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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh country of origin dan 

e-WOM terhadap minat beli smartphone Xiaomi melalui brand image sebagai 

variabel intervening (studi pada mahasiswa di prodi manajemen universitas muria 

kudus angkatan 2019). Penelitian ini merupakan penelitian kuantitatif. Populasi 

dalam penelitian ini adalah mahasiswa aktif prodi manajemen Universitas Muria 

Kudus angkatan 2019. Sampel yang digunakan sebanyak 100 responden dengan 

menggunakan purposive sampling. Analisis data yang digunakan adalah 

Structural Equation Modelling (SEM) dengan menggunakan AMOS versi 24.0. 

Berdasarkan hasil penelitian maka dapat diambil kesimpulan bahwa (1) Country 

of origin berpengaruh positif dan signifikan terhadap minat beli.  (2) E-WOM  

tidak berpengaruh signifikan terhadap minat beli. (3) Country of origin 

berpengaruh positif dan signifikan terhadap brand image. (4) E-WOM 

berpengaruh positif dan signifikan terhadap brand image. (5) Brand image 

berpengaruh positif dan signifikan terhadap minat beli. (6) Brand image hanya 

tidak mampu memediasi pengaruh antara country of origin terhadap minat beli. 

(7)) Brand image mampu memediasi pengaruh e-WOM terhadap minat beli.  

 

Kata kunci : country of origin, e-WOM, minat beli, brand image.  
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ABSTRACT 

This study aims to analyze the influence of country of origin and e-WOM 

on buying interest in Xiaomi smartphones through brand image as an intervening 

variable (study of students in Management Study Program at Muria Kudus 

University Class of 2019). This research is a quantitative research. The 

population in this study were active students of management study program at 

Muria Kudus University class of 2019. The sample used was 100 respondents 

using purposive sampling. The data analysis used was Structural Equation 

Modeling (SEM) using AMOS version 24.0. Based on the research results, it can 

be concluded that (1) Country of origin has a positive and significant effect on 

purchase intention. (2) E-WOM has no significant effect on purchase intention. 

(3) Country of origin has a positive and significant effect on brand image. (4) E-

WOM has a positive and significant effect on brand image. (5) Brand Image has 

a positive and significant effect on purchase intention. (6) Brand image is unable 

to mediate the effect of country of origin on purchase intention. (7) Brand image 

is able to mediate the effect of e-WOM on purchase intention. 

Keywords : country of origin, e-WOM, purchase intention, brand image.   
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