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Positive perceptions and consumer trust in a brand will create a good brand 

image. Therefore the company must be able to create an attractive brand and 

describe the benefits of the product under the wishes of consumers so that 

consumers have a positive perception of the brand. Besides, what consumers 

often use to consider choosing a product is the country of origin of the product. 

The country of origin is generally considered to be a characteristic of a product. 

So the purpose of this study was to determine the effect of brand image and 

country of origin on the purchase intention of Yamaha NMAX motorcycles in 

Denpasar City. The results showed that: Brand Image and country of origin 

have a positive and significant influence on the purchase intention of Yamaha 

NMAX motorcycles in Denpasar City. 
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1   Introduction 

 

At this time the needs of the community for transportation facilities to support their daily activities are increasing. One 

means of transportation the most widely used by the people of Indonesia is private transportation, which is a 

motorcycle. One of the motorcycles on the market is the Yamaha NMAX motorcycle that has existed since 2015. 

Advantages owned by Yamaha NMAX are as a basis for consideration and evaluation of consumers. 

The advantages of Yamaha NMAX include: Features Yamaha NMAX, the engine is more resilient than 

competitors, Dimensions are classified as a large body scooter. The other considerations which are often used by 

consumers, namely about the country of origin of the product. Before deciding what products to buy, for some 

consumers will see where the country of origin of the product is, the country of origin is generally considered to be a 

characteristic of a product. 

The objectives of this study are (1) To determine the effect of brand image and country of origin on the purchase 

intentions of Yamaha NMAX motorcycle consumers in Denpasar City; (2) To find out the effect of brand image on 

the purchase intention of NMAX motorcycle consumers in Denpasar City; (3) For know the influence of country of 

origin on the purchase intention of NMAX motorcycle consumers in the city of Denpasar (Lee & Shin 2010; 

Balakrishnan et al., 2014; Bian  & Forsythe, 2012). 

 

Literature review 

 

Consumer behavior 

Perilaku consumers describe a study of the various processes involved when individuals or groups choose, buy, which 

meet their needs and desires. Consumer behavior occurs because it is based on certain motives. Every consumer action 

is taken to achieve the goal of satisfying a need and or desire (Jaminyasa et al., 2017; Mowen, 2004; Stephen, 2016). 

 

Brand image 

The definition of a brand image according to Kotler & Keller (2009), is the perception held by consumers when they 

first hear the slogan that is remembered and embedded in the minds of consumers. Consumers will embrace perceptions 

and beliefs under the experiences they have felt and summarized in their memories (Cretu & Brodie, 2007; Michel & 

Rieunier, 2012; Chien et al., 2011). 

 

Country of origin 

Country of origin or commonly referred to as the country of origin (COO) is the country where a product originates. 

COO itself is a reflection or mental image of a product from a particular country. One of the effects that COOs have 

on potential customers, that is, often prospective consumers have the perception that certain companies or brands are 

associated with certain countries (Dinata et al., 2015; Pereira et al., 2005; Godey et al., 2012). 

 

Purchase intention 

According to Sehifman & Kanuk (2008), expressed interest is one of the psychological aspects of a person and has a 

considerable influence on behavioral attitudes. According to Kotler & Keller (2009), buying interest is a consumer 

behavior that arises in response to objects that indicate the customer's desire to make a purchase. So from some of 

these definitions, it can be concluded that buying intention is a consumer behavior where this intention arises from 

within consumers that consumers need a product and shows the desire to make a purchase. 
 

 

2   Materials and Methods 

 

This study uses primary data types obtained by giving questionnaires to the people in Denpasar City. The population 

is consumers who have made purchases of Yamaha NMAX motorcycle products in Denpasar with an unknown 

population number (infinite), and the determination of samples using non-probability sampling methods, namely 

sampling techniques that do not provide the same opportunities for each element or member of the population to be 

selected as a sample (Rahyuda et al., 2004). The data analysis method used in this research is inferential analysis. Data 

analysis includes correlation and regression analysis which is useful for finding the effect of one construct on another. 

However, before the data can be processed for inferential analysis, the data must be free from the classical assumption 

test (Sugiyono, 2006). 
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The hypotheses in this study are: (1) Brand image and country of origin have a positive and significant effect on 

purchase intentions of Yamaha NMAX motorcycles; (2) Brand image has a positive and significant effect on the 

purchase intention of NMAX motorcycles in Denpasar City; (3) Country of origin has a positive and significant effect 

on the purchase intention of Yamaha NMAX motorcycles in Denpasar City. 

 

 

3   Results and Discussions 

 

3.1 Results 

 

Multiple linear regression analysis was used to determine the effect of brand image and country of origin on the 

purchase intention of Yamaha NMAX motorcycles. Multiple linear regression is expressed in terms of multiple linear 

regression equation (Sugiyono, 2006): 

 

Y =  a + b1 X1 + b2 X2 + ei 

 

Information : 

Y = Intention to buy a Yamaha NMAX motorcycle 

a = Constant value 

X1 = Brand image 

X2 = Country of Origin 

b1 = Regression coefficient brand image (X1) 

b2 = Coefficient country of origin (X2) regression 

ei = Residual variable. 

 

Based on the results of data processing using SPSS 17.0 for windows, the results can be seen in the following Table 1: 

 

Table 1 

Results of multiple linear regression analysis  

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7,552 2,545  2,968 .004 

X1 .427 .126 .364 3,399 .001 

X2 .614 .192 342 3,196 .002 

a. Dependent Variable: Y 

 

From the summary of the results of data analysis above, the value of a = 7.552 is obtained; b1 = 0.364; b2 = 0.342; 

Based on the values a, b1, b2 above, then the multiple linear regression equation is arranged as follows: 

 

Y = 7,552+ 0,427X1 + 0,614X2 

 

a = 7,552, which means that if the brand image and country of origin are in a constant state, the purchase 

intention will be 7,552 or the intention to buy a Yamaha NMAX motorcycle in Denpasar City will remain 

as before. 

b1 = 0,427, which means that if the brand image increases by one unit, the purchase intention of buying Yamaha 

NMAX motorbikes in Denpasar City will increase by 0.427 assuming the country of origin variable is fixed. 

b2 = 0,614, which means that if the country of origin increases, by one unit, the intention to buy a Yamaha NMAX 

motorcycle in Denpasar will increase by 0.614 assuming the variable brand image is in a fixed state. 
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Statistical Test F (F-test) 

 

This test is used to test the significance of the multiple correlation coefficient or regression coefficient so that it is 

known whether the simultaneous influence of brand image and country of origin on consumer purchase intentions is 

real (significant) or only obtained by chance. (Sugiyono, 2006) is formulated as follows: 

 
The statistical test steps are: 

a. Determine the hypothesis formulation 

In determining the formulation must be adjusted to the sound of the hypothesis 

H0: b1,2 = 0, means there is no positive and significant effect simultaneously brand image and country of 

origin for consumer purchase intentions. 

Hi: b1,2> 0, means there is a positive and significant effect simultaneously brand image and country of 

origin for consumer purchase intentions. 

b. Determination of the F-calculated value 

The results of data processing with SPSS 17.0 for windows, can be seen in Table 2 as follows. 

 

Table 2 

F-Calculated test results 

ANOVAb 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 168,254 2 84.127 17,549 .000a 

Residual 321,189 67 4,794   

Total 489,443 69    

a. Predictors: (Constant), X2, X1 

b. Dependent Variable: Y 

 

c. Draw the area of rejection and acceptance Ho 

 

(F-test) 

 

 

 

 

 

 

 

 

Figure 1. Reception and Rejection Region Ho 

d. Decision 

The results of calculations with the SPSS program and according to the image of acceptance and rejection of 

Ho as well as predetermined criteria, the F-calculated value is obtained 17,549 greater than F-table of 3.13 is in 

the area of rejection of Ho, then Ho is rejected or Hi is accepted, it means that there is indeed a positive and 

Reception Area Ho 

Rejection Region Ho 

3.13 

F-table 

17,549 

F-count 
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significant effect between brand image and country of origin simultaneously on the intention to buy Yamaha 

NMAX motorbikes in Denpasar and not accidentally. 

 

Statistical Test t (t-test) 

 

This test is used to test the significance of each regression coefficient, so it is known whether there is an influence 

individually brand image and country of origin on consumer purchase intentions are real (significant) or only obtained 

by chance. 

 

Table 3 

Test results t 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7,552 2,545  2,968 .004 

X1 .427 .126 .364 3,399 .001 

X2 .614 .192 342 3,196 .002 

a. Dependent Variable: Y 

  
The results of testing each variable are as follows:  

a. Testing the regression coefficient b1 

1) Determine the hypothesis formulation 

Ho: b1 = 0, means there is no significant influence individually brand image on consumer purchase 

intentions 

Hi: b1> 0, means there is influence positive and significant individual brand image of consumer purchase 

intentions. 

Distribution t table). 

2) Draw the area of acceptance and rejection of Ho 

 

 (t1-count b1 Test) 

 

 

 

  

 

 

 

Figure 2. Reception and rejection region Ho 

 

3) Conclusion   

According to the calculation results and based on Figure 2, the t-value for the brand image variable is 3,399 

greater than t-table (1,996), is in the area of rejection of Ho, which means Ho is rejected and H1 is accepted, 

which means that the brand image is partial effect significantly on the intention to buy a Yamaha NMAX 

motorcycle in the city of Denpasar and not accidentally obtained. 

 0 

Reception Area Ho 

Rejection Region 

Ho 

t-table 

1,996 

t-count 

3,399 
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b. Testing the regression coefficient b2 

1) Determine the hypothesis formulation 

Ho: b2 = 0, means there is no significant influence individually country of origin on consumer purchase 

intentions 

Hi: b2> 0, means there is influence positive and significant individual country of origin on consumer 

purchase intentions. 

2) Draw the area of acceptance and rejection of Ho 

 

(t2-count b2 Test) 

 

 

 

 

  

 

 

 

Figure 3. Reception and Rejection Region Ho 

 
3) Conclusion   

According to the calculation results and based on Figure 10, the t-count value for the country of origin 

variable is 3.196 greater than t-table (1.996), is in the area of rejection of Ho, which means Ho is rejected 

and H1 is accepted, which means that the country of origin partially significant effect on the intention to 

buy a Yamaha NMAX motorcycle in Denpasar and not accidentally obtained (Moon et al., 2008; Hajli, 

2015; Ueasangkomsate & Santiteerakul, 2016). 

 

3.2 Discussion 

1) The influence of brand image on the intention to buy a Yamaha NMAX motorcycle in the city of Denpasar  

The results found that brand image had a positive and significant influence on the purchasing intentions of 

Yamaha NMAX motorcycles in Denpasar City in Denpasar City. The results of this study are consistent with 

research conducted by Rizkia (2015); Wina (2016); and Judge et al. (2017), which found that brand image had 

a positive and significant influence on consumer purchase intentions. 

2) The influence of country of origin on the intention to buy a Yamaha NMAX motorcycle in Denpasar  

The results found that product quality had a positive and significant effect on the purchasing intentions of 

Yamaha NMAX motorcycles in Denpasar City. The results of this study are consistent with research conducted 

by Rafida (2015); Parlina & Ramli (2017); and Kusumaningtyas (2017), which found that country of origin had 

a positive and significant influence on purchasing intentions of Yamaha NMAX motorcycles in Denpasar City. 

 

 

4   Conclusion 

 

From the results of the analysis that has been done, it can be drawn conclusions related to the influence of brand image 

and country of origin on the purchase intention of Yamaha NMAX motorcycles in Denpasar City are as follows: 

1) Brand image and country of origin have a positive and significant influence on the purchase intention of Yamaha 

NMAX motorcycles in Denpasar City. 

2) Brand image has a positive and significant effect on the intention to buy a Yamaha NMAX motorcycle in 

Denpasar. 

 0 

Reception Area Ho 

Rejection Region 

Ho 

t-table 

1,996 

t-count 

3,196 
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3) The country of Origin has a positive and significant effect on the intention to buy a Yamaha NMAX motorcycle 

in Denpasar. 
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