Quality And
Purchasing Intentions, International Business & Economics Research
Journal — September/October 2014, 13(5).


https://doi.org/10.3390/joitmc8020082
http://dx.doi.org/10.32939/qst.v19i01.833

International Journal of Economics, Business and Social Sciences, 1 (1), 2026, pp. 31-44 | 43

Lestari, Dwi, R., Widayati, A., (2022). Profil Penggunaan Kosmetika di
kalangan Remaja Putri SMK Indonesia Yogyakarta, Majalah
Farmaseutik, ISSN:2614-0064 ,18(1)

Lie, C. L., Bernarto, L., (2019). The Effect of Country of Origin, Perceived
Quality, And Brand Image on the Purchase Intention of Etude House
Cosmetics Business and Management Horizons ISSN 2326-0297, 7(2),
d0i:10.5296/bmh.v7i2.15324

Listiana, E. (2012). Pengaruh Country Of Origin Terhadap Perceived
Quality dengan Moderasi Etnosentris Konsumen. Management
Analysis Journal, 5(3), 277-287. DOI:
https://doi.org/10.26593/jab.v8i1.419.%25p

Luong, Duy Binh, Vo, Thi Huong Giang, Le, Khoa Nguyen. (2017). The
impacts of country of origin, price, and brand on consumer behavior
toward cosmetics products: A review of Vietnam, International
Journal of Research Studies in Management 2017 6(2), 53-71.

Magier, E., Boguszewicz, M., (2015). Dimensions of the Country of Origin
Effect and their Measurement, Journals UMCS, Vol 49, No 3 (2015),
DOI:10.17951/h.2015.49.3.125

Permana, M. S., dan Haryanto, J.O., (2014) Pengaruh Country of Origin,
Brand Image dan Persepsi Kualitas Terhadap Intensi Pembelian
Jurnal Manajemen/Volume XVIII, No. 03 Oktober 2014: 365-380

Piron, F., (2000). Consumers” perceptions of the country-of-origin effect
on purchasing intentions of (in)conspicuous products, Journal of
Consumer Marketing,
DOI:10.1108/07363760010335330)

Putra, I. B. O.K,, Suprapti, N.W.S,, (2019). Pengaruh Persepsi Asal Negara
(COUNTRY OF ORIGIN) Terhadap Niat Beli yang dimediasi Citra
Merek E-Jurnal Manajemen, Vol. 8, No. 8 :5240-5266 ISSN : 2302-8912
DOI: https://doi.org/10.24843/EJ]MUNUD.2019.v08.i108.p21

Rezvani, Ramin, Goodarz Javadian Dehkord, Muhammad Sabbir
Rahman, Firoozeh Fouladivanda, Mahsa Habibi & Sanaz Eghtebasi.
(2012). A Conceptual Study on the Country of Origin Effect on
Consumer Purchase Intention, Asian Social Science 8(12)

Rahmawati, N. A., and Muflikhati, 1. (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 E-ISSN : 2460-8963
2016, Vol. 01, No. 01, 1-13.


https://doi.org/10.26593/jab.v8i1.419.%25p
https://journals.umcs.pl/h/issue/view/85
http://dx.doi.org/10.17951/h.2015.49.3.125
http://dx.doi.org/10.1108/07363760010335330

44 | Indah Julia Triandi and Laura Martinez Ortega

Rahul, AK (2021). The impact of brand image on the Customer: A
Literature Review International Journal of All Research Education
and Scientific Methods (IJARESM), ISSN: 2455-6211 Volume 9, Issue
6, June -2021, Impact Factor: 7.429, Available online at:
www.ijaresm.com

Stylidis, K., Wickman, C., and Soderberg, R., 2020. Perceived quality of
products: a framework and attributes ranking method, Journal of
Engineering Design, Vol. 31, NO. 1, 37-67
https://doi.org/10.1080/09544828.2019.1669769.

Trilatifah, Winda (2020), Pergeseran Perilaku Konsumen Terkait
Penggunaan Produk Kecantikan Selama Pandemi, terbit 11 Mei 2022,
https://analysis.netray.id/pergeseran-perilaku-konsumen-terkait-
penggunaan-produk-kecantikan-selama-pandemi/

Windasari, S., Untari, D.T., Komariah, N.S., (2023). Analisis Media Sosial
Dalam Menentukan Posisi Produk Skin Care Menggunaakan Model
Online  Share of Voice (OSOV), Jurnal Economina 2 (9),
doi.org/10.55681/economina.v2i9.829


http://www.ijaresm.com/
https://doi.org/10.1080/09544828.2019.1669769
https://analysis.netray.id/pergeseran-perilaku-konsumen-terkait-penggunaan-produk-kecantikan-selama-pandemi/
https://analysis.netray.id/pergeseran-perilaku-konsumen-terkait-penggunaan-produk-kecantikan-selama-pandemi/

