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ABSTRACT  

 

This study purpose to identify the impact of multiple Perceived Value (Functional Value of Product Price, Functional Value of 

Product Performance, Emotional Value, Social Value.), Brand Preference, and Brand Attitude towards the Purchase Intention of 

Indomie products in Jakarta. The sampling methods used for this study is purposive with 201 qualified respondent. SmartPLS 3.0 

is used as the tools to analyze the Structural Equation Modeling (SEM) in this study The result shown the impact of Functional 

Value of Product Price, Functional Value of Product Performance and Emotional Value to Brand Preference is significant, 

while Social Value to Brand Preference is not significant and Brand Attitude to Purchase Intention is significant, while Brand 

Attitude has no significant impact to the Purchase Intention. 
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INTRODUCTION 

 

Indonesia is a very promising market share considering Indonesia’s population of 258.7 million. as it is the center of business in 

Indonesia, Jakarta is the biggest contributor to the national economy, it also has a large population and grows every year, so the 

consumption by Jakarta residents will increase with the population growth. Based on data from BPS, increased to 10.37 million 

by 2017. Also, as the most developed city in Indonesia, Jakarta has the biggest HDI compared to other regions. Supported by the 

data from BPS which explains that Jakarta have the biggest Human Development Index (HDI) at 79.60 in 2016. The citizen 

composition in Jakarta also represents Indonesia itself, because the composition of the Jakarta citizen consists of many people 

outside the Jakarta region and the Java island. TheJakartaPost notes, Indonesia’s consumption of instant noodles in 2017, were in 

2nd position, behind China. According to GAPMI (Indonesian Food and Beverage Producers Association), instant noodle has 

become an important food for many Indonesian people. According to the Databoks, Indofood, have the biggest market share in 

the instant noodle market, for 70.7. It is the biggest in number, comparable to another manufacturer. Based on previous research 

about snack food products by Wang (2010), explain the impact of multiple perceived value to the brand preference and purchase 

intention which stated that brand preference was the predictor of purchase intention, this research analyzes variables toward 

purchase intention on Indomie product in Jakarta. With the addition of brand attitude variable as another variable to the purchase 

intention by Kudeshia and Kumar, (2017). No previous research has investigated whether there is a link between brand 

preference, brand attitude, and purchase intention, especially in the context of Indonesian consumer Millenials who consume 

instant noodles. In this case, related to demographic bonus (Briliana, 2019), the millennial market, is the largest population group 

in the region, more potential market for instant noddle. 

 

LITERATURE REVIEW 

 

Sheth, Newman, and Gross (1991) stated that perceived utility comes from the object’s capacity for functional, utilitarian, or 

physical performances. Functional value of product price is the economic utility, that indicates the benefits associated with 

possesing the product/service as in economic person theory according to Chen, Chang, & Chang (2005) Further more, according 

to Sweeney and Soutar (2001) functional value of product price is defined as “the utility derived from the product due to the 

reduction of its perceived short term and longer term costs”. 

 

According to Wu and Chang (2016) functional value is refers to customer’s perception of the function, efficacy and property of 

products. Thus, functional value is a perception of the value of utility that can be obtained by consumers and influenced by 

factors that are sacrificed or obtained by the consumer itself. While based on Sheth, Newman, and Gross (1991) statement, the 

functional value of product price is the perceived utility acquired from an object’s capacity for functional, utilitarian, or physical 

performance. In this definition, the performance factor is considered as a factor that affect the value itself, This definiton 

supported by Sweeney and Soutar (2001) who defined the functional value of product performance as “the utility derived from 

the perceived quality and expected performance of the product”. Which means that the performance is considered as a factor that 

affect the functional value itself. 

 

Emotional value is one of the factors that influence consumers in considering a product. It is defined by Sheth, et al (1991) as an 

alternative capacity to arouse feelings and be acquired when the value itself is associated with a specific feelings. Sweeney and 

Soutar (2001) stated that the emotional value derived from the feelings or affective states that a product generates in which 

affective effects are perceived by the consumer in terms of value in the product and may affect consumer consideration in the 

purchase decision of the product. This statement also supported by LeBlanc and Nguyen (2001) in Wang (2010) which defines 

the emotional value as the product ability to arouse feelings or affective states” so it can be concluded that emotional value is an 

influence given by the product and perceived by consumers affectively. 

 



International Journal of Business, Economics and Law, Vol. 20, Issue 5 (Dec)                                                                                              

ISSN 2289-1552 2019 
 

 

39 

Social value is defined as “the utility derived from the product’s ability to enhance social self-concept” (Sweeney and Soutar, 

2001) so a product is able to give can on one's self concept in the use of the product. While Sheth, et al (1991) defined social 

value as “The perceived utility acquired from an alternative’s association with one or more specific social groups.” this definition 

refers to the association of a social value to the social group occupied by the consumer. Wu and Chang (2016) explanation about 

Social value is the value of pursuing identity and and consumer display their social statuses and ability through product to gain 

approval in society. So based on three definitions of social value, it can be concluded that social value is a condition a person 

feels socially impact when using a product that gives influence to the existence and acceptance of consumers in a particular 

social group. 

 

Brand preference is a choice of the brand over other brands, that occur because of the past experience. Which means, the brand 

preference have a close relationship to the purchase decision. It also supported by Kurtz and Boone (2010:380) who explains the 

brand preference as the reliance based on previous experiences about a product to choose the same product again. According to 

Aaker (2012:44) stated that “this is about my brand being better than yours and requires making sure that customers prefer your 

brand of fruit juice than those of your competitors”. So it can be conclude that the brand preference is the degree of choice when 

a person preffered the product of specific brand compared than other similiar products in other brands. 

 

Brand attitude is the consumer’s evaluation of a brand. Kotler and Keller (2016: 587) defines brand attitude as assesing the 

brand’s perceived ability to make a purchase. While Elliot et al (2015) defines brand attitude as the thought about brand and what 

they mean to consumers often talk to terms of things like ‘value’,’perceived quality’, and ‘image’. Temporal (2010) also stated 

that “Brand attitude is a product of brand communications- how the brand talks to the consumer.” 

 

Purchase intention is a decision taken by consumers in buying a product. Kotler and Keller (2016: 483) defines purchase 

intention as “Moving consumers to decide to purchase the brand or take purchase-related action.” So, the purchase intention has 

a close relationship with product buying process. While Shah et al (2012) defined purchase intention as “a kind of decision in 

which studied why a customer purchases a brand in particular”, so it predict the possibility that consumer will likely to purchase 

a certain product or service in future. (Wu et al, 2011).So it can be concluded that purchase intention is a situation where 

consumers decided to buy a product based on the value of value obtained by consumers when using the product so that 

consumers have the desire to buy the product. In this research, the respondent criteria for the purchase intention variable are the 

person who already purchase and consumed the product. 

 

RESEARCH METHODOLOGY 

 

 

 
Figure 1 Research Framework 

 

Research design is a design in a study that explains the process required a research method to obtain empirical evidence in a 

problem. Research design covers things from making hypotheses to the final analysis to be concluded. A research design is a 

framework the marketing research purpose. Data analysis involved variance-based structural equation modeling (SEM) and PLS 

due  to its capability to assess the coefficient paths in structural models (Hair, Hult, Ringle, & Sarstedt, 2017) and one goes into 

an integrated model (Briliana and Prasetio, 2018). Furthermore, this method enables the researcher to analyze abnormally 

distributed data and appropriate for small sample (Hair et.al 2017). 

 

Sample and Data Collection 

 

Population is the entire group of people, events, or things that the researcher desire to investigate, Meanwhile sample is a 

subgroup of population (Sekaran and Bougie, 2016, p 394-396) according to Hair et al, (2017, 24) stating "the sample size should 

be 10 times the largest of formative indicators used to measure a single construct". So the minimum number of respondents 

required is 60 respondents. Sekaran and Bougie (2013, p. 269), also stated that “Sample sizes larger than 30 and less than 500 are 

appropriate for most research. In multivariate research, the sample size should be several times as large as the number of 

variables in the research will use 100-250 range of sample based on references above by Hair et al, (2017) and Sekaran and 

Bougie (2016).The quantitative method was used in this research to obtain the primary data through a questionnaires that were 
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distributed. The respondents in this research are undergraduate students in universities in Jakarta who have purchased and 

routinely consume Indomie products at least one time in the last 1 month. 

 

Table 1 Measurement items of the Construct  

Funcional Value of Product Price –adapted from Wang (2010)  
FP1. Indomie product is reasonably priced  

FP2. Indomie product offers value for money 

FP3. Indomie products is a good product for the price 

FP4. Indomie Product would be economical (e.g : jumbo and single packcage)  

Functional Value of Product Performance –adapted from Wang (2010)  

FQ1. Indomie has consistent quality 

FQ2. Indomie product is well made 

FQ3. Indomie product has an acceptable standard of quality FQ4. 

Indomie product has good workmanship 

FQ5. Indomie product would perform consistently  
Emotional Value – adapted from Wang (2010) 

EV1 Indomie product is the one that I choose to be consumed  

EV2. Indomie product would make me feel want to use it 

EV3. Indomie product is one that I would feel ralexed about using  

EV4. Indomie would make me feel good 
EV5. Indomie product would give me pelasure (e.g : fulfill the culinary taste)  
Social Value – adapted from Wang (2010) 

SV1. Indomie product would help me to feel acceptable 

SV2. Indomie product would improve the way I am perceived  

SV3. Indomie product make a good impression on other people  

SV4. Indomie commonly accepted in society  
Purchase Intention – adapted from Wang (2010)  

PI1. I’m willing to commend the Indomie product  

PI2. I’m willing to buy Indomie product 

PI3. Shopping likelihood is high for me  
Brand Preference– adapted from Wang (2010) 

BP1. I like Indomie better that other similar companies 

BP2. I would consider or I use the Indomie product more than I would consider or I use the product of other similar 

companies 

BP3. Indomie is my prefered brand over other similar companies 

Brand Attitude–adapted from Kudeshia and Kumar (2017) 

BA1. Indomie match my taste 

BA2. Indomie has a good reputation 

BA3. I prefer Indomie 

BA4. Indomie is sensible (e.g : guaranteed that the regional flavor matched the regional taste 

 

 

RESULTS AND DISCUSSION 

 

Based on the data from the questionnaires that processed through statistical tools, the respondent characteristic is shown at the 

table below: 

 

Table 2 Characteristics Sample 

 

  Frequency % 

Gender Male 97 48.3 

 Female 104 51.7 

Age 17-18 years old 109 54.2 

 19-20 years old 60 29.8 

 21-22 years old 28 13.9 

 >22 years old 4 1.99 

Occupation Student 98 48.7 

 Student also employee 112 51.2 

Purchase frequency 1 time per week 57 28.3 
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 2 times per week 53 54.1 

 ≥ 3 times per week 91 88.3 

 

 

Table 3 Summary result of the measurement model and convergent validity 

 

Variables Items Loadings AVE Cronbach 

alpha 

R 

Square 

Composite 

Reliability 

BA BA1 .835 .646 .816  .879 

 BA2 .742     

 BA3 .832     

 BA4 .801     

BP BP1 .920 .858 .917 .394 .948 

 BP2 .908     

 BP3 .951     

EV EV1 .796 .605 .838  .884 

 EV2 .819     

 EV3 .683     

 EV4 .785     

 EV5 .799     

FP FP1 .696 .535 .713  .821 

 FP2 .713     

 FP3 .768     

 FP4 .747     

FQ FQ1 .726 .666 .532  .888 

 FQ2 .846     

 FQ3 .844     

 FQ4 .838     

PI PI1 .809 .674 .758 .521 .861 

 PI2 .822     

 PI3 .831     

SV SV1 .855 .812 .884  .928 

 SV2 .880     

 SV3 .820     
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Figure 2 Structural model: path coefficients 

 

The first stage of the assessment is a measurement model check to evaluate the reliability and validity of the constructs by 

inspecting outer loading, composite reliability (CR), Cronbach’ Alpha, and average variance extracted (AVE). The finding, 

(table 2) shows that the discriminant validity requirements are fulfilled as all of the indicator loading factors exceed 0.6, CR 

values of more than 0.7 and AVE higher than 0.5 (Hair et al., 2017). 

Global goodness-of-fit is measured by R2 which has the same interpretation of regression. In scholarly research that focuses on 

marketing issues, R2 values of 0.75, 0.50, or 0.25 for endogenous latent variables can, and be respectively described as 

substantial, moderate, or weak (Hair et al., 2017, 199). Brand Preference has a R-square of 0.394 which means that 39.4% of 

construct variables of customer satisfaction can be explained by Multiple Perceived Value (FP,FQ,EV,SV) variables while the 

remaining 60.6% is explained by other factors. Purchase intention has a R- square of 0.521, which means that 52.1% of the 

variability in the Purchase Intention construct can be explained by the Brand Preference and Brand Attitude variables. 
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Tabel 4 Summary of Structural Model 

 

 

 

 

 

 

 

 

Hypotheses 1 (H1) has an original sample value of 0.055 which indicates the effect of Functional Value of Product Price on 

Brand Preference is positive, and t-value < 1.96, so it can be concluded that that the relationship between Functional Value of 

Product Price and Brand Preference is insignificant. It means that Functional Value of Product Price has no significant 

influence to Brand Preference. 

 

Hypotheses 2 (H2) has an original sample value of 0.217 which indicates the effect of Functional Value of Product 

Performance on Brand Preference is positive, and t-value > 1.96, so it can be concluded that that the relationship between 

Functional Value of Product Performance and Brand Preference is significant. It means that Functional Value of Product 

Performance has a significant influence to Brand Preference. 

 

Hypotheses 3 (H3) has an original sample value of 0.409 which indicates the effect of Emotional Value on Brand preference is 

positive, and t-value > 1.96, so it can be concluded that that the relationship between Emotional Value and Brand Preference is 

significant. It means that Emotional Value has a significant influence to Brand Preference. As previously mentioned, within the 

context of snack food consumption consumer have strong emotional value on brand preference (Wang, 2010). 

 

Hypotheses 4 (H4) has an original sample value of 0.102 which indicates the effect of Social Value on Brand Preference is 

positive, and t-value < 1.96, so it can be concluded that that the relationship between Social Value and Brand Preference is 

insignificant. It means that Social Value has no significant influence to Brand Preference. 

 

Hypotheses 5 (H5) has an original sample value of 0.634 which indicates the effect of Brand Attitude on Purchase Intention is 

positive, and t-value > 1.96, so it can be concluded that that the relationship Brand Attitude and Purchase Intention is 

significant. It means that Brand Attitude has a significant influence to Purchase Intention. 

 

Hypotheses 6 (H6) has an original sample value of 0.114 which indicates the effect of Brand Preference on Purchase Intention 

is positive, and t-value < 1.,96, so it can be concluded that that the relationship Brand Preference and Purchase Intention is 

insignificant, It means that Brand Preference has no significant influence to Purchase Intention. 

 

CONCLUSION, LIMITATION AND RECOMMENDATION 

 

This research is one of very few undertaken in the product and brand management area and adds significantly to the 

understanding of brand preference in instant noodles. The conclusion of stated that the Functional Value of Product Price and 

Social Value have no significant influence to Brand Preference of Indomie brand in Jakarta. Furthermore Functional Value of 

Product Performance and Emotional Value has a significant influence to Brand Preference of Indomie brand in Jakarta. Brand 

Attitude has a significant influence to Purchase Intention of Indomie brand in Jakarta. Brand Preference has no significant 

influence to Purchase Intention of Indomie brand in Jakarta. 

 

This study is a new model from the previous research, which one variable, the Brand Attitude added to this study. The difference 

might come from the respondent background, and the characteristics of the population itself, it means that the further research 

might have a different result from this study, thus the researcher hope the further study will use larger sample size, another 

objects, insert another variables that might have an influence to Purchase Intention, and larger region or different region from this 

study (e.g. Bekasi, Semarang, etc.) 

 

In this study, there are many limitations such as the respondent is only 201 undergraduate respondents in universities in Jakarta 

that represented the consumer of Indomie in Jakarta. And the respondents are only the one who already purchase Indomie 

products at least one time in last 1 month. 

 

 

 

 

 

 Path  Beta Standard 

error 

t value Supported 

H1 FP BP .055 .071 0.775 NO 

H2 FQ BP .217 .086 2.518 YES 

H3 EV BP .409 .084 4.886 YES 

H4 SV BP .102 .055 1.851 NO 

H5 BA PI .634 .075 8.494 YES 

H6 BP PI .114 .083 1.379 NO 
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