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ABSTRACT 

Hana Dwi Ambarwati (2025). The Influence of Customer Xenocentrism, Country 

of Origin, and Perceived Value on Purchase Intention (Study on Generation Z 

Consumers of International Branded Sneakers in Banjarmasin City) 

Advisor: Dr. RR. Yulianti Prihatiningrum, SE, M.Si., CMA, CPM (Asia), 

This study aims to analyze: (1) the influence of customer xenocentrism on 

purchase intention among Generation Z consumers of international branded 

sneakers in Banjarmasin City, (2) the influence of country of origin on purchase 

intention among Generation Z consumers of international branded sneakers in 

Banjarmasin City, and (3) the influence of perceived value on purchase intention 

among Generation Z consumers of international branded sneakers in Banjarmasin 

City. 

This research uses a quantitative approach. The population in this study 

consists of Generation Z consumers in Banjarmasin City who are aware of, 

understand, and have purchase intentions toward international branded sneakers 

such as Adidas, Nike, Puma, Skechers, New Balance, Converse, Reebok, and Vans. 

A total of 269 respondents were selected using purposive sampling through the 

distribution of questionnaires. The data analysis technique used is multiple linear 

regression using SPSS version 27. 

The results show that: (1) Customer xenocentrism has a positive and 

significant influence on purchase intention among Generation Z consumers of 

international branded sneakers in Banjarmasin City, (2) Country of origin has a 

positive and significant influence on purchase intention among Generation Z 

consumers of international branded sneakers in Banjarmasin City, and (3) 

Perceived value has a positive and significant influence on purchase intention 

among Generation Z consumers of international branded sneakers in Banjarmasin 

City. 

 

Keywords: Customer Xenocentrism, Country of Origin, Perceived Value, 

Purchase Intention. 
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ABSTRAK 

Hana Dwi Ambarwati (2025). Pengaruh Customer Xenocentrism, Country of 

Origin, dan Perceived Value terhadap Purchase Intention (Studi pada Konsumen 

Sneakers Branded Internasional Generasi Z di Kota Banjarmasin) 

Pembimbing: Dr. RR. Yulianti Prihatiningrum, SE, M.Si., CMA, CPM (Asia), 

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh customer 

xenocentrism terhadap purchase intention pada konsumen sneakers branded 

internasional generasi z di kota Banjarmasin, (2) pengaruh country of origin 

terhadap purchase intention pada konsumen sneakers branded Internasional 

generasi z di kota Banjarmasin, dan (3) pengaruh perceived value terhadap 

purchase intention pada konsumen sneakers branded internasional generasi z di 

kota Banjarmasin. 

Jenis penelitian ini menggunakan pendekatan kuantitatif. Populasi dalam 

penelitian ini adalah konsumen generasi Z di kota Banjarmasin yang mengetahui, 

memahami, dan memiliki niat beli pada produk sneakers branded internasional 

seperti Adidas, Nike, Puma, Skechers, New Balance, Converse, Rebook, danVans. 

Sampel sebanyak 269 responden diperoleh dengan teknik purposive sampling 

melalui penyebaran kuesioner. Teknik analisis data dilakukan dengan 

menggunakan regresi linier berganda melalui program SPSS versi 27. 

Hasil penelitian menunjukkan bahwa: (1) Customer Xenocentrism 

berpengaruh positif dan signifikan terhadap Purchase Intention pada konsumen 

sneakers branded internasional generasi z di kota Banjarmasin., (2) Country of 

Origin berpengaruh positif dan signifikan terhadap Purchase Intention pada 

konsumen sneakers branded internasional generasi z di kota Banjarmasin., (3) 

Perceived Value berpengaruh positif dan signifikan terhadap Purchase Intention 

pada konsumen sneakers branded internasional generasi z di kota Banjarmasin. 

 

 

Kata kunci: Customer Xenocentrism, Country of Origin, Perceived Value, 

Purchase Intention. 
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