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BatikLasem This research is important because there are still many batik
craftsmen unconsciousness of the importance of product quality and brand image
in influencing the possibility of consumers buying products ( batik Las em cloth).
Batik Lasem is a traditional Indonesian cloth originating from the City of Lasem
in Central Java, Indonesia. The purpose of this research is to empirically
examine product quality concepts consisting of eight (8) dimensions
(performance, reliability, features, suitability, durability, service capability,
aesthetics, and quality of customer perception) and brand image with a
willingness buy. The data collection was involving 181 Lasem batik buyers in
Central Java, Indonesia. Data were analyzed using SPSS version 20. Three14
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(3) hypotheses in this study were accepted. The result of the analysis shows
that 1 ). There is a positive significant relationship between product quality and
willingness to buy; 2) There is a positive significant relationship between brand
image and willingness to buy, and 3). There is significant relationship between
product quality and brand image with willingness to Introduction Batik is an
original intangible cultural heritage of Indonesia that was recogni zed by
UNESCO in 2009, precisely on Octo ber 2 (R ach maw ati & Saw itri, 2015).
According to lw an Tirt a (K anti , 2008) bati k is a traditional techni que for
decorating cloth by dra wing certain moti fs/p atte rns that contain philoso phical
meanin g by usin g canting ( a tool for drawin g) and candle s. T he word batik
comes fro m a co mb in ation of tw o Ja v ane se amba, which means "writing "
and titik which means "point " (R ach maw ati & Saw itri , 2015) . m aintain does
not becom e extinct, government, R egulation Republic of Indonesia ( Pe rm
endagr i) No. 6 2016, instructs that Civil Ser vants , espec ially in Java , are requ
ired to wear b at ik clot h as the offi cia l clot hin g on ev ery Frida y. T his gov
ernm ent polic y increa ses sales of ba tik signi ficantl y in the regio ns producing
batik . Th erefore, there is a need to develop batik b usiness through mic ro, sm
all, an d m ed iu m business (UM.KM) an d this should be su pp ort ed by all
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parties , i.e. the government, private and even universities through researc h.
This supp ort, in whic h researc h is one of the m, is use fu l for the develo pm
ent of bati k businesses ( this research is one of the m). T he governm ent has
made ef fo rts to Batik thr ou gh re gulations and decisions. Despite in creas ing
community, man y Bati k crafts men/ produ cers who do not have the awareness
to im pro ve the qualit y and the bra nd image o f bati k that they produce. The
y see m tc comp lacent because they feel that they alread y get *
Correspondence concerning this article should be addressed to Kristiana
Haryanti, Organizational Pyschology Department, Soegijapranata Cathoilic
University. Email: kristiana @unika.ac.id 2538-8053 / 2020 TJARME. All r
ights reserved . INTL. J APPL. Res. MANAGE. & ECON, 2 (1):1-11, 2019 benefit
because of the regulations made government which "force" the civil servants
the uniforms. Batik craftsmen/producers awareness of the importance of
marketing strategies y knowing the reasons why consumers buy batik and these
include the quality of batik products and brand image. When we study consumer
behavior, we will learn how individuals choose, uy, and use the product (Kotler
and Keller (2007). A product is successfully marketed when it is accepted and
bought by consumers. Willingness to intention of behavior of consumers buy
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(Jahangir, Parvez, and Bhattacharjee, 2009). In making a purchase, consumers
considerations before buying. There are values contained in the produ ct th at
influ ence and ca us e sorneorie to buy. Zeinthaml (1988) stated that there are
tw o produ ct qualities , namel y a nd ex tri nsic . Intrinsic qualit y is rel ated to
the sign s of a pro duct , su ch as color and te xtur e. M ea nwhile , ex trinsic
quality is a sign of qualit y outside the product , for ex am ple brand image . T
he evidence in the field shows that each consumer has different considerati ons
(Beneke, et all, 2 013 ) and it is interesting to e stu died . Tj iptono (2012) sta
ted one product marketing strategy is to ha ve a competiti ve advantage by
payin g attention to the brand so that it can be a sp ecial characte ristic
/differentiator of a product . A ccordin g to Low and Lam b (2 0 00 ), research
interest in brandin g continues to be stron g in the marketin g litera ture and it
has been much discussed in the marketin g literature . O ther than a well
-known rand , p roduc t qualit y is one of the consid erations of consumers when
deciding to bu y a prod uct. Product quality is the overall quality or ex cellence
of a product related to what is ex pected y cons umers. A ccordin g to Kotler and
Keller (2 007) , q uality is the totalit y of features and characteristi cs that enable
products to satisf y the needs of consumers b oth stated and not sta ted . A prod
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uct tha t has good quali ty will certainl y make consumers interested in buying it
again in the future . A pleasant ex perience that is mar ked by the qualit y of
goods that matches or ex ceeds exp ectations (satisfaction with the product )
will mak e cons umers to repurc hase the produc t. Good product quality will
make consumers feel satis fied (L asa nder , 2 013 ). Tft he pro duct has a
marker (bran d) th at is known or recorde d in consu mers &#39; memo ry, it will
make consumers pu rchase it if they need the item in the fu ture . J ahan gir, et
al. (2 009) stated there is a signifi cant relationshi p between product qualit y
and brand image w ith consumers &#39; des ire to buy. Beneke , et al. (2 013)
also sug gested th at product q uali ty has a signi fican t effe ct on consumers &
#39; desir e to buy a prod uct . Based on th e re sults of t h e above studies , the
researchers are interested in conductin g researc h whet her th e qua lity of p
roduct and brand image are signi ficantly related to the desire to buy. Giv en
that the product to be studied is Batik Lasem, this research question needs to be
pro ven empirically . T his researc h is based on the effo rts of res earchers to
help develop micro , sma ll and medium businesses in Indonesia , especially in
the city ofL asem , C entral Java , b eca use batik Lasem has b ecome one of the
most pote ntia l businesses to improve the 1 ives of the loca l peop le and suppo
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rt the Indonesian economy. The pu rp oses of this study are : 1. To empi ricall y
ex amine the relationship between product qualit y and willin gness to bu y. 2 .
To em piri cally ex am in e th e re lat ion shi p between brand image and willi
ngne ss to bu y. 3. To empi ricall y ex amine the relationshi p be tw een product
qualit y and brand image with will ingness to bu y. T he results of this study will
be able to pro vide benefits and feedbac k to batik Lasem craftsmen /producer
s so that they can further develop their business . Th is research is also e x
pected to pro vide feedbac k to the governm ent to prese rve bat ik . Literature
Review and Hypotheses 2.1. Product quality and willingness to buy In buying an
item, consum ers will cert ainly pay attenti on an d co n sid er the product,
wheth er p rodu ct meets qua lifications needs. Produc ts tangibl e INTL . J APPL.
Res. MANAGE. &ECON, 2 (1):1-11, 2019 intangible someone purchase.
Furthermore, according and Armstrong (2008), a product is c set of
characteristics of goods anc services that has the ability o mee the needs which
is a combination of durability, reliability, accuracy, service capability as well as
other attributes of c product. Another expert, Garvin (2007), stated that
producet quality is a collection of features and sharp brand product
characteristics which have a contribution to fulfill the specified demand.

REPORT
#11272284

CHECKED
7 SEP 2020, 8:13 PM

AUTHOR
KRISTIANA HARYANTI

PAGE
6 OF 21

https://plagiarismcheck.org


Gaspersz explains that there eight (8) dimensions quality of a product: I).
Performance, namely characteristics be the appearance of, real product. Product
appearance reflection of how , product is presented or displayed to customers;
2). Reliability, namely the consistency of the reliability of a operational process
in eyes of consumers . reliabilit y of a prod uct m easure of the likelihood that
pro duct will not be dam aged or fail in a ce rta in period of time. A pro duct i
s said to have hi gh relia bility when it can attra ct th e tru st of consu mers reg
ardin g q uality of relia bili ty of a product ; 3). Featu res , namel y the secon
dary or comple menta ry characteristics , defined as of co mpl ete ness att ri
butes that exist in a p rod uct or the existenc e of additional privileges. At a
certa in point, the perfo rmance of each brand difference features; 4). Conf
ormance sp ecificatio ns, design charac teristic s op eration predeter mined sta
ndards . the i d entic al an d me et the pro mised target spe cific atio ns; 5).
Durabilit y, i.e. h ow lon g the prod uct c an con tin ue to be used. A produ ct is
expect ed not to be bro ken ev en thou gh it is ofte n used , an d it is alsc
expecte d to be ab le to fu nction well for a long time; 6). Serv ice capa bil ities ;
they incl ude speed , competence , comfort, easy repair, and satisfying
complaint handlin g. T he y can b e de fined as a meas urement of how easy it is
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to repair a damaged or failed prod uct ; 7). A esthethics , name ly the bea uty of
a pro duct that can be capt ure d by the five senses and ca n be as attrib utes
attached to a prod uct , such as color, model or desi gn, shape , taste , scent and
others ; 8) . C ustomer perceived qualit y, n am ely the qua lity that the
customer feels. W hen ap pli ed to measur ing product quality , P erce ived Qu
ali ty is th e basic quality of th e product. K ot ler an d K ell er (Hermawan,
2011) stated th at product qua lity must be measured through th e perception of
product quality that buyers Consumer perceptions of prod uct qualit y are
attitudes of cu stomers beca use they have compared expectations with the reali
ty of the prod uct (Z eithaml , 1988) . If cons umers feel that prod uct qualit y
can meet their expectations , they will have the desi re to mak e purchases ag
ain. Other researchers, Grewal, et al 1999) also said that product quali ty is a
sinifi cant dete rminan t of purc has ing . T his op inion is also suppo rted by C ro
nin et al (2 000 ) an d Sn ojt et al (2004) who stated th at when co nsu mers feel
th at th e qua lity of product is hi gh er tha n th ey expect , thi s w ill cause a
des ire to bu y. Furthermore, Agarwal an d ( 2004) sugg este d th at cu stomers
accorda nce with the product quality standards they ex pect. Hl. There is a
positive significant relationship between product quality anc willingness to buy
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2. 2. Brand Image and willingness to buy B rand is one of the important things in
the prod uction process. Brands can be perc eiv ed as the li fe of a produc t
(Rahrnawati an d Saw itr i, 20 15 ). It has an im po rtant role in th e sale of prod
uct s or ser vices. Accordin g to Kotler (2000 ), a brand is a name, term , symbol
, design that is used to differentiate and serv ices of the comp etitors . Brand im
port ant in con sumer &#39;s ev aluations of brands . Brand names help
consumer s remember the bene fits of the branc (Janis zew sk i am van Osselaer
, 2000 ). Furthermore, according to Kotl er (2 00 0), imag e is a way of how
people perc eiv e a product . is influenced by many factors outside the contro l
of the producer. Consume rs de velop INTL. J APPL. Res. MANAGE. & ECON, 2
(1):1-11, 2019 set of beliefs toward branc through the attributes of the product/
service they receive. A set of beliefs about , brand forms a brand image.
Consumers brand image of a product will vary according to the experience they
receive. Another expert, Keller (1993), defines brand as an association or
perception made by consumers based on their memories of a product. Thus,
brand image does not exist in the actual technology, features, or products
themselves, but it is something that is brought about by promotions,
advertisements, or consumers who use the product. Through the brand image,
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consumers can recognize a product, evaluate quality, reduce purchase risk, gain
experience and certain satisfaction from certain branded products that they buy.
High quality brands enable consumers tc identify the advantages and specificities
of a brand that leads to loyalty to the brand (David, 1991; Oliver, 1997). This
means that the make consumers return to buy it. Furthermore, Hsieh and Li
(2008) stated that a good brand w ill giv e a strong message effect when
compared with competitors brand informatio n. A brand name and a bu yin g
experience th at do not disappoi nt w ill mak e consumers remember and have a
perception of good qu ali ty of the product. This situation will be sti m ula te a
stron g con sum ers ur ge to buy prod ucts with the bra n d. Th is m eans tha t
brand im ag e is an important determinant in ma king decisi ons for th e co nsu
mers to buy (Burma nn et al, 2015 ). A ccordin g to Akaah and Kor gaon kar
(1988), consumers are likey to buy famous brand positive brand image way
reduce pur chasin g risk. This opini on is su pp ort ed Gre wal, ( 19 98) , sta ted
tha t the better the bra n d im age , the more con sumer recogrntion quality of
its products. Consumers usually have limitations in te rm s of the amo unt of tim
e and prod uc t kn owle dge the y hav e. Ther efor e, to mak e a pu rc h as ing
decision they will tend to cho ose produ cts with a bra nd image that is alre ad y
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kn own . This argument is sup porte d by Rao and Monroe (1988 ) w ho stated
that a br and with a more positive image does have the effect of reducin g the
risk of bad perception of the product to consumers an d increasing positive
feedback from cons umers. Therefore, consumers generally reduce the ri sk of
purcha sing and believe that they ca n make sati sf y in g purchases by choosing
well-known brands. There is a positive significant relationship between brand
image and willingness to 2 .3 . Product quality and brand image with willingness
to T he desire to buy means the su bje ctive tend ency of con sumers to buy
certain pro d uc ts, and it has proven to be :: key factor in predictin g consumer
behavior (Fishbein and Ajzen , 1975). According Jahangir, Parvez, and Bha
ttachar jee (2 00 9), w illingness to buy co n sists of th e pos sib ility of
customers to shop buy products . In buyin g products, consumers may be ab le
to respond diffe re n tly to the same pro duct (Lampe & Gazda, 1995). are
several considerations made by cons umers before buyin g a pr oduc t. Ak aah
(1988) s u gg este c tha t consumers are more likely to buy fam ous brand
product s with a positi ve br and image as a w ay to red uce pur chasin g ris k.
Therefore, consumers generally believe that they can m ak e sat isfy ing purc
hases by ch oos ing risk purchasing by doing so (Gu l, et all , 201 2).
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Furthermore, Cro nin et al. (2 000) said that high ly q uality of a product will
increase the perceived value of the product which ultimately res ults in cons
umers willingness to buy. Sno j et al. (2004) also stated the sa m e thing, that is,
p erce ived produc t qu ality will mak e consu mers ha ve the desire to bu y.
Rese a rch conducted b y Jah an gir, et al (2 00 9) als o a significant relationshi p
between product qualit y and b ran d image with the desire to significant
relationship willingness to I I I I IN TL. J. APPL. Res. MANAGE. & ECON ., 2
(1):1-11, 2019 Conceptual framework Based on the objectives and literature
previously explained, this study proposes a model to empirically prove whether
there is a relationship between product quality and brand imae with willingness
to buy. This research model is shown in Figure 1. PRODUCT QUALITY
BRAND IMAGE WILLINGNESS TO BUY 1. Conceptual framework of research
variable and their relationships Research Methods The research method used in
this study is a quantitative analysis method, namely research that emphasizes
numerical data statistical (Sugiyono, 2( 3.1. Research Variables The
variables of this study consist of 2 (two) independent variables namely product
quality (X1) and brand image (X2) and one (1) dependent variable, namely
willingness to buy (Y). 3.2. Population and sample Population is defined as a
region of realizations consisting of objects /subjects that have certain qualities
and characteristics determined by researchers to be studied and then the
conclusions are drawn (Sugiyono, 2006). The population used in this study are
Lasem batik consumers who for batik in the city of Lasem, Central Java,
Indonesia. Samples are part of the population. samples research were taken

1 2
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using procedures so that only a por tion of the population was taken and used to
dete rmin e th e tra its an d ch aracter ist ics in th e pop ulat ion (Nazi r, 2005).
The sampling technique used in this study was in cidental samplin g. The
samples in this study , as many as re sp ondents , were co nsum ers who bou ght
bat ik Lase m in 19 bat ik Lase m cra fts m an sh o p s in Lasem city, Cen tra l Ja
va, In do nes ia. 3.3. Methoa of Data Collection ana Measurement co llect io n
tec hniqu es use d in thi s study are quan titati ve methods using sca le th at is d
istr ib uted to res pon de nts. Scale accordi ng to Nazir (2005 ) is a w ay to chan
ge qualitative dats (attr ibutes ) into a quan titat ive order (v aria bles ). The
measurement sca le use d in thi s stud y is a Li kert scal e. L ike rt scale is related
to statem ents about one&#39;s attitude matter (U mar , 2005) . O n a sc ale ther
e are no righ t or wr on answers. Sub jec ts were asked to (altemit)iv INTL. J
APPL. Res. MANAGE. & ECON, 2 (1):1-11, 2019 reliability, features,
conformance, durability, ability, aesthetics, customer perceived quality. Each
dimension consists of 3 (three) items; 2) Brand image scle, dapted from (2000),
which items; and 3) Willingness to buy scale adaptec from a scale made by Dodd
et all (Sweeney et all, 1999) which consists of 2 (two) items. Information about
the description of respondents in this study can be seen in Table 1. Sample
Characteristics in Summary Percentage (%) Percentage (%) Sex Man 69 38.1
Woman Missing > 65 7 1 0.6 Education Basic school Junior High School Senior
High School Vocational School Diploma Under Graduate Magister 10 5.5 Source:
processed primary data coefficient variables are between 0.854 and 0.964.
Accordin g to Nu nall y ( 1978), rel iabi lit y is in the range r es ponden ts, the
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number of female Batik cloth buyers is higher than that of male. The number of
mal t bu yers (38.1 %) number of female peopl e (55.8%), and there an: 11 peo
ple (6.1 %) who do not rev eal th ei r sex. In terms of age, the larg est number
ofrespon den ts is in the ag e ra n ge of29 to 40 years with a total of 81 peo ple
(44.8% ). of the educa ion of responden ts , most of th em were hig h school
gradu ates , 68 p eopl e (37 .6%) . In this the t o 0.80. Theref ore, th e sca le of
the 3 (thre e) variable s use c in this stu dy is reliabl e. Variable, Cronbach Alpha
and Number of Items Variable P ro d u ct Qualit y B rand W illi ngness to Buy
Cronbach Alpha 0.854 Number of Items 6 2 Source: processed primary data
Correlation Analysis C orr elatio n analysis is correlatio n variables. variabl es,
namely produc t quali ty brand image , a pos itiv e signi ficant correlation . P
roduct qualit y is po siti ve signi ficantl y co rr elated with willin gness to buy (r
= 0.685, p INTL . J APPL. Res . MANAGE. &ECON, 2 (1) :1-11 , 2019 te
st hypothesis 3, a regression analysis and partial correlation were performed.
contains the results of the regression analysis. From the results it can be seen
that F = 98.59, relationship with willingness tc buy. Hypothesis 3 is prove
n acceptable. Regression Analvsi s Model Summary Statistics .527 .521 .819 .527
98.509 2 177 .000 Adjusted R Std. Error of------------------ Square the Estimate R
Square F Change Sig. F Change Change a. Predictors: (Constant), Total Brand
Image, Total Product Quality Source: processed primary data The effective
contribution of the product quality and brand image variables to willingness to
buy still 47.3% other variables outside willingness to buy. After calculating in
more detail to determine the contribution of product quality and brand image,
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the researchers found that the contribution of product quality to willingness to
buy is 24.5%. The effective contribution of brand image to willingness to buy is
28.2%. Furthermore, hypothesis hypothesis part ial correlation performed. The
results Table analysis that th er e si gni fic ant correlati on betw een pro duc t qu
alit y with wil lin gness to bu y by controlling (ryrz p< 0.1 ). This Hyp othesis is
acceptable . partial correlation results also show that then is a positi ve signi
ficant correlation bet w een brand image a nd willin gn ess buy by control lin g
product qualit y result s indicate that hypo thesis 2 is also proven. Ta ble 5
Partial Correlation Aanalysis Co efficients a Uns tanda rdi zed Standardi zed
Correlations Coe fficients Coefficients B Std. Err or Beta Ze ro- or de r Parti al
Part (Con sta nt) 1.08 3 .57 6 1 .879 .0 62 T otal Q ualit y Total Brand Image
.151 .033 .405 4.624 .000 .694 .328 .2 39 a . Dep en dent Varia ble : Tota l Wil
ling ness to buy Source: processed primary data Discussion Th e m ain obj ect
ive of thi s researc h is to emp irically ex ami ne th e re lations hip betwe en
prod uct q ualit y and brand image with willin g ness to bu y am ong batik Lase
m cons umers. The res ults s h ow th at th ere significant relations hip bet w een
product qualit y and brand image willingness to buy (F = 98 .509, I INTL. J APPL
. Res. MANAGE. & ECON, 2 (1):1-11, 2019 also supported by Jahangir et al.
(2009). They conducted research tc buy a computer with the brand "X" among
and they found a significant correlation between product qualit with willingness
to buy of 0.51, p INTL. J APPL. Res. MANAGE. &ECON, 2 (1):1-11, 2019 makes it
easy to provide business loan funds for craftsmen, but it is advisable that the
government provide training related to improve the quality of batik Lasem
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products. In addition, trainin also needs to be tven on the importance of brand
imaging for the business development of batik Lasem craftsmen.
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