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Abstract: The purpose of this study is to find out the factors which affect on purchase 

decision of fake (non-genuine) Nike sports shoes. Data analysis generally confirms the 

structural relationship of all variables, namely price and country of origin on brand image 

and its impact on purchase decision for fake (non-genuine) Nike shoes. This research was 

conducted on Gold's Gym consumers in the city area of West Jakarta with a sample size of 

130 respondents. The data analysis method used in this study is the Component or Variance 

Based Structural Equation Model where the data processing used Partial Least Square 

(Smart-PLS) version 3.2.9. The results show that all hypotheses can be accepted, except for 

the third hypothesis, which indicates that the country of origin does not effect on purchase 

decision. 
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INTRODUCTION 

Nowadays, the developments of fashion are growing rapidly, one of them is shoes. 

Currently, shoes have become one of the fashion needs which play an important role as well 

as clothes. Various models of shoes with unique and beautiful trends have emerged, such as 

formal style models that had become a trend and were used by women and men to come to 

formal or non-formal events. However, for daily activities, the shoes which are usually used 

are casual or sporty shoe models where the shoe model is designed to be as comfortable as 

possible to be used in any condition. 

Nike, Inc. is shoes company, clothing, and sporting goods from United States of America 

which is one of the largest companies in the world. They are best known for sponsoring some 

of the most famous sportsmen in the world. Nike is a casual or sporty shoe brand that is in 

great demand by all groups for sports activities. Nike sports shoes and apparel products are 

easily identified by the company's signature logo, the "swoosh" tick, and the "Just Do It" 

slogan. 

https://doi.org/10.31933/dijms.v2i4
mailto:catur.widayati@mercubuana.ac.id
https://id.wikipedia.org/wiki/Amerika_Serikat


Volume 2, Issue 4, March 2021    E-ISSN : 2686-522X, P-ISSN : 2686-5211 

 

 

Available Online: https://dinastipub.org/DIJMS Page 538 

Based on the results of the top brand award from 2016-2019, it shows that with the 

increasing sales of Nike shoes every year make Nike brand image in Indonesia is getting 

better. As the result, many companies want to take advantage by producing or selling shoes 

whose quality is not in accordance with company standards or are called fake shoes. The 

demand for counterfeit goods is mainly driven by prices that are cheaper than the price of 

origin. For consumers who have moneyless to buy the original product, counterfeit goods can 

be substituted for the original goods. (Chiu and leng, 2016). 

Country of Origin (COO) and brand image are often considered by potential customers 

before they make purchase decision. The perception of COO and a good brand image will 

increase consumer confidence in these products so that they can affect purchase decision. The 

image of country origin of a brand can be an additional value for a brand. Every country in 

the world also has a different image in society. The better the perception of a country, the 

better the perception of the brand. An improved brand image will make it easier for the 

potential consumers to make purchase decision. (Fadhiilah and Sunarti, 2018). 

Besides having good product quality, Nike shoes are also considered in purchase 

decision of consumers. Prices lead to various interpretations in the eyes of consumers. Price 

is one of the important thing of company success, because it determines how much profit the 

company will get from selling its products in the form of goods or services. Setting the price 

expensive will affect the decrease of sales, but if the price is cheap will reduce the profit of 

organization (Brata, BH, Husani, S., & Ali, Hapzi, (2017). Purchase decision by consumers 

are decisions that involve the perception of brand image and price. Consumers not only use 

price as an indicator of quality but also as an indicator of costs in exchange for product 

benefits (Setiawati and Tyas, 2014). 

Consumer behavior is an important element in the marketing activities of a product. 

This absolutely needs to be known by a manufacturer or company, because producers must 

have the right analysis to find out what consumer will considers the time before, after, and 

post-purchase products, both origin and fake (Pieter, 2018). In general, consumer decision-

making on product selection is not only through considerations of quality but also from 

several other things. 

The more artificial Nike shoes are sold in Indonesia, the higher of use the Nike shoes in 

sports. Thus, this study proposes and examines how the price perceptions and country of 

origin affect brand image and its impact on purchase decision. This study focuses on price 

perceptions and country of origin with the brand image of these artificial shoes and the 

impact of consumers on purchase decision for these shoes. 

LITERATURE REVIEW 

Country of Origin 

Kotler and Keller (2012) stated that the perception of Country of Origin is a mental 

association and belief triggered by a State. Consumers have different attitudes and beliefs 

towards brands from different countries. These perceptions may affect the attributes in the 

decision-making process. Brands that are successful in the global market place credibility and 

respect for their consumers. According to Listiana and Elida (2014), country of origin is 

defined as the country where head office of a product or brand marketing company is located.  

Previous research conducted by Simamora, Sari, and Haryanto (2008) stated that there 

is a positive relationship between country of origin and brand image. In this study, it is 

concluded that there is an influence between the country of origin and brand image on the 
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product and non-product dimensions. Another study conducted by Veranita (2009) stated that 

country of origin influences perceptions of quality significantly. 

Price 

Kotler & Armstrong (2016) defined that: "Price is an amount of money issued for a 

product or service or an amount of value exchanged by consumers for benefits or ownership 

or use of a product or service. 

According to Kotler (2012), price is the amount of money that is charged or imposed on 

a product or product. In other words, price is a value that must be exchanged for products that 

consumers want. Price is the only element that generates revenue while other elements 

generate costs. Price is one of the most flexible elements, prices can be changed quickly. 

According to Liu and Jang (2009), price is an element that influences people to convey 

information by word of mouth to others. If people get a fair price, it will satisfy them and 

they will go to that shopping place again. Product prices can make or break the quality of the 

product. Fair prices will make customers frequent shopping places (Widayati, et al., 2020). If 

consumers think the restaurant is charging with expensive prices, it will damage the 

reputation. According to Kotler, Bowen & Makens (2013), price is the amount of money 

charged for goods or services or the amount of value that consumers exchange for the benefit 

of owning or using the product or service. 

Brand Image 

Brand Image is a representation of the overall perception of a brand and is formed from 

information and past experiences with that brand. The image of a brand is related to attitudes 

in the form of beliefs and preferences for a brand. Consumers who have a positive image of a 

brand are more likely to make purchases. According to Simamora (2004), in Permana and 

Haryanto's research (2014) brand image is a requirement for a strong brand. The brand image 

that is formed must be clear and have advantages when compared to its competitors. When 

the differences and advantages of a brand are compared to other brands, the brand position 

emerges. If a company already has a good brand image and has implanted that brand image 

into the minds of its consumers, companies do not need to bother looking for who is the 

customer. With a good brand image, consumers will be sure of the brand and will use 

products from that brand. 

According to Sangadji and Sopiah (2013) brand image is an association that is positive 

or negative, depend on one's perception of the brand, while according to Kotler (2013) brand 

image is the perception and belief carried out by consumers, as reflected in the associations 

that occur in consumer memories. 

According to (Kotler and Armstrong, 2014) stated that a brand image is a set of beliefs 

in a brand called a brand image. According to Tjiptono (2011), brand image is a series of 

associations that are perceived by individuals over time, as a result of direct or indirect 

experience with a brand. 

Purchase Decision 

According to Kotler and Armstrong (2014), "Consumer buyer behavior refers to the 

buying behavior of final consumers - individuals and households that buy goods and services 

for personal consumption", this definition can be interpreted that purchase decision behavior 

refers to the final purchasing behavior of consumers. both individuals and households that 

purchase goods and services for personal consumption. Tjiptono (2016) Purchase decision is 
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a part of consumer behavior. Consumer behavior is an action that is directly involved in 

obtaining, determining products and services, including the decision-making process that 

precedes and follows these actions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Framework 

 

Hypothesis: 

H1: Country of origin has a positive and significant effect on brand image. 

H2: Price has a positive and significant effect on brand image. 

H3: Country of origin has a positive and significant effect on purchase decision. 

H4: Price has a positive and significant effect on purchase decision. 

H5: Brand image has a positive and significant effect on purchase decision. 

RESEARCH METHODS 

This research begins by identifying the problem to be studied, formulating and defining 

the problem, conducting library research by studying reference books and previous research 

results, determining hypotheses that are temporary answers to the problems to be studied, 

determining data collection methods, determining analysis methods, and conclude the 

research results. This research process takes time from December 2019 to February 2020. 

The object of research in this study is Gold's Gym consumers in the city area of West Jakarta. 

The data analysis method used in this study was the Component or Variance Based Structural 

Equation Model where the data processing uses Partial Least Square (Smart-PLS) version 

3.2.9. 

Sampling and Data Collection  

The sample population for this study was Gold's Gym customers who have been active 

members for more than one year. There are 26 parameters used to take measurements in this 

study. From the sample measurement criteria, it can be calculated that the minimum sample 

size used is 5 respondents for each indicator. Determination of the sample size of the 

population based on the implied analytical tool used. The guideline is 5 - 10 times the number 

of parameters estimated (Hair et al 2010). Samples are selected through the use of random 

samples. The total sample of this study was 130 respondents. 
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The measurement scale used in this study is the Likert scale. Sugiyono (2016) suggests 

the Likert Scale is a method used to measure the attitudes, opinions, and perceptions of a 

person or group of people about social phenomena. With a Likert scale, the variables to be 

measured are translated into variable indicators. Then the indicator is used as a starting point 

for arranging instrument items that can be in the form of statements or questions. The Likert 

scale uses five levels of answers, namely using 5 points ranging from 1 = strongly disagree to 

5 = strongly agree. 

RESULTS AND DISCUSSION 

Respondent Profile 

 

Table 1. Profile of Respondents (N = 130) 

 

Demographic Variables Percentage 

Gender  

  Male 55.4 

  Female 44.6 

Age (years)  

  18-24 23.1 

  25-34 32.3 

  35-44 30.0 

  ≥45 14.6 

Income Level  

  <2 million 8.6 

  2 - 5 million 36.7 

  5 - 8 million 39.9 

 > 8 million 14.8 

 

Demographic profiles of study participants are presented in Table 1. The sample 

consisted of 55.4% male and 44.6% female. The majority of respondents aged over 25 to 44 

years comprised the two largest age groups (32.3% and 30% respectively). The majority of 

Gold's Gym consumers in the West Jakarta area are middle to the upper class. 

 

Table 2. Descriptive Test of Country of Origin Variables 

Indicator Mean Stdev 

Image of country of origin of brand 3,566 0.662 

The level of technology advancement of the country of the brand 3,500 0.538 

Innovation of the country of origin of the brand in production 4,010 0.479 

  The level of prestige the country of origin of the brand has 3,677 0.782 

 

Based on Table 2, it can be seen that the instrument for the brand image variable which 

has the highest mean value is found in the indicator "Innovation of the country of origin of 

the brand in production" which is 4.01 with a standard deviation value of 0.479, while the 

lowest mean value is found in the indicator "The level of technology advancement in the 

country of origin of the brand”. which is equal to 3.50 with a standard deviation value of 

0.538. 

 

Based Table 3. Descriptive Test of Price Variables 

 

Indicator Mean Stdev 

High low prices 4,534 0.764 
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Price comparison 3,590 0.689 

Seasonal discounts 4,159 0.651 

Member discount 3,434 0.531 

Surprise discount 4,200 0.553 

 

on Table 3, it can be seen that the instrument for the price variable that has the highest 

mean value is found in the indicator "High and low price" which is 4.53 with a standard 

deviation value of 0.764, while the lowest mean value is found in the indicator "Price 

comparison”. Which is equal to 3.59 with a standard deviation value of 0.689. 

 

Table 4. Descriptive Test of Brand Image Variables 

 

Indicator Mean Stdev 

Maintain consistency and product quality 3,600 0.494 

Has the latest facilities 4,135 0.468 

Promote products through various media 4,427 0.553 

Products can be consumed by all people 4,590 0.492 

Provide the best product quality 3,771 0.538 

Deliver the appropriate product. 4,083 0.677 

 

Based on Table 4, it can be seen that the instrument for brand image variables which 

has the highest mean value is found in the indicator "Products can be consumed by all people 

" which is 4.59 with a standard deviation value of 0.492, while the lowest mean value is 

found in the indicator "Maintain consistency and product quality "  which is 3.60 with a 

standard deviation value of 0.494. 

 

Table 5. Descriptive Test of Purchase Decision Variables 

 

Indicator Mean Stdev 

Internal and external stimuli. 3,627 0.575 

Looking for information through the media and the internet 3,500 0.598 

Search for information through friends and family 3,614 0.487 

Identify existing products 4,024 0.676 

Evaluating known products with unknowns 3,566 0.662 

Purchase a product with existing benefits 4,108 0.538 

The need for the product 4,711 0.479 

Interest in buying products again 4.506 0.782 

Refer to friends and family 4,482 0.734 

Feedback of positive about the product 3,663 0.882 

 

Based on Table 5, it can be seen that the instrument for purchase decision variable that 

has the highest mean value is found in the indicator "Need for products" which is 4.71 with a 

standard deviation value of 0.479, while the lowest mean value is in the indicator "Searching 

for information through the media and the internet." which is equal to 3.50 with a standard 

deviation value of 0.575. 

Evaluate the Measurement (outer) Model 

a. Convergent Validity Test Results 

Convergent Validity testing of the measurement model with reflexive indicators is 

assessed based on the correlation between the item score or component score with the 

construct score calculated by PLS. Individual indicators are considered valid if they have a 
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correlation value above 0.70. However, in scale development research, the loading factor of 

0.50 to 0.60 is still acceptable. 

 
Table 6. Convergent Validity 

Respondents (N = 130) 

Indicator Outer Loading 

Country Of Origin  

 Image of country of origin of brand deleted 

 The level of technology advancement of the country of the brand 0.725 

 Innovation of the country of origin of the brand in production 0.773 

 The level of prestige the country of origin of the brand has 0848 

Price  

 High low prices 0.732 

 Price comparison 0.543 

 Seasonal discounts 0.718 

 Member discount 0.837 

 Surprise discount 0848 

 Event discount 0836 

Brand Image  

 Maintain consistency and product quality deleted 

 Has the latest facilities 0.623 

 Promote products through various media 0.845 

 Products can be consumed by all people 0831 

 Provide the best product quality 0.535 

 Deliver the appropriate product. 0.591 

Purchase Decision  

 Internal and external stimuli. 0.874 

 Looking for information through the media and internet 0.784 

 Search for information through friends and family 0.596 

 Identify existing products deleted 

 Evaluating known products with unknowns deleted 

 Purchase a product with existing benefits 0.632 

 The need for the product 0.649 

 Interest in buying products again 0817 

 Refer to friends and family 0846 

 Feedback of positive about the product 0.626 

 

The results of the modification of the convergent validity test in Table 6. It can be seen 

that all indicators have met the convergent validity because they have a loading factor value 

above 0.50. 

b. Result of Discriminant Validity Testing 

Discriminant validity testing is a reflective indicator that can be seen in the cross-loading 

between the indicator and the construct. An indicator can be declared valid if it has the 

highest loading factor for the intended construct compared to the loading factor for other 

constructs. Thus, latent constructs predict indicators in their block better than indicators in 

other blocks. 

Table 7. Results of Discriminant Validity (Cross Loading) Testing 

 

 
Country of 

origin 
Brand Image Price 

Purchase 

Decision 

CO2 0.725 0.596 0.434 0.632 

CO3 0.773 0.711 0.700 0.649 

CO4 0848 0.550 0.662 0817 

BI2 0.375 0.623 0.391 0.590 

BI3 0.578 0.845 0.748 0.567 
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BI4 0.574 0831 0.736 0.658 

BI5 0.473 0.535 0.468 0.330 

BI6 0.475 0.591 0.505 0.541 

H1 0.706 0.625 0.732 0.671 

H2 0.424 0.477 0.543 0.496 

.H3 0.644 0.602 0.718 0.572 

H4 0.606 0.708 0.837 0.574 

H5 0.578 0.845 0848 0.567 

H6 0.574 0831 0836 0.658 

KP1 0.678 0.743 0.647 0.874 

KP2 0.554 0.688 0.534 0.784 

KP3 0.475 0.528 0.415 0.596 

KP6 0.625 0.596 0.434 0.632 

KP7 0.573 0.511 0.600 0.649 

KP8 0.748 0.550 0.662 0817 

KP9 0.767 0.697 0.771 0846 

KP10 0.470 0.515 0.575 0.626 

 

From Table 7, it can be seen that the correlation of the variable construct with each 

indicator is higher than the correlation of the indicator with other constructs. Another method 

for seeing discriminant validity is by looking at the square root of average variance extracted 

(AVE) value of each construct with the correlation between constructs and other constructs in 

the model, so it can be said to have good discriminant validity. 

Table 8.  AVE Test Results 

 

Variable AVE 

Country of Origin 0.614 

Price 0.578 

Brand Image 0.586 

Buying decision 0.541 

 

Table 9.Test Results for Discriminant Validity (Fornell Lacker Criterium) 

    

 Brand Image 
Country of 

Origin 
Price 

Purchase 

Decision 

Brand Image 0.766    

Country of Origin 0.717 0.783   

Price 0.711 0.748 0.760  

Purchase Decision 0.643 0.697 0.722 0.736 

  

From Tables 8. and 9. it can be concluded that the square root of the average variance 

extracted (√     for each construct is greater than the correlation between one construct and 

the other constructs in the model. The AVE value is based on the table above, it can be 

concluded that the constructs in the estimated model meet the criteria for discriminant 

validity. 

c. Composite Reliability and Cronbach's Alpha Testing Results 

Testing composite reliability and Cronbach's alpha aims to test the reliability of the 

instruments in a research model. If all latent variables have a composite reliability value or 

Cronbach's alpha ≥ 0.7, it means that the construct has good reliability or the questionnaire 

used as a tool in this study has been reliable or consistent. 
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Table 10. Composite Reliability and Cronbach's Alpha Test Results) 

 Cronbach's Alpha Composite Reliability 

Country of Origin 0.786 0826 

Price 0847 0.889 

Brand Image 0.724 0820 

Purchase Decision 0.875 0.902 

   

Based on Table 10, the test results of composite reliability and Cronbach's alpha show a 

satisfactory value, because all latent variables have a value of composite reliability and 

Cronbach's alpha ≥ 0.70. This means that all latent variables are said to be reliable. 

Structural Model Testing or Hypothesis Testing (Inner Model) 

Inner model testing is the development of a concept and theory-based model to analyze 

the relationship between exogenous and endogenous variables that have been described in a 

conceptual framework. The test steps for the structural model (inner model) are as follows: 

a. Results of Testing the R-square Value 

Seeing the R-square value which is a goodness-fit model test. 

Table 11. Value    Endogenous Variables 

Endogenous Variables R-square 

Brand image 0830 

Purchase Decision 0890 

 

The structural model indicates that the model on the variable brand image and 

purchase decision can be said to be strong because it has a value above 0.67. The model of 

the influence of the independent latent variables on the brand image R-square value is 0.830 

which can be interpreted that the variability of the brand image construct which can be 

explained by the variability of country of origin and price is 83%, while 17% is explained by 

other variables outside the study. Likewise, the influence of the independent latent variable 

on purchase decision, the R-square value is 0.890, which can be interpreted that the 

variability of the purchase decision construct which can be explained by the variability of 

country of origin, price, and brand image is 89%, while 11% is explained by other variables 

outside the one under-study. 

b. Hypothesis Testing Results (Estimated Path Coefficient) 

The estimated values for the path relationships in the structural model must be 

significant. The significance value of this hypothesis can be obtained by the bootstrapping 

procedure. Seeing the significance of the hypothesis by looking at the value of the parameter 

coefficient and the value of the T-statistic significance in the algorithm bootstrapping report. 

To determine whether it is significant or not, it can be seen from the T-table at alpha 0.05 

(5%) = 1.96, then the T-table is compared with the T-count (T-statistic). 

Table 12. Path Coefficient (Bootsrapping) 

Hypothesis 
Bootsrapping 

T-Statistics P-Value 

Country of origin  Brand image 2,186 0.003 

Price Brand image 7,849 0.000 

Country of origin  Purchase Decision 1,650 0.355 

Price Purchase Decision 2,926 0.001 

Brand image  Purchase Decision 4,303 0.000 

 

Source: PLS Output (2020) 
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Figure 2.Respondent Bootstrapping Test Results (N = 130) 

  

Discussion 

1. Country of origin has a positive effect on brand image. 

The image of Vietnam as the country of origin of Nike which is not authentic has a 

positive image in this study, this is supported by the answers of respondents who 

answered agree to the items of the country of origin statement submitted by the 

researcher, such as the country's technological progress, workforce creativity, and the 

level of prestige that another brand's home country has. In the results of this study, it was 

found that respondents who were consumers of Nike shoes strongly believed that 

Vietnam as the country of origin was a country with a high level of technological 

progress and the latest innovation. This is shown in the assessment of the instrument, the 

brand image variable which has the highest mean value is found in the indicator 

"Innovation of the country of origin of the brand in production" which is equal to 4.01 

with a standard deviation value of 0.479. Respondents' confidence in the country of 

Vietnam increased the respondent's positive view of Nike shoes from Vietnam, causing a 

high image of the Nike shoe brand in the eyes of respondents. This research supports the 

research that has been conducted by Chiu and leng, (2016); Permana, MS, and Haryanto, 

JO (2014) and Simamora, et al., (2008). 

2. Price has a positive effect on brand image.  

In this study, it shows that if the price of shoes from a country is high or has increased, 

then the brand image of the goods will increase. Coefficient of value positive and 

significant, which indicates that the price has a significant effect on the brand image. 

Thus, the higher the price, the higher it is brand image or the brand is getting famous. 

Products that are priced accordingly and are attractive can captivate the hearts of 

consumers and make these products different in the minds of consumers. This 

differentiator will be a positive value for these products in introducing their brand to the 

public. With the right and attractive price, it will certainly make it easier for consumers to 

recognize the product and also form a positive brand image in the community. In 

addition, the appropriate and attractive prices offered by producers will encourage 

consumers to continue to buy and use these products. With a price that is considered 

appropriate by consumers, a positive perception will be formed for the brand in the 

community. The formation of a brand image will create added value and help the 

company to achieve its goals. 
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3. Country of origin does not have the effect on purchase decision.  

In this study, the Country of Origin of fake (not genuine) Nike shoes had no effect on 

purchase decision. This can be due to the fact that the respondents in this study had 

already used other brands of shoes before. Respondents like this have characteristics that 

prioritize the advantages and comfort of products that suit their needs compared to the 

Country of Origin of these products, such as the existence of the latest and more 

contemporary models. This study is in line with Setianingsih's (2016) study which did not 

find any influence of country of origin on one's purchase decision. 

4. Price has a significant positive effect on purchase decision.  

Price is the amount of money charged or charged for a product or service. The policy 

regarding prices is only temporary, meaning that producers must follow price 

developments in the market and must know the company's position in the overall market 

situation. Simamora (2003) Prices are directly related to income and profit. Price is the 

only element of the marketing mix that generates income for the company, which in turn 

affects the size of the profits and the market share that is obtained. Consumers choose a 

product, of course, consider the price of the product. Consumers choose a product because 

they really want to feel the value and benefits of the product because they see the 

opportunity to have the product at a lower price than usual so that it is more economical. 

The more the price of a product increases, the purchase power or consumer purchase 

decision will decrease and vice versa with a lower price, the purchase power of consumers 

increases, and consumer purchase decision will increase. But the results of this study 

indicate that price has a significant positive effect on purchase decision. This means that 

every time there is an increase in price, consumer purchase decision will increase.  

In this case, especially the Nike shoe product prices that are not genuine (fake) are not 

classified as expensive or cheap, but in accordance with the quality of the shoes, and with 

a model that looks like 90% of the original product, consumers have a high purchase 

decision on these counterfeit goods. With prices that are relatively far below the original 

product, it supports consumers to make purchases of these counterfeit products. These 

results are consistent with research conducted by Fernando and Aksari (2018), Eveline, 

Handoyo, and Listyorini (2012) stated that price has a positive and significant effect on 

consumer purchase decision. 

5. Brand image has a positive effect on purchase decision  

This means that everytime the image quality increases, the consumer's purchase decision 

of Nike products will increase, or with a good brand image, consumers will have more 

confidence in the Nike brand image so that many people choose it. A consumer will 

definitely make a decision to buy with a variety of existing considerations. The brand 

image of Nike shoes in society is positive, so many people like and choose Nike shoes. 

Consumers choose Nike brand shoes due to various considerations such as good shoe 

quality, attractive models and consumers are satisfied with their use, as well as the 

similarity to the original product. With a good brand image of Nike shoes, it can increase 

consumer purchase decision. 

The results of this study support the research of Fure., et al., (2015) which found that 

Brand Image has a positive and significant effect on consumer purchase decision. Thus the 

quality of the product can be said to be able to influence consumer purchase decision. The 

better the quality of a product, the consumer's purchase decision will experience an 

increase and vice versa if the product offered is of less good quality, the consumer's 

purchase decision for a product will decrease. 
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CONCLUSIONS AND SUGGESTIONS 

Conclusion  

Based on the research results, it can be concluded as follows: (1) Country of origin has a 

positive effect on brand image. This means that if the country of origin is known for its good 

quality, it will increase the brand image of the item.; (2) Price has a significant and positive 

effect on brand image. This means that if the price is expensive, the brand image will increase 

and become famous.; (3) Country of origin does not have the effect on purchase decision. 

This means that the country of origin does not affect the high or low level of purchase 

decision on an item, because the purchase decision is influenced by other factors.; (4) Price 

has a significant and positive effect on purchase decision. This means that if the price is 

expensive, will affect the increase of purchase decision, especially in this case of fake (non-

genuine) Nike brand shoes.; (5) Brand image has a positive effect on purchase decision. This 

means that if the brand image of an item is good or well-known among the public, it will 

increase purchase decision of consumers. 

Suggestion. The country of origin should improve its technology to increase consumer trust 

on purchase decision of local products. Nike company must dare to compete on price while 

maintaining quality to attract consumers. In addition, Nike company must consistently 

maintain the quality of products to attract potential customers and existing consumers. 

Promotion levels should be increased, such as advertising media to improve purchase 

decision. For further researchers, they must be able to redevelop variables and indicators 

which have not been used in this research, such as green marketing, marketing strategies, and 

so on. 
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