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Abstract: One uniqueness that can be identified as a historical heritage in Indonesia is Batik. Almost 
every region in Indonesia has its characteristics, including motifs, color patterns, and philosophical 
meanings. In Jambi, Batik is always worn on formal occasions and has even become the community's 
uniform at various events. On the other hand, in terms of sales, MSMEs must maintain their brand 
quality and compete competitively in the market. Therefore, this study investigates consumers' brand 
image, attitude, and intention to buy Batik and the decision of consumer behavior to buy Batik as an 
implementation of the Theory of Reasoned Action (TRA). One hundred eighty-eight participants from 
Jambi province participated in filling out this online questionnaire. Then, the data that has been 
collected is tested using PLS-SEM. The results showed that all elements of TRA had a positive effect on 
the buying behavior of Batik in Jambi. 
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INTRODUCTION 

One of the world heritages that continues to be maintained as an Indonesian identity is 
Batik (Muarifuddin, 2017). Batik is an Indonesian symbol and life philosophy. UNESCO 
recognizes Batik as Indonesia's original cultural heritage (Manalu & Adzimatinur, 2020). It is 
unseparable between Batik and Indonesian culture, as Batik represents one of the famous 
Indonesian cultures in the world.  

Batik is a heritage craft with high artistic value and is one of the creative economies that 
can drive the national economy (Sutarjo, 2023). Having so many cultures, Indonesia always 
exports Batik to foreign countries, including the United States, which receives the most 
Indonesian batik exports with an export value of around US$ 24.7 million (Figure 1). 
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 Figure 1. 10 Destinations for Indonesia's Largest Batik Exports (2021) 

Source: katadata.co.id

Having thousands of islands, Batik has numerous patterns, colors, and even hidden 
values that should be shown in symbols of Batik patterns. These various kinds of Batik in each 
region have their diversity, which causes the Batik industry to develop in Indonesia, including 
Jambi. Jambi is one of the provinces with the highest number of batik industries, namely 59 for 
micro-small-medium and three large-medium industries in 6th place (Figure 2). 

  
Figure 2. 10 Provinces with the Most Number of Batik Industries (2018-2021) 

Source: katadata.co.id

Types, motifs, and techniques of making Batik slowly began to develop rapidly (Sutarjo, 
2023), one of which is the progress of Jambi batik culture. The main motifs of Jambi batik are 
flora and fauna, which are independent of one another. This Batik uses straightforward colors 
uniquely (Nifita & Tialonawamarni, 2020). The coloring itself represents the untold legendary 
old culture story of certain represented area.  

Jambi Batik is an original Jambi product that has 14 unique motifs (Aksaro, Bungo, and 
Bungo Pauh) and 86 creative motifs (such as Duren Pecah, Kajang Lako Encong, Kerinci, and 
Bungo Rayo) (Sriayudha & Nifita, 2018). Each motif tells a story and describes the 
characteristics of cultural symbols and subcultures unique to the Jambi region and not found 
in Batik from the other areas (Nifita & Tialonawamarni, 2020). 

The uniqueness of Jambi Batik is a challenge to attract customers. Customer preferences 
can be influenced by the shape, size, color, style, and uniqueness of the Batik itself 
(Murdayanti et al., 2020). On the other hand, demand for Batik is also driven by ceremonial 
events that require Jambi batik to be worn at formal events, weddings, or traditional events 
(Syafmaini et al., 2023). The leader of the ceremonial events contributes to promoting Batik in 
the event so the public can assess the value of it.  

Public awareness of the importance of a product is expected to influence purchasing 
decisions (Paul et al., 2016) on Jambi batik. However, using Batik can also provide an identity 
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for the wearer to appreciate the original product of a region (Ratuannisa et al., 2020), especially 
Jambi. 

However, the intention to buy Batik can also indirectly affect the purchase of Batik by 
the people of Jambi. The background that encourages someone to do something before the 
intention appears must also be considered. Several factors of interest in buying Batik by the 
people of Jambi can also be influenced by Batik brands that are well-known to the people of 
Jambi, such as the Batik Berkah shop and Batik Cempaka Putih. Furthermore, as part of a high 
brand image, the quality of Batik products can attract customer interest and loyalty to buy 
Batik (Mahila, 2018). 

Based on social cognitive theory, four components drove the intention of purchasing 
Batik: human agency, human capabilities, vicarious learning, and self-efficacy (Nabi & Prestin, 
2017). The last two elements, namely vicarious learning by observing others who wear Batik on 
formal occasions, can lead to self-efficacy for the actual actions of not leaving behind in the 
community.  

In some conditions, people prefer shops to buy familiar Batik (Mahila, 2018). Then, their 
attitude towards the importance of using Batik on various occasions can also influence them to 
buy Batik (Indah Sepwina Putri 1* and Annisa Dewi Akbari 2, 2019). This study aims to prove 
the relationship between brand image, attitude, and purchase intention in buying batik 
products. This research presented in the introduction, the theory of reasoned action (TRA), 
Brand Image as loyalty value, attitude, intention, and purchasing towards Batik.  

Theoretical Basic 
Theory of Reasoned Action(TRA) 

Theory of Reasoned Action (TRA) by Fishbein and Ajzen (1985) developed an explanation 
of customer behavioral intentions. Their study also assumes that intention is an essential 
predictor of human behavior, and humans have rationalization in making informed decisions 
based on available information (Paul et al., 2016). The intention based on the rationalization of 
humans can be interpreted in the way they act in their lives.  

The theory of Reasoned Action (TRA) by Fishbein and Ajzen (1985) also recognizes that 
people consciously understand the actions they take and the consequences of those actions 
before they decide to take part in certain behaviors (Copeland & Zhao, 2020). According to the 
TRA model, when consumers perform a purchase action, they benefit from that behavior and 
gain approval from others. TRA tries to predict consumer behavior and purchase intentions 
(Liu & Tsaur, 2020). Approval from others is a part of society's norm that should be gained in 
terms of societal acceptance. This cyclical model states that people adopt attitudes toward 
certain behaviors that earn them rewards or punishments based on certain assumptions about 
the outcomes of those behaviors (Kurniawan et al., 2022). Furthermore, the rewards that 
people will obtain can be a form of society’s approval.  

In previous studies using TRA in research of various individual or organizational 
behaviors, TRA is the basic perception and attitude of a decision (Han & Chen, 2021). The 
measurement of TRA represents the basic behavior of people with the attitude value that they 
already have, then extracted along with the intention and action as a result of the set of 
behaviors.  

Brand Image – Batik 
Brand image is a memory of a particular brand/type of goods following the customer's 

interpretation, benefits, use, situation, and product characteristics (Mubarok, 2018). Brand 
image is consumers' overall perceptions and evaluations of brands, influencing their 
purchasing and consumption behavior (Mao et al., 2020). The loyalty of customers also can be 
interpreted as how proud they are trough the brand. For example, buying an exact brand for 
shoes, bags, and clothes. However, brand recognition is essential for brand management (Lu & 
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Chen, 2017). It is the reason why the brand management needs to do market research in line 
with the brand philosophy and customer’s needs in the market.  

Brand image can also represent what consumers think and feel or the characteristics of a 
product or brand. For consumers to have a particular brand image, they must first have a 
brand tie in their memory that influences how various types of information are associated with 
that brand. Brand image interest is one of the subjective norms of the value of a product (Mao 
et al., 2020; Surjanti et al., 2019). It is understandable that every customers have their own 
preference and loyalty through the certain brands. Hence, the customer's subjective 
assessment and subsequent behavior are strongly influenced by brand image as one of the 
factors (Putra & Aksari, 2018), such as the local value, colors, the phylosophy, and the unique 
pattern of the brand.  

Customers tend to buy goods/products that they expect will provide benefits and 
satisfaction when using these products (Lu & Chen, 2017). A brand is said to be special if 
consumers believe that the brand is really special (Puspaningrum, 2020). A good brand image 
and meeting customer expectations will provide a higher intention to buy the product in the 
future (Othman & Rahman, 2014). When customers receive a batik brand image, customers 
can adapt further behavior, namely having the intention to buy (Paul et al., 2016). The research 
conducted by Desi Lestari & Gunawan (2021) and Putra & Aksari (2018) showed that brand 
image influences purchase intention. 

Attitude Towards Batik  
Attitudes are evaluations, emotional feelings, tendencies for one's long-term usefulness, 

and actions towards a thing or an object. Attitude can also be interpreted as learning a 
behavior on an object that can or cannot be accepted (Mubarok, 2018). This learning behavior 
can be a part of an individual’s everyday habit. Furthermore, attitude also includes an element 
of judgment on what to do and what not to do (Paul et al., 2016). Depending on the decision, 
the judgment tend to have strong movement to influence the results of action. Consumers 
tend to have a positive attitude when the results are positive and usually correlate with certain 
habits (Dwitari & Kusdibyo, 2019). 

Research by Theben et al. (2020) states that attitudes strongly predict buying decisions. 
When customers have a more positive attitude towards a product, they are more likely to say 
that they intend to purchase it. Attitude towards Batik can be an essential motivation to 
increase one's intention to buy Batik (Herawati et al., 2019). Feeling proud to promote 
Indonesian heritage through Batik in every occasion can bet he major point of Batik's 
purchasing behavior. Rather than force, Batik attire is the symbol of Indonesian to show to the 
world in terms of showing the Indonesian heritage.  

Batik Purchase Intention 
Purchase intention is obtained from the learning and thinking processes as a form of 

perception. Purchase intention refers to consumer interest in a brand or product and the 
possibility of buying that item (Dabbous & Barakat, 2020). Further, the intention of individuals 
to purchase the products is often based on the taste and the sophisticated display of the 
products.  

Intention to buy can motivate customers and record it in memory and mind, leading to a 
strong desire to realize it in the mind (Mubarok, 2018). Even the desire can be changed in such 
a short amount of time. Furthermore, the intention to purchase a product is part of the 
motivation to encourage the purchase of the product (Tulipa & Muljani, 2015). The motivation 
to have the product can encourage the consumer to have more intention to buy the product. 
Then, according to Kurniasih (2018), a consumer will consider the benefits, uses, prices, and 
options available before buying a product. The more benefits they get, the more intention they 
have in mind. Then, for the use of the Batik itself, if Batik can be used for a long time, it will be 
value added of Batik to get chosen by the customer. Although the variety of prices also can be a 
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consideration, for quality, customers will choose quality over the price (Dabbous & Barakat, 
2020). 

Purchase intention can also be used to test the adoption of new distribution channels to 
help managers determine whether the concept is worth further development and decide which 
geographic markets and consumer segments to target through these channels (Pena-García et 
al., 2020). 
 
Batik Purchase Decision 

Buying behavior owned by customers is related to how customers take action to hold a 
product. In this condition is Batik. The customer initially goes through several steps to arrive 
at a buying decision, the sequential process used when buying goods or services (Astuti et al., 
2021). The sequential processes are a problem or need recognition, information search, 
evaluation of alternatives, purchasing decisions, and post-purchase behavior (Fauzi & Asri, 
2020). The process of purchasing decision itself can be measured by the amount of products 
that customers purchase, in this case, Batik. Although the alternative option also contributes 
to Batik purchasing, such as popular culture attire or international brand clothing, Batik 
purchasing has its own demand in the market.  

A decision is choosing one option from the available alternatives (Nifita & 
Tialonawamarni, 2020). Eliminating products and choosing the best option requires effort and 
other considerations. Product purchasing decisions depend on the product assessment 
(Nusawieta et al., 2018). Either the products match with customer needs or not at all. 
Purchasing decisions involve a series of choices the customer makes before purchasing, 
beginning when he desires to satisfy a need (Hanaysha, 2018). Satisfaction from customers is a 
crucial part of the increasing purchasing decision.  

One of the supporting factors in purchasing Batik is the brand image attached to the 
product, which is known by customers (Othman & Rahman, 2014). Then, research by Fauzi & 
Asri (2020) states that the brand image variable positively influences the variable buying 
decision of Batik. It indicates that a positive brand image of Batik will stimulate an increase in 
purchasing decisions. Therefore, the research model is shown below: 

  

Figure 3. Research Model 

Hypothesis formulation: 
H1: Brand image has a positive effect on the intention to buy Batik 
H2: Attitude towards Batik has a positive effect on the intention to purchase Batik 
H3: Brand image has a positive effect on the decision to buy Batik 
H4: Attitude towards Batik has a positive effect on the decision to purchase Batik 
H5: The intention to buy Batik has a positive effect on the decision to buy Batik 
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METHOD 

Method of collecting data 

The research data was collected by distributing questionnaires to those in Jambi 
Province who completed the questionnaire (Sugiyono, 2018). The quesstionnaire distributed in 
Januari until May, 2023, in several areas of Jambi provinces. In this study, Google forms used 
online questionnaires and became the researchers' choice as a data collection tool. This study 
uses the Likert scale five scale as a measurement (Hartono, 2018). 

Table 1. 

Code Information Scale 
STS Strongly Disagree 1 
TS Disagree 2 
N Neutral 3 
S Agree 4 
SS Strongly agree 5 

 
Hypothesis test 
The hypothesis is tested by comparing the path coefficients calculated from the inner model 
test with the research hypothesis to see whether or not the influence of the independent 
variables on the dependent variable and penetration significance. The threshold of significance 
for this study was 5% (Ghozali & Latan, 2016). 
 
Results 

The total participants in this study are 188, with 112 females and 76 males. All the 
participants are college students in Jambi. The analyses of this study consist of construct 
validity and construct validity. The validity tests show the AVE values for Brand Image, 
Attitude, Purchase Intention, and Purchase Behavior are 0.795, 0.846, 0.732, and 0.737, 
respectively. All the value has AV>0.50 (Hair et al., 2019), which is adequate. Then, all of the 
construct's values of Composite Reliability and Cronbach's Alpha are >0.70, which indicates all 
of the constructs are reliable. 

Table 2. AVE, composite reliability, Cronbach alpha 

 
Cronbach's 
Alpha 

Composite 
Reliability 

(AVE) 

Brand Image 0.872 0.921 0.795 

Attitude 0.909 0.943 0.846 

Purchase 
Intention 

0.882 0.916 0.732 

Purchase 
Behavior 

0.822 0.894 0.737 

Source: data processed (2023) 
Then, the next step of discriminant validity to measure the model was conducted in Table 3, 
shown below: 

Table 3. Discriminant validity 

 Attitude Brand Image Purchase 
Behavior 

Purchase 
Intention 

Attitude 0.920    

Brand Image 0.471 0.892   

Purchase 
Behavior 0.720 0.524 0.859 

 

Purchase 
Intention 

0.567 0.534 0.595 
0.855 
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Source: data processed (2023) 
 

 
Research Construct

Table 5 shows the result of a hypothesis test. The information follows the first hypothesis 
between brand image and purchase intention, has a positive association with p-value 0.000 
and ß 0.343, and H1 is supported. This result supports the study of Fatimah & Prihandono 
(2020) conducted in Poeniko Barik Pekalongan, which implies a positive and direct effect on 
purchasing decisions. It is related to the higher degree of involvement of product information, 
quality, and design. As Lu & Chen (2017) state, consumers desire to buy Batik Jambi as their 
first preference. The elegance and formality of Batik Jambi reflect the consumer, which later 
can be explained by Jambi's pride. However, this study has different results from Putri & 
Akbari (2021) which found there is no significant effect between batik brand image on 
purchase intention, but there is an indirect effect on purchase intention by mediating attitudes 
toward behavior.   The different results shows that there is different behavior in different age 
measurement of the research subject.  

 
Table 5. Path Coefficient 

Hypothesis ß 
T-Statis 
tics 

P- 
Values 

Result 

H1 
Brand Image -> 
Purchase Intention 

0.343 5.098 0.000 Supported 

H2 
Attitude -> 
Purchase Intention 

0.405 5.746 0.000 Supported 

H3 
Brand Image -> 
Purchase Behavior 

0.165 2.656 0.008 Supported 

H4 
Attitude -> 
Purchase Behavior 

0.523 6.935 0.000 Supported 

H5 
Purchase Intention 
-> Purchase 
Behavior 

0.210 2.966 0.003 Supported 

Source: data processed (2023) 
The second construct, attitude, significantly influences people's intention to buy Batik 

Jambi. In this hypothesis, the attitude positively correlates to purchase intention with p-values 
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0.000 and ß 0.405, and H2 is supported. This research aligns with the result of Putri & Akbari 
(2021), which tested Batik's purchase intention to Indonesian millennials and Gen Z on Java 
Island. Further, the study by Lu & Chen (2017) implied that the attitude of recognition by 
others in one community correlated to their intention to do the same for acceptance purposes. 
Attitude as a part of the social value variable was found to be the most vital element of 
purchasing intention (Antonio & Astika, 2019; Manalu & Adzimatinur, 2020) which can 
encourage both intrinsic and extrinsic motivation for buying Batik. Feeling Batik is a part of 
the community attire. This environment has ultimate motive for people to purchase and being 
accepted in society because of the Batik uniform in formal occasion.  

Third, Hypothesis 3 is supported by the p-value of the association of brand image to 
purchase behavior, which is 0.008 and ß 0.165. It is supported by the study of Sriayudha & 
Nifita (2018), in which Batik Jambi has attributes such as color, motive, material, and price that 
keep Batik Jambi of high quality. The quality is the main factor that consumers always view 
essentially, and it will lead to consumers' behavior to decide to buy Batik. In Jambi, there are 
some famous high-quality brands, such as Bungo Pauh, Aksaro, Bungo, Kerinci, Lako Encong, 
and Bungo Rayo Sriayudha & Nifita (2018) that show every unique motive of Jambi's area, 
which already has serving good quality.  

Then, Hypothesis 4 is supported by the p-value 0.000 and ß 0.523 between attitude to 
purchase behavior. The attitude of young adults has represented their spending behavior. 
Purchasing Batik Jambi is definitely to support the culture of Jambi. Growing up in society, 
people will learn basic values, desires, and behaviors of family, institutions, and the 
environment  (Purnama et al., 2020). These factors shape the people's internal attitude and 
then take action to purchase Batik Jambi, mainly if formal ceremony uniforms exist. In 
addition, supporting local culture and values can be shown if someone can represent Batik in 
every formal occasion, and every important event.   

Last, after examining the brand image and attitude to purchase intention, this study 
expands to the next stage from intention to action, purchase intention to purchase behavior. 
The association of purchase intention to purchase behavior has shown the p-values 0.003 with 
ß 0.523. It means that H5 is supported. This research aligns with the results of Herawati et al. 
(2019) and Mubarok (2018) study. The extended behavior from a set of brand loyalty, attitude, 
and positive intention on purchasing the certain Batik brand will lead the strong action to 
purchase Batik, even though Batik price is not cheap for groups of people. The intangible 
values shadow the price and cover it with pride, loyalty, and proof of Batik's existence.  

The results establish that all of the Theory Reasoned Action constructs have 
relationships among the constructs. As a customary uniform, Batik Jambi is worn on several 
occasions. The authenticity of Batik Jambi has a value that should be preserved by society. 
Pride in using Batik Jambi on formal occasions is a primary factor that drives people to keep 
purchasing Batik, especially if there is an upgrade in design or fabrics. Then, it should be 
noticed that the attitude of society. Society tries to keep its cultural heritage, and wearing 
Batik on formal occasions is a way to preserve Batik Jambi. It can indirectly be a tool to 
promote identity and Jambi (Sriayudha & Nifita, 2018). Wearing Batik as a uniform is also a 
formal part of school regulation in Jambi, and formal occasions such as weddings, and 
important meetings.  
 

CONCLUSION 
This research has concluded that all the predictor variables of TRA have a positive association 
and all drive batik purchase behavior. This research implements TRA for analyzing consumers' 
desire to purchase Batik Jambi, and it is undeniable that culture and the formal occasion also 
play a role in purchasing Batik. This research suggests that Batik sellers are aware of intrinsic 
and extrinsic factors of consumer behavior. Then, this research is only limited to Jambi's 
participants. It can be extended to have all participants from all the regions of Sumatera island, 
or even the Indonesian scale for future research with a large amount of participants.   



Jurnal Pendidikan dan Pemberdayaan Masyarakat, 10 (2), November 2023 - 189 
Febby Nanda, Vivi Usmayanti, Yosi Fadhillah, Yossinomita, Johni Paul, Yulia Dwi 

 

Copyright © 2023, JPPM, ISSN 2355-1615 (print), ISSN 2477-2992 (online) 
 

 
 

ACKNOWLEDGMENT 
The authors would like to thank Universitas Dinamika Bangsa for funding this research. 

REFERENCES 

Antonio, F., & Astika, P. (2019). The Antecedents of Consumption Value and Its Impact on 
Customer Behavior; a Study of Batik Cloth on Non-Javanese Indonesian Millennials. 
International Journal of Applied Business & International Management, 4(1), 46–58. 

Astuti, N. L. G. S. D., Widhyadanta, I. G. D. S. A., & Sari, R. J. (2021). PENGARUH BRAND 
IMAGE DAN BRAND AWARENESS LAZADA TERHADAP KEPUTUSAN PEMBELIAN 
ONLINE. E-Jurnal Ekonomi Dan Bisnis Universitas Udayana, 4, 897. 
https://doi.org/10.24843/EEB.2021.v10.i10.p07 

Copeland, L. R., & Zhao, L. (2020). Instagram and theory of reasoned action: US consumers 
influence of peers online and purchase intention. International Journal of Fashion Design, 
Technology and Education, 13(3), 265–279. https://doi.org/10.1080/17543266.2020.1783374 

Dabbous, A., & Barakat, K. A. (2020). Bridging the online offline gap: Assessing the impact of 
brands' social network content quality on brand awareness and purchase intention. 
Journal of Retailing and Consumer Services, 53(October 2019), 101966. 
https://doi.org/10.1016/j.jretconser.2019.101966 

Desi Lestari, E., & Gunawan, C. (2021). Pengaruh E-Wom Pada Media Sosial Tiktok Terhadap 
Brand Image Serta Dampaknya Pada Minat Beli. Jurnal Ekonomi, Manajemen, Bisnis Dan 
Sosial, 1(2), 75–82. 

Dwitari, D. M., & Kusdibyo, L. (2019). Mengukur Sikap dan Minat Beli Konsumen Terhadap 
Produk Skin Care dengan Menggunakan Brand Image Merek Lokal. Industrial Research 
Workshop and National Seminar, 10(1), 686–696. 
https://doi.org/https://doi.org/10.35313/irwns.v10i1.1498 

Fatimah, N., & Prihandono, D. (2020). Key Determinants of Purchase Decison : A Case Study of 
Poeniko Batik Store in. Management Analysis Journal, 9(3), 290–299. 

Fauzi, F., & Asri, R. (2020). PENGARUH ETNOSENTRISME, CITRA MEREK DAN GAYA 
HIDUP TERHADAP KEPUTUSAN PEMBELIAN BATIK (Studi pada Konsumen di wilayah 
Jakarta Barat). Jurnal Ekonomi : Journal of Economic, 14(2), 86–95. 
https://doi.org/10.47007/jeko.v11i1.3220 

Ghozali, I., & Latan, H. (2016). Partial Least Squares Technical Concepts and Applications Using 
the SmartPLS 3.0 Program. Semarang: Diponegoro University Publishing Agency. 

Hair, J. F., Risher, J. J., Sarstedt, M., & M.Ringle, C. (2019). When to use and how to report the 
results of PLS-SEM. European Business Review, 31(1), 2–24. https://doi.org/10.1108/EBR-11-
2018-0203 

Han, M. S., & Chen, W. (2021). Determinants of eco-innovation adoption of small and medium 
enterprises: An empirical analysis in Myanmar. Technological Forecasting and Social 
Change, 173(December 2020), 121146. https://doi.org/10.1016/j.techfore.2021.121146 

Hanaysha, J. R. (2018). An examination of the factors affecting consumer's purchase decision in 
the Malaysian retail market. PSU Research Review, 2(1), 7–23. https://doi.org/10.1108/PRR-
08-2017-0034 

Hartono, J. (2018). Metoda Pengumpulan dan Teknik Analisis Data. Penerbit Andi. 
Herawati, Prajanti, S. D. W., & Kardoyo. (2019). Predicted Purchasing Decisions from Lifestyle , 

Product Quality and Price Through Purchase Motivation. Journal of Economic Education, 
8(1), 1–11. 

Indah Sepwina Putri 1* and Annisa Dewi Akbari 2. (2019). Extended Theory of Planned 
Behavior (TPB) to Analyze the Batik Purchase Intention of Indonesian Millennials and 
Gen Z. International Journal of Industrial Engineering and Engineering Management 



Jurnal Pendidikan dan Pemberdayaan Masyarakat, 10 (2), November 2023 - 190 
Febby Nanda, Vivi Usmayanti, Yosi Fadhillah, Yossinomita, Johni Paul, Yulia Dwi 

 

Copyright © 2023, JPPM, ISSN 2355-1615 (print), ISSN 2477-2992 (online) 

(IJIEEM, 3(2), 9–25. 
Kurniasih, R. (2018). Analisis perilaku konsumen terhadap produk batik tulias Banyumas. 

Jurnal Ekonomi, Bisnis, Dan Akuntansi, 20(1). https://doi.org/10.32424/jeba.v20i1.1082 
Kurniawan, A. S., Widowati, R., & Handayani, S. D. (2022). Integration of the Theory of 

Reasoned Action (TRA) on Hotel Room Repurchase Intention using Online Hotel Room 
Booking Applications. Jurnal Manajemen Teori Dan Terapan | Journal of Theory and 
Applied Management, 15(1), 77–90. https://doi.org/10.20473/jmtt.v15i1.34935 

Liu, H. Te, & Tsaur, R.-C. (2020). The Theory of Reasoned Action Applied to Green 
Smartphones: Moderating Effect of Government Subsidies. Sustainability, 12(15), 5979. 
https://doi.org/10.3390/su12155979 

Lu, Y.-C., & Chen, K.-N. (2017). Consumer Knowledge, Brand Image, Openness to Experience 
and Involvement: A Case in Cosmetic Consumption. Journal of Cosmetics, Dermatological 
Sciences and Applications, 07(04), 349–361. https://doi.org/10.4236/jcdsa.2017.74031 

Mahila, S. (2018). Keberadaan Hak Kekayaan Intelektual Seni Batik Jambi di Kota Jambi. Jurnal 
Ilmiah Universitas Batanghari Jambi, 18(3), 565. https://doi.org/10.33087/jiubj.v18i3.526 

Manalu, V. G., & Adzimatinur, F. (2020). The Effect of Consumer Ethnocentrism on Purchasing 
Batik Products : Application of the Extended Theory of Planned Behaviour ( TPB ) and 
Price Sensitivity. Budapest International Research and Critics Institute-Journal (BIRCI-
Journal), 3, 3137–3146. 

Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., Ma, J., Bonaiuto, F., & Bonaiuto, M. (2020). 
Apple or Huawei: Understanding Flow, Brand Image, Brand Identity, Brand Personality 
and Purchase Intention of Smartphone. Sustainability, 12(8), 3391. 
https://doi.org/10.3390/su12083391 

Muarifuddin, M. (2017). Implementasi pembangunan Desa Wisata Batik Desa Babagan 
Kecamatan Lasem Kabupaten Rembang. Jurnal Pendidikan Dan Pemberdayaan 
Masyarakat, 4(1), 51. https://doi.org/10.21831/jppm.v4i1.12713 

Mubarok, M. M. (2018). The Effect of Brand Image and Consumer Attitudes on The Decision to 
Purchase Batik Jetis Sidoarjo Mediated by Interest to buy. Journal of Economics, Business 
& Accountancy Ventura, 21(1), 105–116. https://doi.org/10.14414/jebav.v21i1.1134 

Murdayanti, Y., Indriani, S., Gurendrawati, E., Ulupui, I. G. K. A., & Suherman, S. (2020). 
Pemberdayaan masyarakat UKM dalam mengimplementasikan unique selling proposition 
dan strategi penentuan harga jual. JPPM (Jurnal Pendidikan Dan Pemberdayaan 
Masyarakat), 7(1), 65–77. https://doi.org/10.21831/jppm.v7i1.29707 

Nabi, R. L., & Prestin, A. (2017). Social Learning Theory and Social Cognitive Theory. The 
International Encyclopedia of Media Effects, 1–13. 
https://doi.org/10.1002/9781118783764.wbieme0073 

Nifita, A. T., & Tialonawamarni, F. (2020). INOVASI PRODUK DAN PENGARUHNYA 
TERHADAP KEPUTUSAN PEMBELIAN BATIK JAMBI MARYANA. Jurnal Manajemen 
Terapan Dan Keuangan, 9(03), 149–156. https://doi.org/10.22437/jmk.v9i03.12050 

Nusawieta, H. N., Mujiasih, E., Wanita, D., & Universitas, P. (2018). HUBUNGAN ANTARA 
CUSTOMER VALUE DENGAN INTENSI PEMBELIAN BATIK SEMARANGAN PADA 
DIPONEGORO. 7(Nomor 3), 174–178. 

Othman, C., & Rahman, M. S. (2014). Investigation of the relationship of brand personality, 
subjective norm and perceived control on consumers' purchase intention of organic fast 
food. Modern Applied Science, 8(3), 92–106. https://doi.org/10.5539/mas.v8n3p92 

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory of 
planned behavior and reasoned action. Journal of Retailing and Consumer Services, 29, 
123–134. https://doi.org/10.1016/j.jretconser.2015.11.006 

Pena-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & Siqueira-Junior, J. R. (2020). Purchase 
intention and purchase behavior online : A cross-cultural approach. Heliyon, 6(February). 
https://doi.org/https://doi.org/10.1016/j.heliyon.2020.e04284 

Purnama, P. A., Maryam, S., & AY, B. (2020). BUDAYA , STORE ATMOSPHERE DAN 



Jurnal Pendidikan dan Pemberdayaan Masyarakat, 10 (2), November 2023 - 191 
Febby Nanda, Vivi Usmayanti, Yosi Fadhillah, Yossinomita, Johni Paul, Yulia Dwi 

 

Copyright © 2023, JPPM, ISSN 2355-1615 (print), ISSN 2477-2992 (online) 
 

KUALITAS PRODUK TERHADAP PERILAKU PEMBELIAN BATIK DI TOKO KAWASAN 
KAMPUNG BATIK. Jurnal Widya Ganecwara, 29(2), 9–15. 

Puspaningrum, A. (2020). THE INFLUENCE OF BRAND IMAGE ON SATISFACTION TO 
IMPROVE CUSTOMER RETENTION TOWARDS BATIK KERIS IN MALANG CITY. 
JURNAL APLIKASI MANAJEMEN, 18(1), 142–151. 
https://doi.org/10.21776/ub.jam.2020.018.01.14 

Putra, A. G. A. R., & Aksari, N. M. A. (2018). PERAN BRAND IMAGE DALAM MEMEDIASI 
PENGARUH HARGA TERHADAP NIAT PEMBELIAN (Studi Pada Produk Iphone Di Kota 
Denpasar). E-Jurnal Manajemen Universitas Udayana, 7(12), 6591–6621. 
https://doi.org/https://doi.org/10.24843/EJMUNUD.2018.v7.i12.p8 

Putri, I. S., & Akbari, A. D. (2021). Extended Theory of Planned Behavior ( TPB ) to Analyze the 
Batik Purchase Intention of Indonesian Millennials and Gen Z. International Journal of 
Industrial Engineering and Engineering Management (IJIEEM), 3(2), 97–104. 

Ratuannisa, T., Santosa, I., Kahdar, K., & Syarief, A. (2020). Shifting of Batik Clothing Style as 
Response to Fashion Trends in Indonesia. Mudra Jurnal Seni Budaya, 35(2), 127–132. 
https://doi.org/10.31091/mudra.v35i2.1044 

Sriayudha, Y., & Nifita, A. T. (2018). Analysis of preferences and consumer behavior of Batik 
Jambi. Journal of Business Studies and Management Review (JBSMR, 2, 28–34. 

Sugiyono. (2018). Metode Penelitian Kuantitatif. Bandung : Alfabeta. 
Surjanti, J., Sanaji, Y. S., Wibawa, S. C., Kistyanto, A., & Aji, T. S. (2019). TRA (THEORY OF 

REASONED ACTION) MODEL OF SUSTAINABLE BEHAVIORAL INTENTIONS IN 
CULINARY SMEs IN SURABAYA. Proceedings on Engineering Sciences, 1(2), 273–284. 
https://doi.org/10.24874/PES01.02.024 

Sutarjo, J. (2023). UTILIZATION OF BATIK CREATIVE ECONOMY POTENTIAL ANALYSIS IN 
INNOVATION TO INCREASE COMPARATIVE ADVANTAGE IN THE PEOPLE OF 
KUDUS REGENCY. Jurnal Indonesia Sosial Teknologi, 4(02), 134–147. 
https://doi.org/https://doi.org/10.59141/jist.v4i02.577 

Syafmaini, I. E., Mutakin, J., Suryadi, A., Saepudin, A., Zulharman, Z., & Sacko, M. (2023). 
Empowerment of MSMEs in Increasing Competence in Public Communication. JPPM 
(Jurnal Pendidikan Dan Pemberdayaan Masyarakat), 10(1), 38–49. 
https://doi.org/10.21831/jppm.v10i1.58716 

Theben, A., Gerards, M., & Folkvord, F. (2020). The effect of packaging color and health claims 
on product attitude and buying intention. International Journal of Environmental 
Research and Public Health, 17(6). https://doi.org/10.3390/ijerph17061991 

Tulipa, D., & Muljani, N. (2015). The Country of Origin and Brand Image Effect on Purchase 
Intention of Smartphone in Surabaya - Indonesia. Mediterranean Journal of Social 
Sciences, 6(5), 64–70. https://doi.org/10.5901/mjss.2015.v6n5s5p64 

 


