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Abdul Malik 
 

 

Read Statistic: 240 

 

Education & Assessment 

SUSTAINABLE HIGHER EDUCATION LEADERSHIP: A CONCEPTUAL 

APPROACH FROM THE FUNCTIONALIST PARADIGM FOR HIGHER 

INSTITUTIONS OF LEARNING 

Mar 11, 2020 

08-12 

Muftahu Jibirin Salihu, Nayel Musallam Ramadneh, Rabiatul-Adawiah Ahmad Rashid 
 

 

Read Statistic: 454 

SOCIO-EDUCATIONAL IDEA OF EDUCATORS AND EDUCATORS OF THE 

SECOND HALF OF THE XIX - EARLY OF THE XX CENTURY 

Mar 11, 2020 

43-53 

Olha Matros, Iuliia Pidvalna, Lilia Morgay 
 

 

Read Statistic: 317 

EXPLORATION OF E-LEARNING VS TRADITIONAL LEARNING IN INDIA 

Mar 11, 2020 

69-76 

Gulbir Singh, Vivek Bhatnagar, Rajeev Gupta, Gautam Kumar 
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Read Statistic: 913 

PROBLEM BASED AUTHENTIC ASSESSMENT MODEL IN INDONESIAN 

LEARNING: STUDY IN GENERAL HIGH SCHOOL PADANG LAWAS UTARA, 

INDONESIA 

- 
 

Mar 14, 2020 

77-82 

Jusrin Efendi Pohan, Atmazaki, Agustina 
 

 

Read Statistic: 443 

INVESTIGATE THE RELATIONSHIP OF CREATIVE THINKING SKILLS AND 

JUNIOR HIGH SCHOOL STUDENT MOTIVATION 

Mar 17, 2020 

159-167 

Syaiful, Kamid, Muslim, Nizlel Huda 
 

 

Read Statistic: 365 

POSITIVE LEARNERS’ RESPONSES ON MORAL VALUES BASED STORIES: 

CONSTRUCTING AND DEVELOPING KNOWLEDGE 

Mar 17, 2020 

168-174 

Luqman Alhakim, Sumardiono 
 

 

Read Statistic: 238 

HUMAN CAPITAL INVESTMENT (HCI) DETERMINANTS AFFECTING THE 

INSTITUTION’S PERFORMANCE: THE PRACTICALITY OF PARTIAL LEAST 

SQUARES STRUCTURAL EQUATION MODELLING (PLS-SEM) APPROACH 

Mar 18, 2020 

175-183 
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Farahiyah Akmal Mat Nawi, Abdul Malek A. Tambi, Muhammad Faizal Samat, Julaina 

Baistaman 
 

 

Read Statistic: 294 

UNRAVELING PARENTS' PERCEPTIONS OF ENGLISH LANGUAGE LEARNING 

Mar 18, 2020 

193-204 

Claudio Diaz, Nicolas Acuña, Barbara Ravanal, Ignacio Riffo 
 

 

Read Statistic: 311 

MALAYSIAN STUDENTS' SOCIAL ADJUSTMENT TO THE UNIVERSITY 

CAMPUS IN EGYPT, MOROCCO, AND JORDAN 

Mar 19, 2020 

240-247 

Wail Muin Ismail, Zakaria Alcheikh Mahmoud Awad, Muhammad Azhar Zailani, Di Xuan 
 

 

Read Statistic: 374 

BACHELORS’ INDEPENDENT WORK: STAGES OF ORGANIZATION 

THROUGH THE APPLICATION OF SIMULATION TECHNOLOGY 

Mar 27, 2020 

296-304 

I. N. Raptanova, N. V. Streneva, O. V. Strizhkova, A. S. Fomichenko, N. V. Yankina 
 

 

Read Statistic: 178 

APPLYING ITEM RESPONSES THEORY FOR MEASURING STUDENT’S 

ABILITY IN ACADEMIC SPEAKING 

Mar 28, 2020 

305-312 

Memet Sudaryanto, Kundharu Saddhono, Lina 
 

https://mgesjournals.com/hssr/article/view/2801/2838
https://mgesjournals.com/hssr/article/view/2452/2840
https://mgesjournals.com/hssr/article/view/2539/2847
https://mgesjournals.com/hssr/article/view/1183/2854
https://mgesjournals.com/hssr/article/view/2370/2855
https://mgesjournals.com/hssr/article/view/2452
https://mgesjournals.com/hssr/article/view/2539
https://mgesjournals.com/hssr/article/view/2539
https://mgesjournals.com/hssr/article/view/1183
https://mgesjournals.com/hssr/article/view/1183
https://mgesjournals.com/hssr/article/view/2370
https://mgesjournals.com/hssr/article/view/2370


 PDF 

 PDF 

 PDF 

 PDF 

Read Statistic: 177 

RELIGIOUS CULTURE DEVELOPMENT IN COMMUNITY SCHOOL: A CASE 

STUDY OF BOYOLALI MIDDLE SCHOOL, CENTRAL JAVA, INDONESIA 

Apr 3, 2020 

381-388 

Meti Fatimah, Sutama, Abdullah Aly 
 

 

Read Statistic: 354 

HEADMASTER LEADERSHIP EFFECT ON TASK LOAD OF SPECIAL 

EDUCATION INTEGRATION PROGRAM TEACHER 

Apr 6, 2020 

451-456 

Mohd Norazmi Bin Nordin, Mohamad Zaid Bin Mustafa, Abdul Rasid Bin Abdul Razzaq 
 

 

Read Statistic: 391 

COLLABORATIVE LEADERSHIP STYLE AMONG ADMINISTRATIVE 

ASSISTANTS OF TWO FACULTIES AT INTERNATIONAL ISLAMIC 

UNIVERSITY MALAYSIA 

Apr 7, 2020 

495-506 

Ibrahim Fahad Sulaiman 
 

 

Read Statistic: 218 

HUMANISTIC APPROACH TO PRINCIPAL’S LEADERSHIP AND ITS IMPACTS 

IN CHARACTER EDUCATION STRENGTHENING 

Apr 12, 2020 

533-545 

Yulius Rustan Effendi, Bafadal Ibrahim, I Nyoman Sudana Degeng, Imron Arifin 
 

 

Read Statistic: 474 
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ATTITUDES TOWARDS NATURAL SCIENCE: COMPARISON OF STUDENT 

ATTITUDES IN JUNIOR HIGH SCHOOLS IN MUARO JAMBI DISTRICT 

Apr 12, 2020 

546-554 

Retni Sulistioning Budiarti, Nirmala Sari, Orin Hidayusa Wiza, Yolanda Eka Putri 
 

 

Read Statistic: 223 

DIFFERENCES OF SCIENCE PROCESS SKILLS PRE-SERVICE TEACHER ON 

PHYSICS EDUCATION AND BIOLOGY EDUCATION 

Apr 12, 2020 

555-563 

Maison, Retni Sulistioning Budiarti, Sofia Christine Samosir, Neng Ria Nasih 
 

 

Read Statistic: 326 

IMPLEMENTATION OF EDUCATION MODEL 4.0: DEVELOPING INDUSTRY 4.0 

SKILLS IN GRADUATES ENGINEERS FOR IMPROVING EMPLOYABILITY 

SKILLS 

Apr 20, 2020 

601-613 

Dheeraj Singh, Geetali Tilak 
 

 

Read Statistic: 408 

DOES SCHOOL COOPERATIVE PROGRAM INCREASE ENTREPRENEURIAL 

INTENTION? A STRUCTURAL EQUATION MODELLING APPROACH 

Apr 27, 2020 

645-651 

Norliana Abd Majid, Fakhrul Anwar Zainol, Asyraf Afthanorhan 
 

 

Read Statistic: 178 

THE EFFECTIVENESS OF GAME-BASED LEARNING MODEL IN THE 

JAVANESE LANGUAGE CLASS 

Apr 27, 2020 
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652-660 

Joko Sukoyo, Endang Nurhayati, Suwarna Dwijonagoro 
 

 

Read Statistic: 368 

THE EFFECT OF HIGH IMPACT ENTREPRENEURSHIP EDUCATIONAL 

PRACTICES (HIEEPS) ON ENTREPRENEURIAL SELF-EMPLOYMENT AMONG 

BUSINESS SCHOOL STUDENTS 

Apr 27, 2020 

661-674 

Subramaniam Sri Ramalu, Gunalan Nadarajah, Adejare Yusuff Aremu 
 

 

Read Statistic: 256 

DIGITAL Al-QUR’AN LEARNING BOOK TO IMPROVE READING AND 

WRITING SKILLS AMONG NOVICE ARABIC LEARNERS 

Apr 28, 2020 

690-698 

Hanik Mahliatussikah, Zawawi Ismail, Muhammad Yunus Anis, Nur Anisah Ridwan, 

Nuruddin 
 

 

Read Statistic: 388 

THE INFLUENCE OF SELF-EFFICACY, TASK VALUE, AND GOAL 

ORIENTATION ON HELP-SEEKING AND ACADEMIC PERFORMANCE 

Apr 29, 2020 

722-731 

Di Xuan, Muhammad Azhar Zailani, Wail Muin Ismail 
 

 

Read Statistic: 393 

THE OPTIMAL NUMBER OF OPTIONS USED IN MULTIPLE-CHOICE TEST 

FORMAT FOR NATIONAL EXAMINATIONS IN INDONESIA 

May 5, 2020 

824-834 

Herland Franley Manalu, Diana Anggraeni 
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Read Statistic: 346 

COMMUNICATIVE REPERTOIRES USED BY STUDENTS WITH 

MULTICULTURAL BACKGROUNDS IN ESL WRITING CLASSROOM 

May 6, 2020 

835-843 

Firman Parlindungan, Lia Lisyati 
 

 

Read Statistic: 381 

INNOVATION OF DEVELOPMENT OF THE CONTEXTUAL AND VALUE 

CLARIFICATION TECHNIQUE (CVCT) IN LEARNING CITIZENSHIP 

EDUCATION IN INDONESIA 

EDUCATION 
 

May 7, 2020 

844-853 

Sutoyo, Anita Trisiana 
 

 

Read Statistic: 243 

TRANSLATION STRATEGIES OF ISLAMIC TERMS USED BY ENGLISH 

LECTURERS IN ENGLISH CONVERSATIONS 

Sep 12, 2020 

877-887 

Leffi Noviyenty, Fakhruddin, Taqiyuddin, Bukman Lian 
 

 

Read Statistic: 325 

ASIAN EDUCATION FOR THE WORLD LABOR MARKET: A MALAYSIAN 

SURVEY OF MIGRATION PROPENSITY 

Sep 29, 2020 

985-992 

Hairul Suhaimi Nahar, Erlane K Ghani 
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Read Statistic: 132 

 

Language & Literature 

STYLISTICS ANALYSIS OF SOUND DEVICE USING PARALLELISM ON THE 

SELECTED TIGRINA POEMS 

Mar 11, 2020 

61-68 

Hayelom Baro, Pawan Dwivedi 
 

 

Read Statistic: 680 

ASSESSING IRAQI UNIVERSITY READERS' CRITICAL THINKING 

DEVELOPMENT THROUGH THE USE READER RESPONSE STRATEGY IN THE 

INSTRUCTION OF SHAKESPEARE'S LITERARY TEXT 

Mar 15, 2020 

123-133 

Qaysar Abbas Abudlridha, Hj. Azmi Abdul Latiff 
 

 

Read Statistic: 453 

THE EFFECT OF USING POSSE STRATEGY IN TRAINING AND 

DEVELOPMENT COMPREHENSION READING SKILLS AMONGST SIXTH 

GRADERS 

Mar 15, 2020 

134-141 

Tareq Mohamad Alyatim, Wail Muin (Al-Haj sa'id) Ismail, Muhammad Azhar bin Zailani, 

Ala Muhammad Al Saadi 
 

 

Read Statistic: 311 

THE SEMANTIC CATEGORY OF ANOMALY IN THE NOVEL “THE MAN WHO 

MISTOOK HIS WIFE FOR A HAT” BY OLIVER SACKS 

Mar 18, 2020 

205-212 
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Alexander Ptashkin 
 

 

Read Statistic: 337 

CONCEPTUAL MODEL OF POLITICS IN AMERICAN ENGLISH 

Mar 22, 2020 

248-269 

Nataliia Tatsenko, Vitalii Stepanov, Hanna Shcherbak 
 

 

Read Statistic: 456 

INVESTIGATING EXPERIENCED AND NOVICE ENGLISH LANGUAGE 

LEARNERS` PERCEPTIONS of MOST USEFUL VOCABULARY LEARNING 

STRATEGIES (VLS) 

Mar 27, 2020 

288-295 

Elnaz Zariholhosseini, Ehsan Namaziandost, Mehdi Nasri 
 

 

Read Statistic: 169 

THE IMPACT OF BANGLA REGIONAL DIALECT ON THE PRONUNCIATION 

OF ENGLISH AT TERTIARY LEVEL 

Apr 10, 2020 

513-522 

Sushmita Rani, Afroza Akhter Tina 
 

 

Read Statistic: 467 

XENOPHOBIA AND CITIZENSHIP IN MEG VANDERMERWE’S ZEBRA 

CROSSING 

citizenship and xenophobia in Meg Vandermerwe's Zebra Crossing 

 
May 3, 2020 

756-764 

Mustafa Mohammed Abdullah, Hardev Kaur, Ida Baizura Bt Bahar, Manimangai Mani 
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Read Statistic: 272 

READABILITY OF THE SECOND GRADE ARABIC LANGUAGE BOOKS IN THE 

UNITED ARAB EMIRATES 

May 4, 2020 

773-780 

Ala Muhammad Al Saadi, Wail Muin (Al-Haj sa'id) Ismail , Muhammad Azhar bin Zailani, 

Tareq Mohamad Alyatim, Zaharah Binti Hussin 
 

 

Read Statistic: 197 

THE NAMING OF ACEHNESE TRADITIONAL CULINARY 

May 5, 2020 

815-823 

Dohra Fitrisia, Robert Sibarani, Mulyadi, Mara Untung Ritonga, Laili Suhairi 
 

 

Read Statistic: 370 

 

Media & Journalism 

CORPORATE FINANCIAL POLICY AND ITS IMPACT ON SUSTAINABLE 

CAPITAL STRUCTURE: EMPIRICAL EVIDENCE FROM TEXTILE FIRMS OF 

PAKISTAN 

Mar 15, 2020 

149-158 

Khurram Sultan, Ramyar Rzgar Ahmed, Rahim Jafar, Muhammad Muzammal Murtaza, 

Bayar Gardi 
 

 

Read Statistic: 412 

FAKE NEWS PROLIFERATION IN NIGERIA: CONSEQUENCES, 

MOTIVATIONS, AND PREVENTION THROUGH AWARENESS STRATEGIES 

Mar 28, 2020 

318-327 

Oberiri Destiny Apuke, Bahiyah Omar 
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Read Statistic: 1340 

 

Politics & Governance 

POLITICAL OFFICE, CORRUPTION OPPORTUNITY, AND ITS PREVENTION IN 

INDONESIAN’S STATE INSTITUTIONS 

Apr 26, 2020 

638-644 

Fauzan Ali Rasyid, Syahrul Anwar, Ateng Ruhendi, Aden Rosadi, Ahsanuddin Jauhari 
 

 

Read Statistic: 414 

DIMENSION OF ORGANIZATIONAL CITIZENSHIP BEHAVIOR AND ITS 

EFFECT TOWARD EMPLOYEES’ PERFORMANCE AT CAPITAL INVESTMENT 

AND LICENSING SERVICE OFFICE SOUTH BURU DISTRICT 

Apr 28, 2020 

681-689 

Mohamad Arsad Rahawarin, Tehubijuluw Zacharias, Yusriadi Yusriadi, Marlia Rianti 
 

 

Read Statistic: 594 

PRAGMATISM IN SAUDI-IRANIAN RELATIONS AND ITS IMPACT ON THE 

YEMENI CRISIS (2011-2019) 

May 4, 2020 

781-790 

Abdullah Alarqan 
 

 

Read Statistic: 215 

 

Psychology 

GRATITUDE BEHAVIOR IN LIVING OF INDONESIAN ORPHAN ADOLESCENTS 

BASED ON ISLAMIC PERSPECTIVE 

Mar 11, 2020 

54-60 
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Bambang Samsul Arifin, Ummu Salamah 
 

 

Read Statistic: 387 

PSYCHOLOGICAL EMPOWERMENT AND ITS RELATIONSHIP WITH 

DECISION-MAKING STYLES AMONG AL-AZHAR TEACHERS 

Mar 14, 2020 

102-111 

Mohamed Sayed Mohamed Abdellatif 
 

 

Read Statistic: 272 

THE IMPLEMENTATION OF SPIRITUAL QUOTIENT-BASED BEHAVIORAL 

GROUP COUNSELING IN STRENGTHENING CREATIVE AND INNOVATIVE 

TRAITS TO OPTIMIZE STUDENTS’ HARD SKILLS 

SPIRITUAL QUOTIENT-BASED BEHAVIORAL 
 

Mar 28, 2020 

313-317 

Hera Heru Sri Suryanti 
 

 

Read Statistic: 184 

WORK-FAMILY CONFLICT TOWARD MARITAL SATISFACTION WITH SELF- 

EFFICACY AS A MODERATOR VARIABLE 

Apr 3, 2020 

373-380 

Ujam Jaenudin, Tahrir, Dian Jasmine, Zulmi Ramdani 
 

 

Read Statistic: 352 

PREVENTIVE COUNSELING: A RELIGIOUS DEVELOPMENT PROGRAM AT 

BOARDING SCHOOL IN YOGYAKARTA 

Apr 20, 2020 

614-623 

Siti Bahiroh, Fitriah M. Suud 
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Read Statistic: 295 

HOSPITAL STAFF PERCEPTION OF STRUCTURAL ORGANIZATIONAL 

CLIMATE DIMENSION 

May 2, 2020 

744-755 

Kangjam Mukhara Devi, W. C. Singh 
 

 

Read Statistic: 176 

SYSTEMATIC LITERATURE REVIEW ON THE REQUIREMENT OF QURANIC 

PSYCHOTHERAPY MODEL: PAEDOPHILIA RECOVERY FOUNDATION 

Aug 11, 2020 

862-869 

Abur Hamdi Usman, Muhammad Fakhrur Razi Shahabudin, Marlon Pontino Guleng, 

Muhamat@Kawangit 
 

 

Read Statistic: 287 

THE SYRIAN WAR AND POST-TRAUMATIC STRESS DISORDER 

Aug 22, 2020 

870-876 

Eid G. Abo Hamza, Majd A. Gharib A. M., Rami A. Gharib, Ahmed A. Moustafa 
 

 

Read Statistic: 153 

DEPRESSIVE SYMPTOMATOLOGY AMONG IN-SCHOOL ADOLESCENTS 

WITH IMPAIRED HEARING 

Sep 25, 2020 

931-940 

Olufemi Timothy Adigun 
 

 

Read Statistic: 153 

 PDF 

https://mgesjournals.com/hssr/article/view/2328/2919
https://mgesjournals.com/hssr/article/view/4177/3169
https://mgesjournals.com/hssr/article/view/2159/3182
https://mgesjournals.com/hssr/article/view/2640/3293
https://mgesjournals.com/hssr/article/view/2328
https://mgesjournals.com/hssr/article/view/2328
https://mgesjournals.com/hssr/article/view/4177
https://mgesjournals.com/hssr/article/view/4177
https://mgesjournals.com/hssr/article/view/2159
https://mgesjournals.com/hssr/article/view/2640
https://mgesjournals.com/hssr/article/view/2640
https://mgesjournals.com/hssr/article/view/2631/2905


 PDF 

 PDF 

 PDF 

 PDF 

Sociology 

SILK PRODUCTS AND MARKETING STRATEGY OF A WEAVING INDUSTRY 

IN ASSAM 

Mar 14, 2020 

91-101 

PARMITA KHAKHLARI 
 

 

Read Statistic: 441 

POSITION AND ROLE OF WOMEN IN IRANIAN FEMINIST: CRITICAL 

DISCOURSE ANALYSIS (NOUSHIN AHMADI KHORASANI) 

Women roles 
 

Mar 19, 2020 

231-239 

Borahn Razyani , Akbar salehi, Sayed Mehdi Sajadi 
 

 

Read Statistic: 219 

FACTORS WHICH DETERMINE POPULATION BEHAVIOR STRATEGIES IN 

THE SPHERE OF HEALTH PROTECTION (SOCIOLOGICAL ANALYSIS) 

Mar 27, 2020 

280-287 

Tatiana Valerievna Gutik, Irina Gareeva 
 

 

Read Statistic: 207 

THE ROLE OF QUALITATIVE SOCIAL POLICIES IN ACHIEVING THE 

HIGHEST INTERNATIONAL INDICATORS OF BALANCE AND SOCIAL 

ORGANIZATION 

Mar 29, 2020 

352-363 

Khawlah M. AL-Tkhayneh, Huda A. Alhajjaj, Abatah D. Daher 
 

 

Read Statistic: 224 

https://mgesjournals.com/hssr/article/view/2152/2828
https://mgesjournals.com/hssr/article/view/2250/2846
https://mgesjournals.com/hssr/article/view/2411/2852
https://mgesjournals.com/hssr/article/view/2673/2861
https://mgesjournals.com/hssr/article/view/2152
https://mgesjournals.com/hssr/article/view/2152
https://mgesjournals.com/hssr/article/view/2250
https://mgesjournals.com/hssr/article/view/2250
https://mgesjournals.com/hssr/article/view/2250
https://mgesjournals.com/hssr/article/view/2411
https://mgesjournals.com/hssr/article/view/2411
https://mgesjournals.com/hssr/article/view/2673
https://mgesjournals.com/hssr/article/view/2673
https://mgesjournals.com/hssr/article/view/2673


 PDF 

COMPARATIVE STUDY OF GENDER EDUCATION BETWEEN PKS INDONESIA 

AND MUSLIM LEAGUE INDIA 

Apr 10, 2020 

507-512 

Vina Salviana Darvina Soedarwo, Gonda Yumitro, Nurul Zuriah 
 

 

Read Statistic: 362 

CONCEPT OF TAQRIBRA'YAI (BRIDGING TWO VIEWS) IN BID'AH POLEMIC 

WITHIN THE MALAY MUSLIM SOCIETY 

Apr 12, 2020 

546-568 

Firdaus Khairi Abdul Kadir, Hailan Salamun, Asyraf Hj Ab. Rahman, Fakhratu Naimah 

Muhad 

https://mgesjournals.com/hssr/article/view/1977/2885
https://mgesjournals.com/hssr/article/view/1977
https://mgesjournals.com/hssr/article/view/1977
https://mgesjournals.com/hssr/article/view/1756
https://mgesjournals.com/hssr/article/view/1756


Humanities & Social Sciences Reviews 
 eISSN: 2395-6518, Vol 8, No 2, 2020, pp 675-680 

 https://doi.org/10.18510/hssr.2020.8275 

675 |www.hssr.in                                                                                                                         © Juniarti and Andjarwati 

DOES COUNTRY OF ORIGIN OF INGREDIENT-PRODUCT MATTER? A 

STUDY OF HOST-PRODUCT PURCHASE INTENTION 
Rosa Prafitri Juniarti

1*
, Anik Lestari Andjarwati

2
 

1,2
Universitas Negeri Surabaya, Indonesia. 

Email: 
1*

rosajuniarti@unesa.ac.id, 
2
aniklestari@unesa.ac.id 

Article History: Received on 21
st

 February 2020, Revised on 29
th

 March 2020, Published on 27
th

 April 2020 

Abstract 

Purpose of the study: This study aimed to analyze how the country of origin of ingredient products may influence host-

product purchase intention. 

Methodology: This study aimed to analyze how the country of origin of the ingredient product may influence host-

product purchase intention. It was an experimental research with between-subject 2 (country of origin from host product; 

favorable, unfavorable) and within-subject of two product types (high-involvement, low involvement). The participants 

were undergraduate students who took Management studies. The evaluation of participants was through questionnaires. 

Result: The result found that country of origin of ingredient product merely influenced the purchase intention of host 

products with high-involvement, while low-involvement products and the other variables such as brand probably had 

higher contributions. 

Implications: Companies can consider the country of origin of the suppliers of ingredient products and communicate the 

country of origin of the ingredient products to consumers. 

Novelty: This study provides new insight into product ingredient research, specifically the influence of the country of 

origin of the product ingredient on the purchase intention of the host product. Moreover, this research also considers 

product involvement in experiments. 

Keywords: Country of Origin, Host Product, Ingredient-product, Product Involvement, Purchase Intention. 

INTRODUCTION 

Building a brand identity is very helpful for industrial products (Beverland, Napoli, & Yakimova, 2007; Kotler & 

Pfoertsch, 2007). The companies may apply some strategies to develop and manage their brands (Ponnam, S., & Balaji, 

2015, Jayanti & Iriani, 2020; Suryaningsih, 2020). One approach through brand equity development is the ingredient-

branding strategy. It refers to brand-in-brand where ingredient-brands merge in host-brand (Kotler & Pfoertsch, 2007). 

Ingredient-branding is one marketing strategy that aims to develop or improve the brand equity of industrial product 

brands (i.e., basic ingredient or components) that merges in a final product by communicating the basic ingredient to the 

final consumers (Norris, 1992). On the other hand, host-brand uses ingredient branded products to attract customer 

attention (Desai & Keller, 2002). Using ingredient-branding may change the consumers’ trust and attitudes on host-

brand as they consider to do evaluation wisely to the ingredient branded products they are interested in. Additionally, 

ingredient-branding may improve brand awareness and image of host-products through a positive evaluation (Kotler & 

Pfoertsch, 2010). 

Country of origin generally relates to countries in which the products were made (Bilkey & Nes, 1982). It may influence 

consumers’ evaluation of products they are interested in (S. Ahmed & D’Astous, 2008). Countries that make products 

are fundamental information that affects product quality and brand image (Bilkey & Nes, 1982). It is a kind of brand 

which also influences people's attitudes on-brand along with their purchase intentions (Barta, Feilmayr, Pröll, Grün, & 

Werthner, 2009). 

The level of involvement defines the depth, complexity, and latitude on the cognitive and behavioral process on which 

the consumers make their decisions (Bian & Moutinho, 2011). Product involvement reflects a recognition that some 

categories of particular products may be either more or less significant for consumers’ lives to become their sense of 

identity, in addition to their relationship with the entire universe (Nkwocha, Johnson, & Brotspies, 2005). Thus, product 

involvement is a primary framework to see consumers’ decision-making and other related communication (Bian & 

Moutinho, 2011; Afriani & Asandimitra, 2020). 

This study, therefore, aims to analyze how the country of origin of ingredient products may influence the purchase 

intention of the host-product. 

LITERATURE REVIEW 

Ingredient-branding 

Building a brand identity is very helpful for industrial products (Beverland et al., 2007; Kotler & Pfoertsch, 2007). The 

companies may apply some strategies to develop and manage their brands (Ponnam et al., 2015). One approach through 
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brand equity development is the ingredient-branding strategy. It refers to brand-in-brand where ingredient-brands merge 

in host-brand (Kotler & Pfoertsch, 2007). 

Ingredient-branding is a marketing strategy that aims to develop or improve the brand equity of industrial product brands 

(i.e., basic ingredient or components) that merges in a final product by communicating the basic ingredient to the final 

consumers (Norris, 1992). On the other hand, host-brand uses ingredient branded products to attract customer attention 

(Desai & Keller, 2002). Using ingredient-branding may change the consumers’ trust and attitudes on host-brand as they 

consider to do evaluation wisely to the ingredient branded products they are interested in. Additionally, ingredient-

branding may improve brand awareness and image of host-products through a positive evaluation (Kotler & Pfoertsch, 

2010). 

Strong ingredient-brand may communicate specific features and benefits that simplify the process of making decisions 

by customers and reveal the invisible components to the final customers. It brings good advantages for both the supplies 

and users of host-brand (host-brand) (Giakoumaki, Avlonitis, & Baltas, 2015). 

Ingredient-branding is different from co-branding (Hillyer & Tikoo, 1995; Kalafatis, Remizova, Riley, & Singh, 2012; I. 

P. Levin & Levin, 2000; Shocker, 1995; Spethmann, B. and Benezra, 1994). Ingredient-branding has more definite 

relationship rather than co-branding (Kotler & Pfoertsch, 2007) since one of the brands is the host-brand of B2B and the 

other ones refer to the host product (Erevelles, Stevenson, Srinivasan, & Fukawa, 2008; Prince & Davies, 2002; Rao, 

Qu, & Ruekert, 1999). In this case, the supplier of basic ingredients approaches the final customers to help the host-

brand reach its triumph (Kotler & Pfoertsch, 2007). 

Ingredient-brand is helpful for the host-brand for its capability to attract customer attention, improve the differentiation, 

give clues of product quality, improve brand awareness and the image of host-product that refers to positive evaluation 

(Desai & Keller, 2002; Ghosh & John, 2009; Kotler & Pfoertsch, 2010; A. J. Levin, Davis, & Levin, 1996; Rao & 

Ruekert, 1994; Vaidyanathan, Aggarwal, & Brown, 1999). Besides, branded-ingredient may influence the customers’ 

purchase intention and make them willing to pay with the premium price (Rodrigue & Biswas, 2004). Branded-product 

influences more on unloyal customers rather than the loyal ones (Swaminathan, Reddy, & Dommer, 2012). The attitude 

and trust in the ingredient brand may integrate with the attitude on host-brand to gain the proposition of better value 

(Tiwari & Singh, 2012). 

Country of Origin 

The country of origin is generally related to countries in which the products are made (Bilkey & Nes, 1982). The country 

of origin represents the level of technology and economic development of a country (Wu & Fu, 2007). It may influence 

the customers’ evaluation of the products they want to buy (S. Ahmed & D’Astous, 2008; Rahardjo, Akbar, Iskandar, & 

Shalehah, 2020). The origin-country of the products is important to impress the perception of product quality and brand 

image (Bilkey & Nes, 1982). The origin-country of a brand also works on the customers’ attitude and purchase intention 

on particular brands (Barta et al., 2009). It touches them by being product attributes (Hong & Wyer, 1989).  

The country of origin stimulates customers on its relative benefits and industrial status, as well as its social and culture 

that may bring more value to its products. The more favorable countries have a more positive perception of better quality 

products rather than unfavorable ones, and thus, it also works on their purchase intention (Wu & Fu, 2007). 

Product Involvement 

The term involvement derives from the psychological area. It refers to the condition of human beings on which having 

an ego-centric stimulus that, either consciously or not, relates to ego (Sherif & Cantril, 1947). Toward the consumers’ 

attitude, involvement commonly refers to relevance an individual perceives based on his needs, value, and interest that 

cannot be separated from one another (Nkwocha et al., 2005). 

Consumer’s product involvement is an important variable that works on consumers’ responses to the given information, 

and thus, it may bring over the implementation of brand personality. Product involvement reflects an internal condition 

of stimulus based on the relevance the consumers perceive product classes and toward their needs, interest, and value. 

The condition can be either situational or permanent (Malär, Nyffenegger, Krohmer, & Hoyer, 2012). 

The level of involvement defines the depth, complexity, and vastness of cognitive and behavioral processes in 

consumers’ decision-making (Bian & Moutinho, 2011). Product involvement reflects the recognition that the category of 

particular products is either more or less crucial for consumers’ live, to become the sense of their identity, and toward 

their relationship with the universe (Nkwocha et al., 2005). Therefore, product involvement is a primary framework to 

see the attitude of making a decision and related communication (Bian & Moutinho, 2011). 

Involvement improves consumers’ motivation to actively seek information. The information is then processed more 

intensively by focusing on more detailed arguments. Involvement improves their capability to see relevant aspects in 

more detail through accurate categorization. As a result, consumers with high involvement must have more capability to 

accurately categorize the identity of brands and see the intended message (Malär et al., 2012). 
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Indecision to purchase, consumers with high involvement product sense will seek for more information about the 

product they buy (e.g., information about the detail attributes of the products) and make comparisons with the other ones 

to ensure the product quality and value (Nkwocha et al., 2005). Hence, the process of making the decision will be longer 

given a series of consecutive stages. Otherwise, consumers with low involvement product sense will rely on visible 

signal only (e.g., price and brand) to conclude the product.  

They take less effort in seeking product information (Bian & Moutinho, 2011). It is consistent with the Elaboration 

Likelihood Model (ELM) that explains information processing of the “central route” or “peripheral route.” High-

involvement products tend to show “central route” to persuasion where the consumers take their cognitive effort to 

evaluate any relevant premises they have found. In this case, they tend to focus on signals with higher diagnosis such as 

information about the attributes and performance for product evaluation. They may ignore the simpler ones such as price 

and brand. Besides, low involvement products cause “peripheral route” to persuasion in which the product evaluation by 

consumers is based on superficial analyses of salient signals in the available stimulus (Nkwocha et al., 2005).  

For high-involvement products, consumers use a central route of processing and describe their experiences and insight 

for product evaluation. Therefore, the arguments of products may have positive responses. When customer involvement 

on a product is low, however, it turns into peripheral information processing. With this route, the customers will be 

dependent on external and peripheral signals (not the intrinsic ones) to make their conclusion (Ponnam et al., 2015). 

They will rely on intrinsic attributes (e.g., product quality) to evaluate high-involvement products and extrinsic signals 

(e.g., country of origin) for low-involvement products (Ferguson, Dadzie, & Johnston, 2008). Additionally, customer-

involvement on products also brings over perceptions of the quality and attitude of the brand (Boisvert & Ashill, 2011). 

H1: Toward high-involvement products, favorable country of origin of ingredient product works more on the purchase 

intention of host products rather than the unfavorable ones. 

H2: Toward low-involvement products, neither favorable nor unfavorable country of origin of ingredient product works 

on the purchase intention of the host product. 

METHODOLOGY 

This study began with instrument development of variables ingredient product, ingredient brand, host product, host-

brand, country of origin, and product involvement. After reviewing the latest literature, some hypotheses were set. Some 

pre-tests that aimed to define the category of high- and low-involvement products, ingredient products, country of origin, 

and host product were all conducted through a survey. The respondent of pre-tests was the sample with similar criteria to 

those in experimental research. They were 30 undergraduate students of management course in the Faculty of Economy 

in UNESA. 

The result of pre-tests was used to develop the stimulus of the experiment. It was the information that corresponded to 

the matrix of the experiment as presented in table 1. 

Table 1: Matrix of Experiment 

 Country of Origin of Ingredient Product 

Favorable Unfavorable 

Host-Product 

involvement 

High involvement µ1 µ2 

Low involvement µ4 µ5 

In the main test, recording the evaluation of participants was further conducted through questionnaires. According to the 

procedures of the experiment, the questionnaires involved some manipulation-check questions, in addition to consumer 

evaluation questions about product and country of origin, to ensure the stimulus fruitfulness. Four groups consisting of 

30 students for each participated in this research. They represented the cells of the experiment. Their responses were 

tabulated and tested using ANOVA (difference test) in SPSS. 

RESULTS/FINDINGS 

Initial Analysis 

The initial analysis aimed to see whether the participants were qualified as the research object. It consisted of an 

awareness check and another one to make sure that they saw the treatment. Among 120 collected questionnaires, 108 of 

them passed the initial analysis. They knew that the experimented ingredient product was the basic ingredient of the host 

product, besides, to correctly responding to the question about the stimulus of the experiment. The detailed participant 

distribution into the cells of the experiment was presented in the following table (i.e., table 2). 
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Table 2: Distribution of Participant into Experiment Cells 

 

 Country of Origin of Ingredient Product 

Favorable Unfavorable 

Host-Product 

involvement 

High involvement 26 27 

Low involvement 27 28 

Analysis of Manipulation Test 

The manipulation test aimed to make sure that the manipulation given in the research was successful. The result found 

that all manipulations conducted in this research were successful. The manipulated mean-variance of each factor said so. 

Additionally, the significance value of independent sample t-test for both involvement types and country of origin was < 

0.05. 

ANOVA Test 

Two variables including product involvement and country ofo origin significantly worked on customers’ purchase 

intention. Toward the interaction effect, the ANOVA test showed an insignificant correlation between those two 

variables in manipulating the customers’ purchase intention.  

Test of Hypotheses 

Hypothesis 1 and 2 were tested using independent sample t-test. The result showed a significant difference of purchase 

intention on host product between the favorable and unfavorable country of origin, particularly for the high-involvement 

product. Hence, Hypothesis 1 was supported. However, no significant difference was found in the low-involvement 

product. Thus, Hypothesis 2 was also supported. The significance value was presented in the following table. 

Table 3: Table of Hypothesis Test Using Independent Sample T-test 
 

 Levene's Test for Equality of Variances 

Sig. 

Hypothesis 1 .002 

Hypothesis 2 .409 

DISCUSSION 

Toward a high-involvement product, favourable country of origin of the ingredient product works more on the purchase 

intention of host products rather than the unfavourable ones. Hypothesis 1, therefore, was supported. However, the 

country of origin did not work on the purchase intention of the low-involvement host product. It supported Hypothesis 2. 

These two verified hypotheses supported the previous studies. 

Country of origin is one of the brand equity forming aspects in industrial products (Chen, Su, & Lin, 2011). In this case, 

it refers to the ingredient product. In international business literature, country of origin is a signal of consumers’ attitude 

in selecting products (Schooler, 1965) bar. When the country of origin is unfavorable, the image and perception of the 

product will be unfavorable as well. As a result, it may affect the customers’ purchase intention on host products, 

particularly to high-involvement products, not the low-involvement ones (Ahmed et al., 2004). Besides, they may 

consider another signal such as a brand to evaluate the low-involvement products (Li & Wyer, 1994).  

CONCLUSION 

Toward high-involvement products, favorable country of origin of ingredient products works more on customers’ 

purchase intention of host products rather than the unfavorable ones. Toward low-involvement products, country of 

origin (either favorable or unfavorable ones) does not work on customers’ purchase intention of host products. So, 

companies need to choose the country of origin of their product ingredients, especially for high involvement products. 

Besides, companies need to communicate the origin of their ingredient products to consumers by displaying them in 

advertisements.  

LIMITATION AND STUDY FORWARD 

This study failed to prove the influence of country of origin ingredient products on the purchase interest of hosted 

products on low involvement products. This is possible because respondents do not pay too much attention to the 

product ingredient of low involvement products. However, further research is needed to find out whether the country of 

origin of the ingredient product influences the behavior of consumers to host the product. Additionally, future researches 

may involve information containing multiple exposures of ingredient brand ads. 
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