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ABSTRAK 

 

Salsabila Salfarosa, 1910412220048, 2023. Pengaruh Consumer 

Ethnocentrism, Country of Origin, dan Product Knowledge terhadap Purchase 

Intention Sepatu Merek Lokal Ventela pada Pelanggan di kota Banjarbaru, 

dibawah bimbingan: M.Hasanur Arifin, S.Sos., MM. 

Consumer Ethnocentrism yang dimiliki konsumen membuat mereka lebih 

memilih sepatu Ventela dibandingkan sepatu merek asing dan kerap 

mempertimbangkan Country of Origin serta Product Knowledge yang akhirnya 

berdampak pada Purchase Intention. Penelitian ini menggambarkan bagaimana 

tingkatan Consumer Ethnocentrism, Country of Origin, Product Knowledge, dan 

Purchase Intention. Selain itu juga menguji Consumer Ethnocentrism, Country of 

Origin, dan Product Knowledge terhadap Purchase Intention. 

Lokasi penelitian di kota Banjarbaru. Sebanyak 100 pelanggan sepatu 

merek Ventela dipilih dengan teknik purposive sampling sebagai responden. 

Kuesioner digunakan untuk pengumpulan data dan regresi linier berganda untuk 

menguji hipotesis. 

Hasil penelitian menunjukkan Consumer Ethnocentrism, Country of 

Origin, dan Product Knowledge berada pada kategori baik. Semakin tinggi 

Consumer Ethnocentrism, Country of Origin, dan Product Knowledge, maka akan 

meningkatkan Purchase Intention Sepatu Merek Lokal Ventela pada Pelanggan di 

kota Banjarbaru. 

 

Kata kunci: Consumer Ethnocentrism, Country of Origin, Product Knowledge, 

Purchase Intention 
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ABSTRACT 

 

Salsabila Salfarosa, 1910412220048, 2023. The influence of Consumer 

Ethnocentrism, Country of Origin, and Product Knowledge on Purchase Intention 

Ventela Local Brand Shoes on Customers in Banjarbaru City, under the guidance 

of: M.Hasanur Arifin, S.Sos., MM. 

Consumer Ethnocentrism that is owned by consumers makes them prefer 

Ventela shoes over foreign brand shoes and often consider Country of Origin and 

Product Knowledge which ultimately has an impact on Purchase Intention. This 

study describes how the level of Consumer Ethnocentrism, Country of Origin, 

Product Knowledge, and Purchase Intention. It also examines the effect of 

Consumer Ethnocentrism, Country of Origin, and Product Knowledge on 

Purchase Intention. 

The research location is in Banjarbaru City. A total of 100 customers of 

Ventela brand shoes were selected by purposive sampling technique as 

respondents. Questionnaires were used to collect data and multiple linear 

regression were used to test hypotheses. 

The results showed that Consumer Ethnocentrism, Country of Origin, and 

Product Knowledge were in the good category. High levels of Consumer 

Ethnocentrism, Country of Origin, and Product Knowledge, will increase the 

Purchase Intention of Ventela Local Brand Shoes on Customers in Banjarbaru 

City. 

 

Keywords: Consumer Ethnocentrism, Country of Origin, Product Knowledge, 

Purchase Intention 
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