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ABSTRACT 

 
This research purpose is to examine the effect of the country of origin image, product knowledge and 
product involvement in information search and intentions to purchase. Analysis of data used Structural 
Equation Modeling which operated by Lisrel version 8.5. Data obtained by 180 respondents from three 
cities in North Sumatera, Indonesia. The result of the research demonstrates that the country of origin 
image has a positive and significant effect on information search and intentions to purchase. Furthermore, 
Product involvement has a positive and significant effect on information search and intentions to purchase. 
However, product knowledge does not affect information search and intentions to purchase. The selection 
of media and technology are accurate to deliver information the launch of a product, and it will increase 
consumer's knowledge. 
Keywords: Information Search, Intentions to Purchase, Country of Origin Image, Product Knowledge,  
                   Product Involvement  
 

1. INTRODUCTION 
 
Indonesia agreed to carry out the agreement of 
ASEAN-China Free Trade Area (ACFTA) in 
early January 2010 and ASEAN Economic 
Community in January 2016. AEC is a form of 
integrated economic among of ASEAN member 
countries. The key features of AEC illustrated on 
the existence of a single market and production 
base; the commercial area with the high 
competitiveness; economic development area 
with the principles of justice, and the global 
economy area integrated. The policy of AEC has 
an impact to create a free market from the variety 
of sectors such as capital, goods, services, and 
labor. AEC have consequences on the free flow 
of goods or services, and capital investments, 
include the expertise of human resources. Apart 
from that, ASEAN and China have an agreement 
to realize a free trade area with reducing barriers 
trade of tariffs, and non-tariffs for goods or 
services, and increase the access to market 
services, regulations and terms of investment, 
increasing the relationship economic cooperation 
between ASEAN and China which close 
relation.This agreement has the direct impact on 

the manufacturing companies in Indonesia. The 
products derived from the country of China has 
to take control the market in the big city of 
Indonesia such as textiles until mobile phones. 
Apart from the low price, Chinese products have 
pleasing aesthetics. The design of the product is 
a unique, and it has obtained the attention from 
consumers in Indonesia. One of the brands 
originated from China country is Lenovo. 
Consumers in Indonesia recognize the brand is 
Lenovo, primarily associated with "Notebooks." 
According To Consumer Notebook Product 
Manager, Lenovo Indonesia declares that the 
notebook sales have grown 45 % since January 
until November 2015 compared with the same 
period a year ago [1]. In Indonesia, the sales of 
Lenovo included in the high growth, and the 
contribution obtained with the premium segment. 
Indonesian consumers show the appreciation of 
the Lenovo performance that indicated from the 
achievement's award of Lenovo as "Best Brand 
Award 2015" in notebook category [2]. The 
research report by [3] explains that the free trade 
rules have the impact on the number of 
consumers do not recognize the brand of origin 
or the product's country of origin. This case is 
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caused the consumers receive the information is 
limited to evaluating the product. In the 
purchasing process, consumers will follow the 
stage on the need recognition, information 
search, and alternative evaluation. The need 
recognition will arise when the consumer 
recognizes a problem, and there is a difference 
between expectations and reality. Information 
search begins when a problem occurs, then 
resolved by fulfilling what the customer needs. 
Meanwhile, the alternative evaluation is a 
process of selecting the appropriate product 
when consumers want to buy or use it. 
Consumers prefer to rely on their knowledge in 
making purchases. Knowledge is related to the 
product as extrinsic cues, and considered in 
making decisions [4].Consumer knowledge is 
useful for information retrieval, and affects 
decision-making procedures, and purchasing 
intentions. Consumer Behavior in purchases will 
base on a systematic process of acquiring, 
evaluating, and integrating various product 
information or purchasing cues. In this case, the 
process of product involvement for an individual 
is the starting point of a stage in the purchase or 
use of the product. Consumer involvement of the 
product takes a short time or a long time. This 
issue is the spotlight because there are 
differences in consumer characteristics to solve 
their problems. In an extended problem-solving 
process the consumer will consider several 
brands, visit multiple stores, consult with friends. 
In the usual decision process, the consumer only 
considers one brand and product attribute. Many 
consumers have low involvement and involve the 
external parties in the purchase decision process. 
Involvement and information searching is 
between the usual decision-making process and 
the expanded problem. The role of involvement 
in the consumer decision-making process will 
shape the initial perception of products, attitudes, 
and intentions about alternative availability. 
Product involvement will lead to a higher 
perception of attribute differences, higher 
importance, and higher commitment. Consumers 
with low engagement conditions will achieve 
deeper levels of information processing, as long 
as they know the product [5]. Meanwhile, other 
scholars [6] believe that consumers with high 
involvement will gain more positive information 
than low involvement products. 
The study by [7] suggests that country of origin 
is important when consumers assess the low-
involvement products, but it is accompanied by 
other extrinsic information cues such as prices 

and brands. Prior research has found that most 
consumers are unaware of the home country of 
various well-known brands, so it seems that 
consumers know the limited origins of brands 
and have limited access to relatively important 
information [3]. The product's country of origin 
will establish a particular perception in 
consumer's mind, and affect the purchase 
decision-making process [8]. Country of origin 
formed the consumer's perception that influenced 
by the "halo effect" especially for products 
derived from countries have not recognized [9]. 
Country of origin produces a particular image in 
customer's perception. The customers evaluate 
the country's image from the characteristics of 
the population in a country [10]. Consumers 
evaluate the country's image from the aspect of 
country's advantages and weakness in the past 
[11]. During consumers evaluate the country of 
origin image as a positive, that will affect the 
purchase decision-making process [8]. Moreover, 
this condition is a psychological-driven that 
showed on consumer's attitude and behavior on 
the product or brand [12]. Country of origin 
image influences consumer behavior; as an 
extrinsic cue that consumers believe to justify 
about product quality When consumers have a 
positive image of the origin of a product, this can 
be a factor driving the intention to buy. Prior 
study [13] categorize product characteristics into 
intrinsic and extrinsic cues. During the consumer 
does not have much knowledge or experience 
about the product or does not have the intrinsic 
source to evaluate the product, the most 
important signal for assessing the product is the 
brand image, price, image of the retail outlet and 
country of origin [14]. However, in the survey 
found by [3], it was only a small percentage of 
respondents using information cues from the 
country of origin at the time of product selection. 
Consumers will use cues from the country of 
origin along with price and brand as other cues. 
Consumers who are not familiar with the product 
of a country, the country of origin image will 
directly affect consumer confidence in the 
product. Conversely, when consumers are 
familiar with the country's products, consumers 
conclude the country's image of product-related 
information.  
Based on the exposure presented, there are 
several research questions posed as follows:  
RQ1: Does the country of origin image affect the 
search for product information. 
RQ2: Does the country of origin cue signals 
affect the intention to purchase the product. 



Journal of Theoretical and Applied Information Technology 
31st May 2018. Vol.96. No 10 

  © 2005 – ongoing  JATIT & LLS   

 

ISSN: 1992-8645                                                         www.jatit.org                                                        E-ISSN: 1817-3195  

 
3077 

 

RQ3: Does the consumer's knowledge of a 
product affect the search for product information. 
RQ4: Does the consumer's knowledge of a 
product affect the intention to purchase the 
product. 
RQ5: Does the consumer's involvement with the 
product affect the search for product information 
RQ6: Does the consumer's involvement in the 
product affect the intention to purchase. 
 
2. LITERATURE REVIEW 
 
2.1 Information Search and Intentions to 
Purchase 
The intention is a motif to particular morality. 
Intentions to purchase as the motif to act for 
specific brand or product. Intentions to purchase 
is "what you think; you will buy." Another 
definition declares that intentions to purchase are 
an awareness of a person to purchase the goods. 
Intentions to buy is the decision to make 
psychological actions that demonstrated the 
consumer's behavior on the product or brand 
[12]. The decision is to choose one or two 
alternatives to select real actions. Decisions as 
predictions for making decisions that can be 
influenced by the amount of information 
received. Consumers are decision makers in the 
process of purchasing products. Viewed from 
that perspective, the results of purchases occur 
through the initial stages of the emergence of 
awareness of the existence of consumers to 
problem-solving a rational. The decision-making 
perspective illustrates that consumers go through 
several stages before reaching the stage of 
making a purchase. According to Fill (1999) 
cited [13]  explain that the stages of purchase 
decision-making process which include: problem 
recognition, information search, evaluation 
alternative, evaluate to purchase decisions and 
post-purchase. The stage of the purchasing 
decision process is the order of events where the 
consumer tries to overcome the perceived 
problem through the purchase action. In the 
information search stage, individuals try to find 
information products or services needed to solve 
existing problems. Search information can be 
active or passive, internal or external. The search 
for information that is active can include visits to 
multiple stores to make price and product quality 
comparisons. The search for passive information 
by merely reading advertisements in various 
media without having a specific purpose about 
the desired product picture. Information search 
process is divided into three main categories, 

namely content, direction and searches order. 
Search levels describe the total number of 
searches, reflected by the number of brands, 
attributes, and sources of information considered 
during the search and also the time it takes to do. 
Direction describes the specific content of the 
search, its emphasis on the brand, and the 
attributes being considered. The search order is 
the stage in the search process.  
 

 
Figure 1. EBM Decision-Making Model Of Engel, 

Blackwell And Miniard (1995) 

 
There are two primary aspects of information 
search activities: (1) Information search derived 
from an internal aspect. Consumers scan the 
memory to recall all experience and knowledge 
to perceive whether the information acquired 
right information or bias. Relevant information 
from long-term memory is used to determine 
whether a satisfactory solution is known, 
whether the characteristics of the solution are 
potential, how appropriate to compare the 
solution. The search for internal information 
about the sources of purchase comes from 
individual communications and the initiators of 
opinion (2) Information search derived from an 
external aspect. If the resolution is not achieved 
through internal search, then the search process 
is focused on relevant external information to 
solve the problem. External information comes 
from mass media and other sources of 
information from the company's marketing 
activities. Consumers involve the family and 
friends as a source of reference and directing to 
the commercial. The external information search 
required due to customers obtain the results is 
unexpected from internal information.  
Motivated consumers may seek or may not seek 
additional information depend on the drive to 
fulfill consumer needs. Consumers tend to keep 
their needs in memory or work on the search for 
information related to their need. For example, at 
one particular stage, consumers may merely 
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increase attention. At a later stage, consumers 
become more accepting of information about the 
product, paying attention to its product 
advertising, observe and discuss the products 
used by their friends. At this stage, consumers 
may work on the collection of information 
actively, where consumers seek written 
information, they seek referrals from relatives, 
and they collect information in other ways. The 
number of searches that consumers work 
depends on the strength of the impulses on the 
consumers. The amount of initial information 
they have, the ease of finding additional 
information, the value they provide on additional 
information, and the satisfaction that is generated 
after the search. This search can occur either on 
an active or limited basis depend on the level of 
consumer involvement.  
 

 
 

Figure.2. Information Search In Consumer Decision 
By Neal, Quester,Hawkins (2007) 

 
When the consumers have the little information 
related to the product, will make the product of 
country of origin as an instruction indirectly. The 
product knowledge is not only useful for 
information search, but knowledge influences to 
purchase decision-making process. 
 
2.2 Country of Origin Image  
The definition of the country of origin is the 
place where the goods produced or assembled in 
the countries. The country of origin is identical 
with the existence of the label "made in" or 
"manufactured in." However, the emergence of 
the hybrid products resulted in the accuracy or 
the validity of the information related to the 
origin of the product due to the material and 
components from the different countries [7].The 
study conducted by [15] declare that the country 
of origin has the other pronunciation as 

"manufacture in," "assembly in " and "design in." 
While, the image of the country is "accurate 
image, stereotypes, and reputation which stored 
in consumer's mind and associated with the 
product's country of origin. This description 
produces some variables such as products 
representative, national characteristics, economic 
and political background, history and traditions 
[16]. The country of origin image is a full data 
accurate and reliable related to aspects of 
economic, political and social technology in a 
country [17]. The country of origin image was 
describing the element signals of intrinsic and 
extrinsic in the form the customer perception of 
the quality of the product in a country [18] [19]. 
The consumers obtain the benefit in evaluating 
the product, such as consumers are accessible to 
the identification of product origin and will 
support the global companies to increase the 
exports of the product, then as the guidelines for 
international companies to compete in the world 
market.  The developed countries as United 
States, Japan, and Western Europe have 
produced the high-quality product and famous of 
the brand. In the study by [8] mentions that the 
impact of the country of origin image in product 
evaluation and purchase decision-making 
process. Different thinking about the country of 
origin of the product based on awareness and 
consumer confidence affect the purchase 
decision-making process [19]. Furthermore, the 
relationship between the cognitive country's 
image and intentions to purchase during the 
consumers perceived the income level and 
advance of technology of the country. This fact 
is related to the quality of products delivered by 
the country. The country applies the standard of 
raw materials, practices the expert employee and 
technology utilized in the country. It has the 
impact on the image of the product's country of 
origin. Consumers explored the information on 
the existence of product's generated from the 
countries as consideration in consumer's 
purchase. The purchase decision-making is a 
systematic process, begins with evaluating the 
acquisition and the variety of information about 
the product integrated. All information acquired 
consumers to stimulate the purchase action [7]. 
Later, when the consumers have received the 
signals of information, the following signs are 
the country of origin image, price, and brand. 
During the country of origin image viewed as 
negative in consumer's minds, this form 
influences the product originated from the 
country. On the contrary, while the picture of the 
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country of origin has a positive result, the 
condition affects the product derived from the 
country. This case indicates the image of the 
country of origin affects intentions to purchase 
the products from the particular country. The 
explanation refers to the finding by [11]  indicate 
that country of origin image affects the purchase 
decision-making process. Based on the previous 
research and explanation, the authors propose the 
hypothesis as follows: 
H1: Country of Origin Image has a positive 
effect on information search 
H2: Country of Origin Image has a positive 
effect on intentions to purchase  
 
2.3 Product Knowledge 
According to the Brucks (1985) cited [13]   
mentions that product knowledge is the product 
result of memory and knowledge existing in the 
mind of an individual. Product knowledge 
divided into the primary categories: (1) Based on 
subjective (2) Based on objective (3) Based on 
the experience. In the study by [20]  indicate that 
product knowledge has a relationship with 
recognition and consumers believe in the 
product. The starting point for users to evaluate 
products are related to the level of knowledge. 
Product knowledge is the information obtained 
by an individual from the products. The 
information has accumulated consumers with the 
high subjective knowledge, and the impact on the 
more significant consumer attention on the 
country of origin in evaluating the quality of the 
product [21]. Product knowledge is the 
knowledge individual from an internal factor. 
Knowledge leads consumers in selecting the 
products to make the purchase decision or reject 
the product. The higher level of product 
knowledge is the less chance for failure in 
evaluating the product [20]. The relationship of 
product knowledge has an impact on directly in 
the form of intentions to purchase.  Moreover, 
the purchase intentions are due to the extent of 
the product knowledge of the customer. 
Knowledge does not use only for information 
search. Knowledge influences the purchase 
decision-making process. The relationship 
between the knowledge and the substance of 
information received has the positive relations. 
The study by [11] found that consumer 
knowledge on the product has a positive and 
significant effect on the consumer's purchasing 
decisions process. Based on the explanation 
above, the authors proposed the hypothesis as 
follows: 

H3: product knowledge has a positive effect on 
information search 
H4: product knowledge has a positive effect on 
intentions to purchase 
 
2.4 Product Involvement  
The involvement originates from the science of 
social psychology and recognition about "ego 
involvement," refers to the relationship between 
the individual, problem or object [22]. In the 
report of Zaichkowsky, (1985) cited [13] that the 
level of consumer involvement in a particular 
object is determined the degree for the product 
viewed as a relevant person. Involvement also 
related to the other concepts such as the 
perceived risk, information search, identification 
attribute, loyalty, retails brand context, 
leadership, and opinions. Product involvement is 
defined as customer perception is immortal on 
the importance of product categories based on 
the needs of the attached, values and interests 
[13]. Product involvement affects consumers in 
the decision-making process to purchase the 
products. The degree of consumers performs in 
search of information the product, period in 
adopting, the level of the attitude and preferences 
about the product may lead, and how the 
customer perception on the various alternative in 
the same product category and brand loyalty 
[23]. It depends on the perceived of the needs, 
values and consumer interest. It is necessary to 
know how deeply consumers were doing the 
process of information searching on the product 
and the period during the process of adoption 
until the product evaluation [23]. Friedman 
(1993) cited [13] proposed when the consumer 
selects the product with the high-involvement, it 
indicates the information that consumer obtains 
more deeply associated with the product 
purchase. There are two types of product 
involvement; high-involvement and low-
involvement. The difference is related to the 
attitude of consumers in information search and 
purchase. The high product involvement requires 
an extended period in the process of search 
information compared with low product 
involvement. The results of research by [11]  
revealed that the product involvement has a 
positive and significant effect on consumer 
purchasing behavior. Based on the explanations, 
researchers proposed the hypothesis as follows: 
H5: Product involvement has a positive effect on 
information search 
H6: Product involvement has a positive effect on 
intentions to purchase 



Journal of Theoretical and Applied Information Technology 
31st May 2018. Vol.96. No 10 

  © 2005 – ongoing  JATIT & LLS   

 

ISSN: 1992-8645                                                         www.jatit.org                                                        E-ISSN: 1817-3195  

 
3080 

 

3. MATERIAL & METHOD 
 
The research used cross-sectional design and the 
authors use quantitative data to obtain the 
primary data. The selection of respondents using 
the judgmental sampling technique which 
selected based on the evaluation of the authors 
which represent a population [24]. Minimize data 
sample for analysis multivariate is five times 
from the number of indicators, the number of 
samples uses 180 respondents. The research 
analysis method using Structural Equation Model 
which operated by Lisrel version 8.5. The level 
of pre-test the questionnaires were distributed to 
30 respondents.  The test aims to check for all 
aspects of the survey such as the content of 
questions, wording; the form and layout, the 
level of difficulty, and the instructions to fill the 
questionnaires. The reliability test showed 
reliable when the limit of Cronbach's Alpha 
value  ≥ 0.6. The validity test declares valid, 
when the limit value is required KMO values 
between 0.50 until 1, MSA values ≥ 0.50 [24], 
and the factor loading value ≥  0.50 [25].  
 
4. RESULT  
 
4.1  Pretest  
The results pre-testing from the variables of the 
country of origin image, product knowledge, 
product involvement, information search and 
intentions to purchase have the Cronbach's Alpha 
value is above of 0.6. That means the 
questionnaires research have good reliability 
level. The value of Keiser-Meyer Olkin (KMO) 
shows that the number of Measure of Sampling 
Adequacy is higher than 0.5. That means, it 
overall fit is fulfilled requirements. In the table 
of the component matrix, each item of the factor 
loading value is higher than 0.5. The pretest 
results of reliability and validity showed in Table 
1a & 1b below: 

 
Table 1a: Results of Cronbach’s Alpha 

Code Variable 
Cronbach’s 

Alpha 
COI  Country of Origin Image 0.935 
PK Product Knowledge  0.975 
PI Product Involvement  0.977 
IS Information Search 0.957 
ITP Intentions to purchase 0.936 

 
 
 
 
 
 

Table 1b: Results of KMO and Factor Loading 

Code Indicators KMO 

Factor 
Loading 

(Compone
nt Matrix) 

COI  Country of Origin Image 0.656 0.955 
 Country of Origin Image  0.656 0.664 
 Country of Origin Image 0.656 0.863 
 Country of Origin Image 0,656 0.773 
 Country of Origin Image 0,656 0.825 
 Country of Origin Image 0,656 0.870 
 Country of Origin Image 0,656 0.900 
 Country of Origin Image 0,656 0.816 
PK Product Knowledge  0.928 0.943 
 Product Knowledge 0.928 0.967 
 Product Knowledge 0.928 0.948 
 Product Knowledge 0.928 0.948 
 Product Knowledge 0.928 0.967 
PI Product Involvement  0.956 0.972 
 Product Involvement 0.956 0.920 
 Product Involvement 0.956 0.972 
 Product Involvement 0.956 0.869 
 Product Involvement 0.956 0.899 
 Product Involvement 0.956 0.957 
 Product Involvement 0.956 0.972 
IS Information Search 0.903 0.955 
 Information Search 0.903 0.950 
 Information Search 0.903 0.875 
 Information Search 0.903 0.864 
 Information Search 0.903 0.875 
ITP Intentions to purchase 0.846 0.889 
 Intentions to purchase  0.846 0.883 
 Intentions to purchase 0.846 0.934 
 Intentions to purchase 0.846 0.955 

 
4.2  Measurement Model  
CR value for each latent variable ≥ 0.7 that 
including good reliability. While AVE value for 
each latent variable ≥  0.5, that shows adequate 
convergence if SLF, CR, and AVE fulfill the 
good rule of thumb [25]. Measurement model 
analysis is convergent validity; it showed in table 
2 below: 

Table 2: Convergent Validity 
Variable SLF SLF^2 CR AVE

Country  
of Origin 
Image 

0.749 0.561001

0.958735114 0.743869943 

0.7569 0.572898
0.7577 0.574109
0.7578 0.574261
0.7578 0.574261
0.7577 0.574109
0.7571 0.574109
0.7508 0.563701

Total 6.0448 4.56754   
Product 
Knowledge 

0.7551 0.570176

0.94128468 0.762271707 
0.7671 0.588442
0.7691 0.591515
0.7671 0.588442
0.755 0.570025

Total 3.8134 2.908601   
Product 
Involvement 

0.7516 0.564903

0.954082579 0.748008024 

0.7588 0.575777
0.7597 0.577144
0.7598 0.577296
0.7597 0.577144
0.7589 0.575929
0.7519 0.565354

Total 5.3004 4.013547   
Information 
Search 

0.7554 0.570629
0.833322793 0.764783924 

0.7675 0.589056
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0.7696 0.592284 
0.7673 0.588749 
0.754 0.568516 

Total 3.8138 2.909235   
Intentions to 
Purchase 

0.7602 0.577904 

0.928586486 0.764783924 0.7811 0.610117 
0.7757 0.60171 
0.754 0.568516 

Total 3.071 2.358248   
 

 
4.3 Structural Model  
Generally, on various types of a fit index is used 
to measure the degree of match between the 
hypotheses model with the data presented. The 
following are the results of the index testing 
compliance used can be seen in Table 3 below: 
 

Table 3: Goodness of Fit Index (GOFI) 
Measure Value Requirement Conclusion 

RMSEA  0.08238 RMSEA	  0.08   
(good fit) 
RMSEA < 0.05 
(close fit) 
RMSEA 0.08– 0.10 
(marginal fit) 

Marginal Fit 

NFI 0.8645  0.90 Marginal Fit 
NNFI  0.8934  0.90 Marginal Fit 
CFI 0.9034  0.90 Good Fit 
IFI 0.908  0.90 Good Fit 
RFI 0.8505  0.90 Marginal Fit 
RMR  0.01541 < 0.05 Good Fit 
GFI  0.7610  0.90  Poor Fit 

 
RMSEA is an index which used to compensate 
for the chi-square statistic in a large sample. 
RMSEA value shows a good of fit expected if 
the model estimated in population. The 
calculation results demonstrate the value of 
RMSEA is 0.08238. That means a model is 
accepted and include marginal fit. Furthermore, 
GFI value is 0.7610. That indicates the model is 
a poor fit. The level of acceptance model 
recommended if the value is higher than 0.9. 
RMR index represents the average value of all 
residual standards has a range from 0-1. The 
model has a compatibility value if that is smaller 
than 0.05. In this research, RMR value shows of 
0.01541, that including good fit. CFI value is 
recommended to be accepted if that is above 0.9. 
Based on the results indicate CFI index is 
0.9034. It means, it is a good fit. This research 
shows the calculation of NNFI is 0.8934. It 
includes a marginal fit. NFI value is 0.8645. That 
means a marginal fit. IFIS value is 0.908, and it 
means a good fit and RFI value is 0.8505, 
including a marginal fit. 
 
 
 

4.4 Hypothesis Testing 
The cause and effect relationship analysis by 
measuring the t-value and structural equation 
coefficient and t-test values are higher than 1.96. 
The result shows in Table 4  
 

Table 4: Result of Hypothesis Testing 
Path t-value Conclusion 

COI → IS 2.3396 > 1.96 Accepted 

COI → ITP 2.2417 > 1.96 Accepted 

PK  → IS 1.2870 < 1.96 Rejected 

PK → ITP 1.2544< 1.96 Rejected 

PI   → IS 2.5981> 1.96 Accepted 

PI → ITP 2.0595> 1.96 Accepted 

 
5. DISCUSSION 
 
Based on results in the table above as follow: 
The first hypothesis (H1) indicates the effect of 
the country of origin image on information 
search is accepted. This case shows t-test value is 
2.3396 > t-table value 1.96. That means there is a 
significant effect on the country of origin image 
on information search. The result supports the 
previous research conducted by [11] that shows 
the country of origin image has an effect on 
information search. The country of origin image 
affected the consumer perception of quality. This 
case is due to the information about the feature 
and source of products originated from the 
country. Also, consumer perceptions related to 
the characteristics of economic, political and 
culture in the certain country. Image produces a 
set of beliefs, ideas, and impressions of an 
object. All products have interactions with the 
public that need a positive image. Similar to a 
company, the company competes to image its 
product as the best product. For a larger scale, a 
country needs a positive image in the viewpoint 
of the global community. The findings of this 
study explain country of origin image reflects the 
associations that are activated in the consumer 
memory. An image of communicating the 
interests and reputation of the country. The 
state's reputation affects interaction with the 
global world. In global markets, the reputation of 
the home country is increasingly important 
especially when people have the same perception 
for all products. A country had an image of itself 
and associated a unique brand image in the 
minds of people at home and abroad. Overall 
perceptions in the minds of global users contain 
elements such as people, places, cultures, 
languages, history, food, fashion, celebrities and 
global brands. Thus, every country has an image 
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in the minds of an international audience weakly, 
clearly or vaguely. Consumers in Indonesia 
consider the brand symbolic of the product's 
home country to improve their social status, in 
addition to displaying the overall quality of the 
product. There are many explanations, why the 
image of the country of origin into consideration 
in the search for product information. Using 
imported products such as Lenovo brand 
notebooks is relatively expensive and prestigious 
than local products. Consumers try to imitate 
consumption and lifestyle practices by 
purchasing foreign brands symbolizing status, 
representing wealth, and modernity. The second 
hypothesis (H2) indicates the effect of the 
country of origin image on intentions to purchase 
is accepted. This case shows the t-test value is 
2.2417 > t-table value 1.96. That means there is a 
significant effect of the country of origin image 
on intentions to purchase.  This results in line 
with the previous research were done by [11] that 
demonstrates country of origin image affects 
intentions to purchase. The country of origin 
image is often used as an external consumer cue 
and the basis of consideration for purchase 
decision making. Consumers will conclude the 
country's image is based on information about 
the product. When the country of origin image 
has the negative perception, consumers will have 
a negative image on a product originated from 
that country.  The results of the study found how 
the image of the country of origin affects the 
intention of individuals to purchase. A logical 
explanation is that differences in the 
manufacturing process of different countries do 
not result in the bias of product information for 
consumers. A brand may come from country A, 
but is designed in country B, produced in country 
C, and assembled in country D. Consumer 
behavior is currently showing the influence of 
the country of origin mage affecting their 
purchase intention. This case is an evaluation 
result after collecting various information related 
to the country of origin of the product. Consumer 
confidence over the product's home country does 
not discourage consumers from purchasing 
Lenovo notebook. The emerging behavior is a 
response to an object, which stimulates the 
consumer to acquire Lenovo notebook brand. 
Consumers in Indonesia realize there are several 
brands of notebooks that dominate the market 
and apparently derived from countries that 
produce the inferior products. Therefore, the 
image of the country of origin of the products 
has an important role during the purchase 

decision process.  The third hypothesis (H3): the 
effect of product knowledge on information 
search indicate rejected. This case shows the t-
test value is 1.2870 < t-table value is 1.96.  That 
means there is not a significant effect of product 
knowledge on information search. The results 
contrary to the research by [11] that find 
consumer's knowledge of the product has a 
positive and significant effect on information 
search. These findings suggest that the various 
information processed for a product will not 
affect consumers in the purchase decision 
process. Consumers knowledge of Lenovo 
notebooks has complete information. 
Consequently, they assume other additional 
information is not required to shape an attitude in 
the intention to purchase. This case is possible 
when the consumers have experience and 
knowledge related to the characteristics of the 
notebook required. Consumers already have 
experience related to the functional and 
psychosocial benefits of the product or 
consumers have been satisfied using the Lenovo 
notebook. Conversely, consumer tendencies do 
not have product knowledge until the 
information-seeking process tends to be 
irrelevant to their needs. Therefore, consumers 
who have a less product knowledge will use the 
signal about the country of origin as indicators in 
the product information search.  The fourth 
hypothesis (H4): the effect of product knowledge 
on intentions to purchase indicate rejected. This 
case shows the t-test value is 1.2544 < t-table 
value is 1.9759.  There is not a significant effect 
of product knowledge on intentions to 
purchase.The results were contrary to the 
research by [11] that find product knowledge has 
a positive and significant effect on intentions to 
purchase.  These findings explain that some 
experience and product information does not 
cause consumer motives to make a purchase 
transaction. The information stored in the 
consumer's memory is not to cover their needs. 
The tendency of consumers to have a preference 
for other products or consumers tend to use 
experience and information as a reference to 
family, friends or partners. The authors support 
the previous researcher who stated that 
consumers would make the purchase decision 
after collecting all information about product and 
memories will as the role important to select the 
product. The fifth hypothesis (H5): the effect of 
product involvement on information search show 
accepted. This case shows the t-test value is 
2.5981 > t-table value is 1.96. There is a 
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significant effect of the product involvement in 
information search. In line with the results of 
research [11] that found the product involvement 
has a positive and significant effect on 
information search. When consumers have 
involvement in the product increases, the 
consumers will search for more information on 
products. These findings reflect consumer 
perceptions of the personal relevance of an 
observed object. This case means that consumers 
have seen the product have relevant 
consequences personally. The consumer's past 
experiences on this product include intrinsically 
relevant. However, when involvement is due to 
existing physical and social environments, this 
case means the level of consumer relevance 
including situational [26]. Motivation to drive 
consumers tends to influence their behavior 
during the decision-making process. Consumers 
tend to experience stronger influence responses 
such as emotions and intense feelings when high 
product involvement. It is possible that 
individuals are different in their engagement with 
the product. During the information and 
evaluation search stage, consumers work with 
processes designed to provide some notebook 
brands that represent a viable alternative 
purchase [27]. Usually, consumers first perform 
an internal search by scanning memory for the 
appropriate brand.  A set of stored memory is 
reactivated to describe a series of brands that 
consumers have acquired, e.g., 3 to 5 
alternatives. Furthermore, consumers tend to 
perform external searches such as the internet, 
product manufacturer's website reviews and 
references from colleagues.  The sixth hypothesis 
(H6): the effect of product involvement on 
intentions to purchase indicated accepted. This 
case shows the t-test value is 2.0595 > t-table 
value is 1.96. There is a significant effect on the 
product involvement on intentions to purchase. 
In line with the results of research by [11] that 
revealed the product involvement has a positive 
and significant effect on intentions to purchase.  
This finding explains that the evaluation process 
is inseparable from the level of consumer 
involvement with the product. A stimulus evokes 
the level of personal interest of the consumer in a 
specific situation. Consumer involvement in 
products affects purchasing intentions may be 
due to an immediate or temporary situation 
factor. Another factor is possible due to 
consumers tend to provide recognition to 
acceptable social risks. In this case, consumers 
collect as much alternative information as 

possible until evaluating alternative brand 
choices that match their needs and wants. The 
product evaluation results present to specific 
attitudes and beliefs. Purchase intentions are 
made up of attitudes and beliefs and consumer 
behavior. The tendency of consumers looking for 
product information or intentions for exploration 
leads them to tend to have transactional motives. 
Therefore, consumers with the high product 
involvement, the correlation between attitudes 
and intentions to purchase the product have 
significantly higher than the low-involvement 
products. 
 
6. CONCLUSION 
 
Consumers are decision makers in the process of 
purchase products. The decision-making 
perspective describes that consumers undergo 
several stages before reaching the stage of 
making a purchase. The stage of purchase 
decision process is the order of events where the 
consumer tries to overcome the perceived 
problem through the purchase action. Consumers 
tend to anticipate before purchasing by planning 
and research, after which consumers will make 
decisions and ready to make a purchase. 
Decision Process Consumer purchasing starts 
from the stages of problem recognition, 
information search, alternative evaluation, 
choice, and post-acquisition evaluation. 
Consumer behavior that has been discussed in 
this study related to behavior in search of product 
information and evaluation of alternatives that 
encourage them have the intention to purchase. 
The search for internal information sources from 
the interaction and communication of individuals 
that influence mainly derived from the pioneer of 
opinion. The search for external information is 
focused on the consumer when the internal 
information search is not complete enough to 
solve the problem. External information obtained 
by consumers from the mass media and 
marketing activities of the company. The authors 
concluded that the influence of the country of 
origin image has a positive and significant, 
meaning in the search for information and 
intentions to purchase. The image of the country 
of origin includes attributes of notebook products 
that consumers often consider for product 
evaluation. The Lenovo brand has long been 
recognized and has a positive image and status 
symbol for consumers. The image of the country 
of origin for this notebook product affects 
consumers to find information and intentions to 
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purchase. The authors also concluded that the 
effect of product knowledge has no significance 
in the search for information and intentions to 
purchase. The consumer's knowledge of Lenovo 
brand-related notebooks has been thorough or 
complete the internal and external information. 
Therefore, Consumers evaluate the additional 
information as a stimulus to have intentions to 
purchase tend to be unnecessary. In this case, 
consumers assume they have had prior 
experience related to the characteristics of 
notebooks that priority is required. Another 
conclusion explains, actually, consumers that 
have not product knowledge, and the information 
search process tends to be irrelevant to 
consumers need. The influence of product 
involvement has a positive and significant 
meaning in information search and intentions to 
purchase. The authors concluded that motivation 
to drive consumers tends to influence their 
behavior during the decision-making process. 
Consumers tend to experience stronger influence 
responses such as emotions and powerful 
feelings when the products have the high 
involvement. Consumers involvement with the 
product during the information retrieval and 
evaluation phase through a process designed to 
produce some notebook brands representing a 
viable alternative purchase. There is a set of 
memory storage and reactivated to describe the 
collection of brands that consumers have chosen. 
Similarly, messages communicated by 
companies tend to change their attitudes and 
beliefs about the intentions to purchase the 
notebook.  
 
7. LIMITATIONS OF THIS STUDY  
 
Although this study provides insight into 
consumer behavior in search of information and 
intentions to buy, the authors acknowledge there 
are limitations in interpreting the requirements 
and discussion of research findings. First, this 
study involves products that belong to high 
involvement of products. Second, the researcher 
acknowledges that the definition of Country of 
Origin Image (COI) can be seen from Product of 
Origin Image (POI), the limitations of 
researchers to distinguish Country of 
manufacture (COM), Country of Brand (COB), 
Country of Design (COD). Therefore, For further 
research, the authors recommend to the 
researcher should use the comparison of the high 
involvement and low involvement product 
categorized. The authors suggest that Lenovo can 

provide all information regarding the products 
featured in the proper media which increase the 
consumer knowledge of the product will be 
released. The company can embrace the 
customers to facilitate the media to exchange the 
information in social media and formed the user's 
community The company can take advantage the 
Exhibition of Information and Communication 
Technology to make simple communicate 
directly with Lenovo company.  
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