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ABSTRACT

This study aims to determine the effects of country of origin and online costumer review, on purchase decision in Uniglo
products. The type of research used was descriptive quantitative with causal associative nature. The population in this
study were consumers who have previously purchased Uniglo products. The number of samples taken was 100 people.
The sampling technique used in this research was purposive sampling technique. The data were collected through an
online survey and analyzed using multiple linear regression analysis through the SPSS version 25 program. The results
showed that country of origin and online costumer review have a positive and significant influence on purchase decision.
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1. INTRODUCTION

The fashion industry has experienced rapid development, where fashion is no longer just a necessity but also a
symbol of lifestyle. With the advancement of technology, the fashion industry has become a promising business
opportunity in the current era.
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Figure 1. Indonesians Prefer to Shop for Clothes

The data in Figure 1 is the result of a survey by Statista regarding the percentage of products most purchased by
Indonesians in 2020, processed by Tempo.co. The data shows that 76% of Indonesians predominantly decide to purchase
clothing (fashion) products over other products. This indicates that fashion products are currently the most developed
products in Indonesia.

The rapid development of fashion has made the industry fiercely competitive to create superior products that attract
consumers. The wide variety of fashion products allows consumers to carefully consider the desired product and
confidently decide to purchase their chosen fashion product.

Purchase decision is a form of selection and interest in purchasing the most preferred brand among various different
brands (Kotler & Keller, 2016). Therefore, it is essential for companies to understand various factors that can influence
someone's decision to purchase a product.

This research focuses on Uniglo fashion products as one of the global industries following the development in the
fashion industry. Uniglo is a modern clothing retailer from Japan, founded by Tadashi Yanai in 1984. Uniglo sells
products ranging from pants, t-shirts, jackets, and clothing accessories, and collaborates with other brands to produce
products with modern trends.
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Figure 2. Apparel Brand Rankings in 2022

Based on data from Brand directory regarding the Apparel 50 2022 Rankings, Uniglo ranked 10th globally in 2022.
This phenomenon is interesting because while American and European brands dominate the global fashion market,
Uniglo, the only Asian brand from Japan, creates a new paradigm that Asia can produce renowned brands. This shows
that Japan, as one of the countries in Asia, has products favored by consumers worldwide. According to data from the
international survey institution Edelman Trust Barometer processed by Liputan 6 (2014), Indonesian society trusts
Japanese products the most, with a trust level of 96%. This indicates that the Indonesian public highly trusts Japanese
products, encouraging them to purchase products from Japan.

According to Alfarisi (2019), many factors can influence consumers in making purchases, such as the country of
origin. Research by Setya (2020) proves that there is a positive and significant influence of country of origin on purchase
decisions.

The Covid-19 pandemic has significantly changed consumer behavior patterns due to policy restrictions in recent
years. Uniglo decided to strengthen their product promotions by leveraging online business to adapt to the changing
environment. The fundamental difference between online shopping and in-store purchases is the consumer's ability to
assess a product, which can drive the desire and decision to purchase (Prabasini et al., 2023). The consumer's ability to
assess a product online is known as an online customer review. According to Welsa et al. (2022), online customer
reviews have a positive and significant influence on purchase decisions. This indicates that the higher the online
customer reviews of a product or service, the higher the purchase decision of that product.

Based on the explained phenomenon, Uniglo needs to reevaluate to improve quality better. This is important to
attract consumers again and maintain sales stability amid competition with other brands. In this case, the researcher
considers it necessary to study the influence of country of origin and online customer review on Uniglo products and
their impact on purchase decisions.

2. RESEARCH METHODS

This research is a quantitative study with a causal associative approach. It explains the relationship between
independent and dependent variables that influence each other. The research was conducted in Mataram City. The
population in this study consists of consumers who have purchased Uniglo products. The sample in this study includes
data from 100 respondents.

The data collection method used in this study was a survey method by distributing questionnaires in the form of
Google Forms to respondents. The sampling technique used was non-probability sampling with a purposive sampling
method, as it required selecting samples based on specific criteria to ensure the data produced was valid.

3. RESULT AND DISCUSSION

3.1 Respondent Characteristics

The researcher obtained respondent data based on gender, age, last education, occupation, monthly expenditure,
the number of respondents who have seen online reviews of Uniglo products, places where respondents have seen online
reviews of Uniglo products, the number of respondents who have purchased Uniglo products in the last 3 months, the
number of purchases of Uniglo products in the last 3 months, and the number of purchases of Uniglo products online or
offline.
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3.2 Analysis Results
3.2.1 Instrument Test

Instrument test consists of validity test and reliability test. In the validity test it shows that the calculated R value
is greater than the table R value (0.361). This indicates that all statement indicators in the study are valid. Whereas in
reliability test shows that the reference value is 0.7 and the Cronbach Alpha value for the three variables is greater than
this reference value. Thus, it can be concluded that the three variables are reliable.

3.2.2 Classical Assumption Test
Classical assumption test consists of normality test, linierity test, multicolinierity test, and heteroscedasticity test.

Based on the normality test results using the Kolmogorov-Smirnov technique, the obtained Asymp. Sig (2-tailed)
value is 0.143 (>0.05), indicating the data is normally distributed because the significance value obtained is greater than
0.05. Based on the linearity test results, it can be seen that both variables show a Sig. Linearity value < 0.05 and all Sig.
Deviation from Linearity values > 0.05. Thus, it can be concluded that the data is linear. Based on the multicolinierity
test results, it shows that the tolerance value > 0.10 and the obtained VIF value < 10.00. Thus, it can be concluded that
the regression model of the influence of country of origin and online customer review on the purchase decision of Uniglo
products does not have multicollinearity issues. Last, from the heteroscedasticity (glejser) test results on all variables, it
shows that the significance level is > 0.05, indicating that there are no heteroscedasticity issues.

3.2.3  Multiple Linear Regression Analysis
Y =a+hblX1+b2X2+h3X3+e
Y =2,817 + 0,120X1 + 0,387X2 +e ... (1)

Equation 1 is the equation used in this study. The constant value in the equation is 2.817, meaning that when the
variables of country of origin and online customer review are valued at 0, the value of the purchase decision for Uniglo
products is 2.817. bl (regression coefficient value for X1) is 0.120. This indicates that for every 100% increase in the
country of origin variable, the purchase decision will increase by 0.120 or 12%, assuming other variables remain
constant. b2(regression coefficient value for X2) is 0.387. This indicates that for every 100% increase in the online
customer review variable, the purchase decision will increase by 0.387 or 38.7%, assuming other variables remain
constant.

3.2.4 Hypotheses Test

Table 1. T-Test Calculation Results

Unstandardized Coefficients Standardized Coefficients

B Std. Error Beta
1 (constant) 2.817 .616 4574 .000
Country of Origin .120 .049 .242 2.444 .016
Online Costumer Review .387 .056 .689 6.950 .000

The test results for the country of origin on purchase decisions show a significance value of 0.016 < 0.05 and a ttt
value of 2.444 > 1.988 (greater than t table). This indicates a positive and significant influence of the country of origin
variable on purchase decisions for Uniglo products in Mataram City. Based on the test results, it can be concluded that
the hypothesis stating the country of origin influences purchase decisions is accepted.

The test results for online customer reviews on purchase decisions show a significance value of 0.000 < 0.05 and
a ttt value of 6.950 > 1.988. This indicates a positive and significant influence of the online customer review variable
on purchase decisions for Uniglo products in Mataram City. Based on the test results, it can be concluded that the
hypothesis stating online customer reviews influence purchase decisions is accepted

Table 2. Determination Coefficient Test (R? Test) Calculation Results

R Square ~ Adjusted R Square Std. Error Of The Estimates
1 915 a .838 .835 1.319
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Based on the calculations in table 2, it is known that the determination coefficient (R?) value is 0.838 or 83.8%.
This means that the influence of the independent variables on the dependent variable is 0.838 or 83.8%, while the
remaining 16.2% is explained by other variables not included in this study. This shows a high level of explanation,
providing strong validity to the regression model used. The model involving online customer review and country of
origin as predictors of purchase decisions shows a very good fit and provides a strong explanation of variations in
purchase decisions. The high values of R and R2 confirm that the combination of these two variables is very effective
in predicting purchase decisions.

3.3 Discussion
3.3.1 The Influence of Country of Origin on Purchase Decisions for Uniglo Products

The findings of this study reveal that the country of origin has a positive and significant influence on purchase
decisions. This means that the name of a country as the country of origin identity of Uniglo products can influence
consumers' purchase decisions. As shown by the T-test results, this variable statistically significantly influences
consumer behaviour. This indicates that the country of origin of Uniglo products, Japan, positively influences
consumers' perceptions of the quality and value of these products. This study aligns with research by Ghaizani (2018)
which states that the country of origin has a positive and significant influence on purchase decisions. This statement is
also supported by research by Azizah (2023), which also states that the country of origin significantly and positively
influences purchase decisions.

This study shows that the country of origin identity of Uniglo products, Japan, can create a positive image in
consumers' minds, leading respondents in this study to decide to purchase Uniglo products. Consumers in Mataram City
tend to have high confidence in products from countries with strong reputations in quality and innovation, in this case,
Japan. The most dominant indicator in this study is that the majority of respondents have very positive perceptions of
Japan's technological advancements. This positive perception reflects a strong belief that Japan's superior technological
capabilities can be an important factor in influencing consumers' purchase decisions for Uniglo products

3.3.2 The Influence of Online Costumer Review on Purchase Decisions for Uniglo Products

The findings of this study reveal that online customer reviews have a positive and significant influence on purchase
decisions. This means that the better the online customer reviews provided by other consumers, the higher the purchase
decisions for Uniglo products. This study aligns with research by Maulidar (2022) which states that online customer
reviews have a positive and significant influence on purchase decisions. This study is also supported by research by
Priangga et al. (2021), which states that online customer reviews have a positive and significant influence on purchase
decisions.

This study shows that respondents generally have a positive perception of the online customer review feature of
Uniglo products. This positive perception includes ease of information, increased trust, highlighting product strengths
and weaknesses, and the influence of positive reviews on purchase decisions and product reputation. This indicates that
the online customer review feature can be an important factor in influencing consumers' purchase decisions for Uniglo
products. The better the online customer reviews provided by other consumers, the stronger the purchase decisions for
Uniglo products.

Online customer reviews also show a very significant influence on purchase decisions with a t value far exceeding
the critical value. This indicates that online customer reviews play an important role in shaping consumers' perceptions
and influencing their purchase decisions. Positive reviews increase consumer trust in the product, while negative reviews
have the potential to reduce that trust. Therefore, effective review management is crucial in Uniglo's marketing strategy.

4. CONCLUSION

The country of origin has a positive and significant influence on purchase decisions for Uniglo products in Mataram
City. This means that the better the consumers' knowledge of a country, the higher their purchase decisions for Uniglo
products will be. The identity of the country of origin, Japan, provides a positive impact on consumers' minds regarding
the quality and innovation of products. This is evidenced by statistical analysis showing that the country of origin
significantly increases the tendency to purchase products.

Online customer reviews have a positive and significant influence on purchase decisions for Uniglo products in
Mataram City. This means that the better the online customer reviews provided by other consumers, the stronger the
purchase decisions for Uniglo products will be. The analysis shows that online customer reviews have a very significant
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influence on purchase decisions with a larger effect than the country of origin. This is indicated by a higher Beta value
and a larger ttt value. This emphasizes the importance of online customer reviews in Uniglo's digital marketing strategy,
especially in increasing purchase decisions.
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