THESIS

THE EFFECT OF COUNTRY OF ORIGIN IMAGE ON UZBEK
CONSUMERS" ATTITUDE AND PURCHASE INTENTION TOWARD
APPAREL PRODUCTS

BAKHTIYOR BEKMURODOV
No. Mhs. : 125001885/PS/MM

PROGRAM STUDI MAGISTER MANAJEMEN
PROGRAM PASCASARJANA
UNIVERSITAS ATMA JAYA YOGYAKARTA
2014



UNIVERSITAS ATMA JAYA YOGYAKARTA
PROGRAM PASCASARJANA
PROGRAM STUDI MAGISTER MANAJEMEN

THESIS APPROVAL
Name : BAKHTIYOR BEKMURODOV
Student number . 125001885/PS/MM
Concentration : International business
Title of the thesis : The effect of country of origin image on uzbek

consumers’ attitude and purchase intention toward

apparel products

.

Name of Supervisor Date Signature

Mahestu N. Krisjanti, M. Sc. T, S SO T banons e
IB., PH.D



UNIVERSITAS ATMA JAYA YOGYAKARTA
PROGRAM PASCASARJANA
PROGRAM STUDI MAGISTER MANAJEMEN

THESIS APPROVAL
Name : BAKHTIYOR BEKMURODOV
Student number : 125001885/PS/MM
Concentration : International Business
Title of the thesis : The effect of country of origin image on uzbek
consumers’ attitude and purchase intention toward
> apparel products
Name of Examiners Date Signature

<

© PROGRAM f— :
piadtesta' N. Krisjanti, M. Sc. IB., PH.D



DECLARATION

This thesis represents my own work and contains no materials which has been
previously submitted for a degree or diploma in the University of Atma Jaya

Yogyakarta or any other institution, except where due acknowledgement is made.

Yogyakarta, 2 september 2014

Ba kmurodov



ACKNOWLEDGEMENT

The dissertation presents one of the most challenging projects | have ever
undertaken. It would not be possible without the help of a number of people.

First of all, 1 would like to express my sincere gratitude to my supervisor, Mrs
Mahestu Krisjanti, for her guidance, suggestion, support, patient, and availability
during the entire period of my dissertation.

| extend my grateful thanks to all my dosens in Atma Jaya University Yogyakarta
Indonesia.

Also, | would like to take this opportunity to show my appreciation for my
coursemates and classmates in Atma Jaya University, for supporting and
encouraging me throughout the MSc course.

Furthermore, | would like to say thanks to all the participants for sparing their
valuable time to take part in the survey questionnaires.

Above all, | would like to express my love and appreciation to my family:
grandma, mum and dad for their enduring love, support, encouragement and care;
To my brother and sisters, Adiba, Munira and Anvar, for always being by my
side.

Without all these, it would not have been possible for me to complete my

dissertation as well as my study in Indonesia.



Abstract

The purpose of this study is to learn the influence of country of origin image
toward Uzbek consumer’s attitude and purchase intention on apparel products
from South Korea, Turkey and Uzbekistan.

Based on the objectives of the study, the online survey questionnaire was
employed to collect the primay data through google form application. A total of
203 Uzbek people completed and returned usable quetionnaires. After that, the
colleted data analyzed through Statistical Package for the Social
Sciences software (SPSS), version 16. Simple linear regression analysis was
conducted twice 1) COO image toward Attitude, 2) Attitude toward Purchase
Intention.

The findings showed that COO image has postive influence on Uzbek consumers’
attitude toward South Korean and Turkish apparel products, but showed no
influence on Uzbek consumers’ attitude toward Uzbek apparel products. And we
found out that Attitude of Uzbek consumers™ has influence on their purchase
intention positively. in general, it was concluded that imported apparel products
were evaluated more favorably than domestic apparel products for Uzbek
consumers.

Keywords: COO image, attitude toward the product, purchase intention, apparel
products
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