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ABSTRACT  
Consumer ethnocentrism is very important because it affects consumer purchasing decisions.  This 

study aims to reveal how demographic factors such as age, gender, education, and income affect 
consumers' views on domestically made instant noodles and foreign-made instant noodles which 
affect attitudes, intentions, and purchasing behavior. This study uses a purposive sampling method 
involving 200 consumers who consume domestically made instant noodle products and foreign-made 
instant noodle products in the JABODETABEK area. The results of primary data analysis were 
carried out using the Structural Equation Modeling (SEM) method. The sample criteria are 
consumers who consume domestically made instant noodle products and instant noodle products 
made abroad at least 2 times. The results showed that consumer demographics affect consumer 
ethnocentrism, consumer ethnocentrism affects consumer attitudes, consumer attitudes affect 
consumer intentions, consumer ethnocentrism has no effect on consumer intentions, consumer 
intentions affect actual purchasing behavior. This study contributes that age, income and 
ethnocentrism significantly influence consumer attitudes and intentions towards local products and 
it is recommended that the sample be expanded and additional factors that may influence the 
relationship between ethnocentrism, consumer attitudes and purchase intentions be taken into 
account. Further research could also examine the long-term impact of ethnocentrism on actual 
purchase behavior as well as other factors that could potentially influence consumer decisions in 
greater depth.  

 

Keywords: Consumer demographics, Consumer ethnocentrism, Attitudes, Consumer intentions and 
Actual purchase behavior 

 

 

INTRODUCTION 

Development globalization and progress technology, make food from various 
countries increasingly easy accessible and becoming part from style Life in Indonesia is 
one of instant noodles product artificial domestic and instant noodles product artificial 
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overseas (Diatmono et al., 2020; Imran, Mariam, et al., 2020; Sukarno et al., 2020). 
Globalization increase movement product food between countries (Makanyeza & Toit, 
2017). Based on data from the Central Statistics Agency (BPS), in March 2021 instant 
noodle consumption product artificial domestic and instant noodles product artificial 
abroad in Indonesia is very high, namely 96% or 13.2 billion pack per year. Consumer 
ethnocentrism describe a term that refers to an opinion held consumer about need or not 
buy goods made in other countries (Akbarov, 2022; Utama et al., 2020). Consumer 

Ethnocentrism refers to the terms used For like product artificial local  (Akbarov, 2022; 

Kurniawati et al., 2024; Megawaty et al., 2024). Attitude, intention consumers and 
behavior purchase actual considered as key important for marketer, marketer need deep 
understanding about attitude, intention consumers and behavior purchase actual Because 
help they create an effective and efficient marketing strategy (Makanyeza & Toit, 2017). 
Need For endure in tough competition This has push company For increase 

understanding they about attitude consumers, in particular  Consumer ethnocentrism 
(Alberto et al., 2020 ; Vuong & Giao, 2020 ; Zeren et al., 2020) . 

Attitude consumer considered as key important for marketer, marketer need deep 
understanding about attitude consumer Because help they create an effective and efficient 
marketing strategy (Makanyeza & Toit, 2017). According to Gawronski (2007) is one the 
most important concept in psychology social ie attitude consumers, as well For 
understand behavior consumer in a way general and behavioral conscious consumers 
social. Attitude consumer refers to tendencies For act with positive way or negative in a 
way consistent to a object (Wilcock et al., 2004). Opinionated consumers positive about 
a product said own good attitude to product that, temporary those who have opinion 
negative said own no attitude Good to product the (Hung et al., 2016). Attitude consumer 
in a way direct influenced by attitudes, which then in a way direct influence intention 

consumer (Wang et al., 2020). 
Based on studies that have been done previously by (Muchandiona et al., 2021 ;  

Camacho et al., 2022; Bryła, 2021 ; Akbarov, 2022) about demographics consumer which 

influence  consumer ethnocentrism, attitude consumer, intent consumers and behavior 
purchase actual. However so For continue study before, in This study carried out in 
different locations from the previous one. Beside That exploration in This study use 
consumers who consume instant noodles product artificial domestic and instant noodles 
product artificial abroad at least 2 times as object which research is different with research 
before and still seldom used as object study. 

This research aims to reveal how demographic factors such as age, gender, education 
and income influence consumers' views of domestically made instant noodles and foreign 
made instant noodles, then these demographic factors influence attitudes, intentions and 
actual purchasing behavior. Research result This expected can give positive contribution 

to marketing strategy science and bringing more understanding deep to influencing factors 

consumer ethnocentrism, attitude consumer, intent consumers and behavior purchase 
actual. 

 

LITERATURE REVIEW 

Behavior Purchase Actual 
According to Makanyeza et al. (2021) behavior purchase actual is phase from the 

retrieval process decision Where customer do purchase. As for according to (Rana & Paul, 
2017) For choose approach marketing at its best, marketer must own comprehensive 
understanding about behavior consumer moment do purchase. According to 
Muchandiona et al. (2021) that intending consumers For get goods or service certain more 

Possible For tend own behavior purchase more actual tall compared to with consumers 
who don't intend.  

Consumer Ethnocentrism 
Haikal & Suliyanto (2018) explain that The term " ethnocentrism " was first used by 

Sumner in 1906, which describes ethnocentrism as trend believing society that culture his 
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group Alone more superior rather than culture group others, and often accompanied with 
trend For make the comparison is not fair. In addition, as stated by Muchandiona et al. 

(2021)  consumer ethnocentrism is a term coined by Shimp and Sharma that was adapted 
with draft general ethnocentrism, defined as confidence consumer consider ethics or 
ethics moment buy goods import, and loyalty customer to goods made in their country of 
origin. Draft This relevant in understand behavior consumers, especially in context 
preference culture. 

Attitude Consumer 
Attitude consumer defined by Zhang et al. (2021) as trend manifest psychology himself 

as level favorite or dislike to object certain. According to Ladero et al. (2015) attitude 

consumer is term multifaceted constant influenced by emotions, behavior, and beliefs. 
According to Gawronski (2007) is one the most important concept in psychology social 
is attitude consumers, which is very important For understand behavior consumer in a 

way general and behavioral conscious consumers social. In line with matter This is 
attitude consumer refers to assessment or extensive determination is made consumer 
related item, name, location, or company retail. 

Intention Consumer 
According to Salem (2016) intention consumer is track their actions expect For taken. 

A deliberate decision by the consumer For buy a product or buy it Again known as 
intention consumer (Makanyeza et al., 2021) . Intention consumer is trend consumer For 

act with obedient way they are the most fun. Intention consumer is describe and express 
behavior them and the way they make decision about a product (Wasiat & Bertuah, 2022). 
Will or determination For buy product or service certain things are reflected in action real 
or future intentions is definition intention consumers, according to (Shimp & Sharma, 
1987). Intention is aspect influencing motivation behavior someone, according to 
(Qazzafi, 2020). 

Demographics Consumer 
Research shows that consumer demographic factors, such as age, gender, income, and 

education, influence consumer ethnocentrism (Hall & Sevim, 2015; Agarwal, 2019; 
Muchandiona et al., 2021). Gender refers to the traits that distinguish men and women 
Kwok et al. (2016) and the roles, behaviors, and activities that society deems appropriate 
(Theobald et al., 2017). Gender differences affect consumer behavior (Kwok et al., 2016). 
Women tend to be more conservative in maintaining social harmony (Cvirik & Dotong, 
2023). Older consumers tend to be more ethnocentric than younger ones (Hall & Sevim, 
2015; Agarwal, 2019). The global lifestyle among teenagers contributes to the positive 
relationship between age and ethnocentrism (Vadhanavisala, 2014). Higher education 
makes people less conservative and more biased towards foreign goods (Chris et al., 2014; 

Vadhanavisala, 2014). Less educated consumers prefer domestic products (Matić , 2013). 

Consumer income affects purchasing behavior (Hall & Sevim, 2015). Consumers with 
higher incomes are more often exposed to foreign products and tend to be more 
nationalistic and conservative, thus preferring imported products (Chris et al. 2014). 

Connection Demographics Consumers and Consumers Ethnocentrism 
Gender can influence  consumer ethnocentrism (Wilkins et al., 2019). More women 

ethnocentric to consumer compared to with male, in A research conducted in Turkey 
(Akbarov, 2022). Study previously find that Woman have mark more ethnocentricity tall 
compared to man ( Alberto et al., 2020 , Camacho et al. 2022) . Akbarov (2022) say that 

in A research conducted in Turkey, found that age and consumers ethnocentrism own 
very good relationship. Age and consumers ethnocentrism found correlated positive in 
research conducted in India by (Ramadania et al., 2023). A number of study has confirm 
No exists connection between  consumer ethnocentrism and level education  (Vuong & 

Giao, 2020). Support findings Bryła (2021) confirm that No There is connection level 

education with  consumer ethnocentrism. Alam et al. (2022 ) say that education level is 

the main indicator of consumer ethnocentrism. Vuong & Giao (2020) found that the 
correlation had no effect on consumer ethnocentrism and income. Camacho et al. (2022) 

Determinant of 
Actual Purchasing 

Behavior 

 
 
 
 
 
 

_____1615 



state that consumer ethnocentrism play role important in determine preference customer 
to brand domestic and foreign, as well attitude consumer to a product. According to a 
number study Zhang et al. (2021)  consumer ethnocentrism result attitude negative 

consumers to instant noodle products product artificial domestic and instant noodles 
product artificial overseas. Based on discussion above, a hypothesis is created is :  

H 1 : Demographics consumer influential to consumer ethnocentrism. 

Connection Consumer Ethnocentrism and Attitudes Consumer 
Camacho et al. (2022) state that consumer ethnocentrism play role important in 

determine preference customer to brand domestic and foreign, as well attitude consumer 
to a product. According to a number study Zhang et al. (2021)  consumer ethnocentrism 

result attitude positive consumers to instant noodle products product artificial domestic 
and instant noodles product artificial overseas. Trend consumer For behave Good to a 
object called as attitude consumer (Jia et al., 2023). Attitude consumer to product found 

influence by consumers ethnocentrism in A research conducted in Zimbabwe (Bryła, 
2021). On the basis of explanation that, then hypothesis created is : 

H 2 : Consumers ethnocentrism influential to attitude consumer. 

Connection Attitude Consumers and Intent Consumer 
According to Behavioral Theory Planned, attitudes and beliefs influence intention 

consumer. Attitude consumer influential positive to intention consumer, in matter This 
there is Lots proof empirical support view the (Ferrin et al., 2020). According to experts, 
attitude consumer to a product influence intention consumer For buy product the 
(Svajdova, 2021) . Likewise, attitude consumers in Croatia found own connection 
significant positive with intention consumer (Wilkins et al., 2019). Intention consumer 
related with attitude consumer, based characteristics personal everyone inside determine 
a possible factors categorized as brand, product, retailer, and time purchase (Wasiat & 

Bertuah, 2022). The experts disclose that attitude good consumer to a product support 
intention consumer For buy a product ( Ngugi et al., 2020). According to Akbarov (2022) 

attitude consumer have good impact to intention consumer For buy food results 
engineering genetics. Discussion This produce hypothesis following : 

H 3 : Attitude consumer influential to intention consumer. 

Connection Intention Consumers and Behavior Purchase Actual  
According to (Khanh Giao, 2019) there is correlation significant positive between 

intention consumer with behavior purchase actual. Intention consumer to behavior 
purchase can used For evaluate spread channel distribution new, for help manager in 
decide what is geographic market and development addition on this idea required 
(Camacho et al., 2022). Intention consumer works as gauge to what extent is the 
individual willing For involved in behavior particular, which is interpreted as behavior 
purchase Actually (Peña-García et al., 2020). According to Theory of Reasoned Action 

Prince et al. (2019) intention consumer determine performance a behavior certain. 

According to a number study Ardekani et al. (2021 ), there are connection positive and 

significant between intention consumers and behavior purchase actual. Therefore it is, 
hypothesized based on discussion previously that : 

H 4 : Intention consumer influential to behavior purchase actual. 

Connection Consumer Ethnocentrism and Intention Consumer 
Consumer ethnocentrism become factors that don't influence desire consumer For do 

purchase, according to A research in Malaysia (Ramadania et al., 2023). According to 
Akbarov (2022)  consumer ethnocentrism For buy product No influential to intention 
consumer. Similar with this, Prince et al. (2019) find correlation negative between  

consumer ethnocentrism and intentions buy goods imports in Vietnam. One of factors 
that don't influence intention consumer For buy a product is  consumer ethnocentrism 
(Karoui & Khemakhem, 2019). Additionally, p this was also found impact negative in 
intention consumer in buy a product (H. M. Lee et al., 2021). A number of studies has 
prove that  consumer ethnocentrism No influential to intention consumer (Basfirinci & 
Uk, 2020). Based on exposure that, the hypothesis can be submitted is as following : 
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H 5 : Consumers ethnocentrism No influential to intention consumer. 
Based on framework hypothesis above, then the research model can depicted as 

following : 

 
 

Figure 1. Research Model 
 

METHODS 

Research Design 
This study use approach study quantitative with method Structural Equation Modeling 

(SEM). In research this, researcher use approach quantitative. This study aim For know 
influence direct between variable consumer ethnocentrism with demographics and 
attitudes consumer to intention consumer through behavior purchase actual. Approach 
in This study use the type of primary data produced by the research Alone. According to 
Sahir (2022) method study quantitative is study with tool For data processing using 
statistics, therefore it is the data obtained and the results obtained form number. Study 
Quantitative places great emphasis on objective results, through spread data questionnaire 
can obtained with objective and tested using validity and reliability processes. 
Questionnaire is series instrument prepared questions based on tool measuring variable 
research, data collection with use Very efficient questionnaire, respondents only choose 

the answer is already provided by the researcher. 

Measurement Variable 
collection in research This use method survey with questionnaire on line. Measurement 

done with scale likert with scale 1 – 4, where score one really doesn't agree (STS), score 

 

 

 

  

 Demografi Konsumen 

 

Usia 

 

Pendapatan 

 

 

 

 

 

  

 

 

   

 

 

 

  

 

 

 

 

 

 

  

Konsumen 

Etnosentrisme  

Sikap Konsumen 

Niat Konsumen 

Perilaku 

Pembelian 

Aktual 

 

H2  

H3 

H1  

H5  

H4 

Determinant of 
Actual Purchasing 

Behavior 

 
 
 
 
 
 

_____1617 



two no agree (TS), score three agree (S), score four strongly agree (SS). Measurement 
variable  consumer ethnocentrism adopt from (Makanyeza & Toit, 2017 ; Sharma, 2015 
; Subhash et al., 1995 ; and Terence & Subhash, 1987) consists of 17 questions. 

Measurement variable attitude consumer adopt from (Balasubramanian & Kamakura, 
1989 ; Burton et al., 1998 ; Makanyeza & Toit, 2016 ; and Makanyeza & Toit, 2017 ) 

consists of 6 questions. Measurement variable intention consumer (Hosein, 2013 ; and 
Vermeir & Verbeke, 2004) consists of 6 questions. Measurement variable behavior 
purchase actual (Ismail & Mokhtar, 2016 ; and Hashmi et al., 2012) consists of 4 questions. 

So the total measurement There are 33 possible questions See Appendix 2 as well 
questionnaire can seen in attachment 3. 

Population and Sample 
Use method survey used in the process of collecting data in research with share 

questionnaire in a way on line use application Google forms. As for variables bound ( 

Dependent Variable ) in This study ie behavior purchase actual, whereas variable free ( 

Independent Variable ) in This study ie demographics consumer, consumer ethnocentrism, 

attitude consumer, intent consumer. Population in This study is people who consume 
instant noodles product artificial domestic and instant noodles product artificial abroad 
at least 2 times in Indonesia in the JABODETABEK area, aged 17 years up to 30 years. 
Research sample use technique purposive sampling with criteria sample that is man or 

Woman 17 years old up to 30 years (Hair et al., 2019) . 

Data Analysis Techniques 
This study use approach study quantitative with method Structural Equation Modeling 

(SEM). For carry out validity and reliability tests, using device SPSS software. In validity 
tests, several factor checked mark Measure of Sampling Adequacy (MSA), Kaiser-Meyer-Olkin 

Measure of Sampling (KMO), communalities and component matrix. MSA, KMO, 

communalities and component matrix values that exceed 0.5 indicate suitability analysis 

factor. Cronbach's value  alpha must more from 0.6 for evaluate reliability (Hair et al., 2019)   

Components used For analyze results study use method Structural Equation Modeling 

(SEM) test with outer model and inner model. Outer model testing consists of from validity 

convergent, validity discriminant, reliability, value weight, collinearity, and adjusted R 

square. Whereas in testing inner model with p- value, t- statistics, original sample criteria. 

Validity convergent measured with see mark loading factor in the table outer loading as 

well as mark Average Variance Extracted (AVE). Based on standards outlined by Hair et al. 

(2021) , validity convergent fulfilled If mark loading factor > 0.7 and AVE value > 0.5. 

Validity discriminant show that latent variables do not The same with other latent 
variables (Joseph F Hair et al., 2021). Three method different can used For test validity 
discriminant : criteria Fornell-Larcker, cross-loading and heterotrait-monotrait ratio (HTMT). 

Criteria Fornell-Larcker show that latent constructs must can explain variance the indicator 

Alone more Good than the variance explained by other latent constructs (Joseph F Hair 
et al., 2021). Cross Loading Value show correlation between a indicator to its construct and 

against construct other. Correlation value indicator to variable latent need show more 
results big rather than value the correlation to other latent variables. Validity discriminant 
proposed by Henseler et al. (2015) that is mark Heterotrait-Monotrait Ratio (HTMT) each 

variable research < 0.90 has validity good discriminant. 
Hair et al. (2021) state that in SEM-PLS, reliability internal consistency can assessed 

through Composite Reliability (CR), where the CR value is considered reliable If more big 

of 0.7. 
On construct formative, measurement model see outer weight. Statistical T value For 

outer weight must be > 1.96. This matter show that indicators the in a way significant give 

contribution in measure variable their respective latencies. Collinearity between indicator 
look at the value Collinearity Statistics (VIF). In table Outer VIF Value, VIF value < 5 which 

indicates collinearity low. Then, assess coefficient determination explain until variable 
extent exogenous capable explain endogenous variables. 
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Testing inner model ( hypothesis testing ) research with see results significance 

coefficient track. According to Hair et al. (2021) If statistical T value more big than T table 

(1.960) at level 5%, with p- value < 0.05 then can said there is significant influence whereas 

direction connection can determined with see original sample value. 

 

RESULTS AND DISCUSSION 
Respondent in This study is consumers who consume instant noodles product artificial 

domestic and instant noodles product artificial outside at least 2 times each, in the 
JABODETABEK area. Based on results spread questionnaire online, 200 respondents 
were collected consisting of of 50.5% of women and 49.5% of men, all has consume 
instant noodle products product artificial domestic and instant noodles product artificial 
foreign made domestic and instant noodle products product artificial domestic and instant 
noodles product artificial foreign made abroad at least 2 times each. Age respondents 

dominated by groups aged 24-30 years by 57%, with majority own education final 
equivalent to high school (49%). Respondent spread evenly distributed in the areas of 
Jakarta (20%), Bogor (20%), Depok (20%), Tangerang (20%), and Bekasi (20%). Profile 
complete demographics respondents can seen in attachment 4. 

Testing Outer Model 

Table 1. Outer Model Results 

Variable Indicator 
Outer 

Loading 
AVE 

Cronbach's 

Alpha 

Composite 

Reliability 

Demographics 
Consumer 

DK1 0.874 
0.778 0.715 0.875 

DK2 0.890 

Consumer 
Ethnocentrism 

KE1 0.885 

0.753 0.964 0.968 

KE2 0.872 

KE3 0.886 

KE4 0.879 

KE5 0.829 

KE6 0.874 

KE7 0.866 

KE8 0.854 

KE9 0.861 

KE10 0.868 

Customer 
Behavior 

SK1 0.804 

0.728 0.925 0.941 

SK2 0.850 

SK3 0.841 

SK4 0.898 

SK5 0.837 

SK6 0.884 

Intention 
Consumer 

NK1 0.824 

0.655 0.900 0.919 

NK2 0.822 

NK3 0.768 

NK4 0.757 

NK5 0.849 

NK6 0.832 

Behavior 
Purchase 
Actual 

PPA1 0.836 

0.676 0.840 0.893 
PPA2 0.861 

PPA3 0.774 

PPA4 0.815 

Source : Results of researcher data processing, 2024 
 
Testing validity convergent in This study show that of 33 indicators reflective own loading 
factor value > 0.7 and AVE value > 0.5. Full results can seen in attachment 5. Testing 
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reliability internal consistency shows that all over reflective latent variable own mark 
Composite Reliability > 0.70. For formative latent variables, no there is mark Composite 
Reliability. 
Discriminant Validity 

Table 2. Fornell-Larcker Criterion 

Variable DK TO NK PPA SK 

DK 0.882         

TO 0.830 0.868       

NK 0.777 0.822 0.809     

PPA 0.769 0.816 0.981 0.822   

SK 0.893 0.948 0.87 0.863 0.853 

Source : Results of researcher data processing, 2024 

 
Table 3. Heterotrait-Monotrait Ratio (HTMT) 

Variable DK TO NK PPA SK 

DK           

TO 0.992         

NK 0.994 0.922       

PPA 0.995 0.906 1,115     

SK 1100 1,000 0.991 0.981   

Source : Results of researcher data processing, 2024 
 

Validity test discriminant can seen in attachment 5. Based on measurement use Fornell-
Larcker criterion, variable fulfil established criteria. Cross loading value show that all 

measurement items for DK, KE, NK, PPA, SK have more correlation between 
connection variable the main thing being measured show validity good discriminant 
compared to with variable other. Although Thus, research This find that for HTMT, all 
variable No fulfil appropriate criteria. Temporary that, relationship between variable 
other fulfil standard with value < 0.9. 
Table 4. Outer Weight and VIF 

Variable T statistics (|O/STDEV|) VIF 

PPA1 <- PPA 25,651 2,049 

PPA2 <- PPA 25,518 2,183 

PPA3 <- PPA 27,646 1,669 

PPA4 <- PPA 27,715 1,875 

Source : Results of researcher data processing, 2024 
Specification results mark weight can seen in attachment 5. Outer weight on the latent 

variable Behavior Purchase Actual proven significant or fulfil criteria with T statistics > 
1.96. 
Table 5. Coefficient Results Determination 

Variable R-square adjusted 

TO 0.688 

NK 0.755 

PPA 0.961 

SK 0.898 

Source : Results of researcher data processing, 2024 

Analysis results coefficient determination (adjusted R2) shows that variable consumer 
demographics can explain variable consumer ethnocentrism amounting to 68.8%, while 
the remaining 31.2% explained by other variables that are not researched in This study. 
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Variable attitude consumers, and consumers ethnocentrism capable explain variable 
intention consumer amounting to 75.5%, with the remaining 24.5% explained by other 
variables that are not researched in This study. Whereas variable intention consumer 
influenced behavior purchase actual 96.1% while the remaining 3.9% explained by other 
variables that are not researched in This study. Whereas variable consumer ethnocentrism 
influenced by attitude consumers 89.8% while the remaining 10.2% explained by other 
variables that are not researched in This study. 
 
Table 6. Model Fit 

  Saturated models Estimated model 

SRMR 0.094 0.097 

d_ULS 3,585 3,826 

d_G 2,897 2,746 

Chi-square 3,413,262 3,462,486 

NFI 0.551 0.544 

Source : Results of researcher data processing, 2024 
 
For model suitability test results, analysis goodness of fit show criteria close fit For RMSEA 

value. Next, results For Chi Square, ECVI, AIC, CAIC, Fit Index, Critical N, and GFI can 

accepted and fulfilled criteria good fit. 

 

Testing Inner Model ( Hypothesis Test ) 

 
Figure 2. Hypothesis Test Results 

Based on results calculation with method bootstrapping obtained results in the table 

under This : 
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Table 7. Hypothesis Test Results Direct 

Variable Hypothesis 

Original 

sample 

(O) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 
P values Results 

DK -> KE H1 0.830 0.025 32,564 0,000 Accepted 

TO -> SK H2 0.948 0.011 84,801 0,000 Accepted 

SK -> NK H3 0.861 0.055 15,649 0,000 Accepted 

NK -> PPA H4 0.991 0.016 60,319 0,000 Accepted 

Source : Results of researcher data processing, 2024 

 
Based on analysis from table, fourth proposed hypothesis get support. Testing H1 

regarding influence demographics consumers (DK) towards consumer ethnocentrism 
(KE) shows statistical T value amounted to 30,564, which is more big from mark critical 
1.960 with a p value of 0.000 which is less of 0.05, as well mark original positive sample. 
This result show that there is influence positive and significant between demographics 
consumers (DK) towards consumer ethnocentrism (KE), so that H1 can accepted. Testing 
H2 regarding influence consumer ethnocentrism (KE) towards attitude consumer (SK) 
show statistical T results as big as 84,801 with a p value of less than 0.000 of 0.05, as well 
original value of the sample positive. This indicates exists influence positive and 
significant between consumer ethnocentrism (KE) towards attitude consumer (SK), so H2 
can be accepted. Testing H3 regarding influence attitude consumer (SK) against intention 

consumer (NK) show statistical T results as big as 15.649 with a p value of 0.000 which 
is less of 0.05, as well original value of the sample positive. This matter show exists 
influence positive and significant between attitude consumer (SK) against intention 
consumer (NK), so H3 can accepted. Testing H4 regarding influence intention consumer 
(NK) towards behavior purchase actual (PPA) shows statistical T results as big as 60.319 
with a p value of 0.000 which is less of 0.05, as well original value of the sample positive. 
This matter show exists influence positive and significant between intention consumer 
(NK) towards behavior purchase actual (PPA), so H4 can accepted. 
Table 8. Indirect Hypothesis Test Results 

Variable Hypothesis 

Original 

sample 

(O) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P 

values 
Information 

TO -

>NK 
H5 0.036 0.145 0.249 0.804 Rejected 

Source : Results of researcher data processing, 2024 
Based on analysis from table, proposed hypothesis No get support. Testing H5 

regarding influence consumer ethnocentrism (KE) towards intention consumer (NK) 
shows statistical T value amounting to 0.249 which is more small from mark critical 1.960 
with a p value of 0.804 which is more big of 0.05, as well mark original positive sample. 
This result show that demographics consumers (DK) do not influential to consumer 
ethnocentrism (KE), so H5 is rejected. 

This study disclose that characteristics demographics consumer influence on level 
consumer ethnocentrism. Consumer with more income tall tend more highlight 
ethnocentrism in preference product them, more choose goods local rather than product 
foreign. This matter seen from trend they For choose products produced domestic, as 
form support to economy local and proud to product domestic. Consumer with income 

more tall own Power buy more large and often more selective in choose compatible items 
with values they. Instant noodle products product artificial domestic and instant noodles 
product artificial abroad, is very popular with Indonesian consumers because besides in 
accordance with appetite local, also plays a role in guard field work domestically. 
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Purchase product This give contribute to stability economy national with create 
opportunity work and support business local. His height request to instant noodle 
products product artificial domestic and instant noodles product artificial overseas shows 
that consumer No only value quality and innovation but also understand importance 
support industry local. Popularity of instant noodles product artificial domestic and 
instant noodles product artificial abroad underlined that guard field Work local is priority 
main for Lots consumer. Guard balance between consumption product local and 
imported Can create healthy market dynamics, which makes it possible consumer enjoy 
various choice while support economy domestic. Findings This support study earlier that 
showed that demographics consumer influential to  consumer ethnocentrism ( Akbarov, 
2022; Vuong & Giao, 2020) . 

This study show that consumer ethnocentrism influential to attitude consumer. Instant 
noodles strengthen identity culture they. As example, when consumer choose product like 

instant noodles product artificial domestic and instant noodles product artificial abroad, 
they No only enjoy it tastes delicious but also contributes to the Indonesian economy. 
Purchase products This support sustainability jobs in the sector production and 
distribution, which play a role important in welfare public. With increasing demand, 
industry This capable maintain and create field work new, helpful reduce level 
unemployment. Instant noodles product artificial domestic and instant noodles product 
artificial known abroad No only Because it tastes delicious but also because quality high 
level of preparation. Product This made with ingredients choice and go through a rigorous 
process For ensure every dish fulfil standard satisfying culinary delights. Commitment to 
quality This Finally increase satisfaction and loyalty consumer to product the. Support 
strong consumer strengthen position products on the market as well promote values local, 
which in turn increase pride national. This study No support findings earlier that showed 

that  consumer ethnocentrism No influential to attitude consumers ( Zhang et al. 2021 ; 

Bryła, 2021) . 
This study show that attitude consumer influential to intention consumer For do 

purchase. When consumers own good view to A product, them tend more planning For 
buy product that in the future. Attitude positive This influenced by several factors, incl 
quality product, experience users, and the impression left by the product. Therefore that, 
company need focus on creation and maintenance attitude positive among consumer 
they. Instant noodles product artificial domestic and instant noodles product artificial 
abroad is example successful product create good perception among consumer. Product 
This No only known because of its delicious taste, but also because method good 
preparation and presentation. Consumers who buy instant noodles product artificial 
domestic and instant noodles product artificial overseas often get experience culinary 
satisfaction, which contributes to perception positive to product the. Quality and 

consistency become key in build attitude positive consumer. I myself planning For Keep 
going buy instant noodle products product artificial domestic and instant noodles product 
artificial abroad because I enjoy various the variety of flavors it offers. Every time I think 
product This is me remembered of good taste and quality the presentation is satisfactory. 
This matter make I the more interested For buy products this is in the future, because I 
believe will get experience culinary delights every time enjoy it. Instant noodle products 
product artificial domestic and instant noodles product artificial overseas offers various 
different taste sensations However still satisfying, that makes I enthusiastic For try all 
available variants. With buy product This is me feel No only enjoy deliciousness each 
menu, but also supports product quality that has been become favorite many people. This 
study support findings earlier that showed that attitude positive consumer own influence 
significant to intention they For buy (Svajdova, 2021 ; Ngugi et al., 2020). 

This study show that intention consumer influential to behavior purchase they. When 

consumers own strong intentions For buy a product, them tend realize intention the in 
form real purchase. Intention This often triggered by experience purchase, satisfaction 
obtained before, or desire For try something new based on recommendation or existing 
reviews. I plan For buy instant noodle products product artificial domestic and instant 
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noodles product artificial abroad because I want to enjoy deliciousness various variant the 
menu. Product This known with authentic flavors and interesting variations, making it 
very tempting appetite For try. Desire I For feel various instant noodle menu variant 
product artificial domestic and instant noodles product artificial abroad to be motivation 
main I For enter product This on the shopping list. My decision For buy instant noodles 
product artificial domestic and instant noodles product artificial abroad is driven by 
intention beginning I as well as hope For get experience satisfying culinary delights. I 
really enjoy authentic and delicious taste from product this, which strengthens confidence 
I For do purchase. Experience positive This possibility big will influence decision I For 
do purchase repeat in the future. With So, intention I am strong For buy instant noodles 
product artificial domestic and instant noodles product artificial overseas proven impact 
on behavior purchase the real me. Product This No only fulfil my taste expectations, but 
also deliver encouraging satisfaction I For Keep going choose it as part from experience 

culinary I. This study support findings earlier that showed that intention consumer own 
influence positive to behavior purchase them ( Prince et al. 2019 ; Ardekani et al. 2021 ). 

This study reveal that consumer ethnocentrism No influence intention in buy instant 
noodles, okay product local nor product import. Consumers in Indonesia tend to No 
problematic origin their instant noodle products buy, but rather more focus on the flavors 
presented. This matter show that more consideration of taste dominant compared to with 
preference nationalism in choose instant noodle products. Apart from that, consumers 
with like heart buy instant noodles local nor import on occasion else, because consumer 
value the unique taste of each product. The feeling of satisfaction becomes factor main 
motivation consumer For Keep going buy various instant noodle type, without looking 
whether product the originate from in or overseas. This matter show that preference 
towards instant noodles more based on experience rather than on loyalty to product 

domestic. This study No support findings earlier that showed that  consumer 
ethnocentrism own impact positive in intention they For buy product (Lee et al., 2021; 

Basfirinci & Uk, 2020) . 

 

CONCLUSION 
In conclusion, research disclose that factors demographics, like age, income, influence 

to ethnocentrism as well as intention purchase consumer. Consumer with income more 
tall often show more ethnocentrism strong, encouraging they For more support product 
local, including instant noodles product artificial domestic and instant noodles product 
artificial overseas. Attitude ethnocentrism This influence on attitudes consumer in 
purchase, which is the end increase behavior purchase actual. Consumer ethnocentrism 
No influence intention consumer in buy instant noodles in Indonesia. Consumer more 
prioritize taste and satisfaction than origin product, show that more taste factor influential 

than loyalty to product domestic. Proud consumer to product domestically more tend For 
buy product the, provide positive contribution to economy local. Instant noodles product 
artificial domestic and instant noodles product artificial abroad, as one product popular 
in Indonesia, no only satisfying appetite consumer but it also plays a role in guard field 
Work domestic. Support to product local like instant noodles product artificial domestic 
and instant noodles product artificial overseas shows How preference consumer can 
contribute to stability economy and welfare public in a way overall. 
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