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INTISARI

Pada penelitian ini, akan dilihat perbedaan tanggapan konsumen
terhadap country of origin, brand name, price, quality perception, dan
purchase intentions pada kosmetik asing berdasarkan tingkat pengeluaran
mereka. Konsumen dalam penelitian ini adalah wanita yang sedang atau
pernah menggunakan kosmeting asing.

Alat analisis yang digunakan adalah ANOVA untuk melihat apakah
terdapat perbedaan pada tanggapan konsumen berdasarkan masing-masing
tingkat pengeluaran yang berbeda.

Dari hasil analisis, dalam penelitian ini ditemukan bahwa terdapat
perbedaan tanggapan konsumen wanita pada kosmetik asing berdasarkan
tingkat pengeluaran yang berbeda-beda. Apabila dilihat dari mean, semakin
tinggi tingkat pengeluaran maka tanggapan konsumen terhadap kosmetik
asing menunjukkan mean yang semakin tinggi. Seperti yang terjadi pada
purchase intentions (niat pembelian), semakin tinggi pengeluaran, maka niat
pembelian konsumen pada kosmetik asing semakin tinggi. Hal ini didukung
oleh tanggapan mereka terhadap COO, brand name, product quality
perceplion, dan price. Semakin tinggi tingkat pengeluaran konsumen maka
tanggapan mereka terhadap kosmetik asing semakin positif. Perbedaan yang
paling terlihat nyata adalah perbedaan tanggapan konsumen terhadap price
kosmetik asing. Semakin tinggi pengeluaran mereka, semakin tidak keberatan
mereka untuk membeli kosmetik asing.

Kata kunci: tanggapan konsumen, country of origin, brand name, price,
quality perception, dan purchase intentions




ABSTRACT

s consumer’s respond toward
country : srice, quality perception, and purchase
intentions on fereign cosmetlcs based on their different expend per month.
Consumers 1 this study are women who ate use or ever use foreign
cogmetics.related

Questionare and model was dcvc‘ept‘d based on findings and
conceptualizations of previous related studies. 200 adolescents were
partic pated in this study. Sample were obtained through non-probabilistic and
purposive lechnigue, ANOVA (Analysis of Vaniance) were uysed (o examine
the study.

Findings from this study showed that consumer’s respond toward
vouniry of ongin, brand name, prce, quality perception, and purchase

nientions arc different based on their expend per month. Based on mean
shiowed in the result, if their expend are high, the mean are alco high. As we

cmd o

can see on purchase intentions, the higher their expend so their

mrch ase

y 4 1 D
intentioi gis migher. This result also suppuu with consumer’s respond toward
CGQ0, brand name, product qualily percepiion, and price which 'b also more
positive.

4{

Keywords : consumer’s respond, country of origin, brand name, price, qualit
perception, dan purchase intentions
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Take integrity over popularity and you’ll always be cool.

CARLOS SANTANA in inStyle

When they said to you at graduation, “Follow your dream,” did
anybody say you have to wake up first?

BILL COSBY in Reader’s Digest (June 2004}

All endings are also beginnings. We just don’t know it at the time.

MIiTCH ALBOM. The Five People You Meet in Heaven {(Hyperion)

While this door is closing, another door is opening.
it's our job to go find that door.

MATTHEW PERRY in the Mew Zealand Herald

Things don‘t always work out.
But if you don’t try, you have no chance.

Dr. JAN QUAEGEBEUR in Reader’s Digest (August 2004}

The heart is happiest when it beats for others.

Anonymous



And all things, whatsoever ye shall ask in prayer, believing,
ye shall receive

(Matthew 21: 22)

Ask, and it shall be given you; seek, and ye shall find; knock,
and it shall be opened unto you;
For every one that asketh receiveth; and he that seeketh
findeth; and to him that knocketh it shall be opened.
(Matthew 7:7-8)
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Jesus Christ, Papa, Mama, Tiya, Dita, Felix, Cissy, Louie, Pucca
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