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BatikLasem This research isimportant because there are still many batik
craftsmen unconsciousness of the importance of product quality and brand image
ininfluencing the possibility of consumers buying products ( batik Las em cloth).
Batik Lasem is atraditional 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 buyersin

CentralJava, Indonesia. Data were analyzed using SPSS version 20. mThree
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(3) hypotheses in this study were accepted. The result of the analysis shows
thatl). Thereis a positive significant relationship between product quality and
willingnessto buy; 2) Thereis a positive significant relationship between brand
image and willingnessto buy, and 3). Thereis 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
UNESCOin 2009, precisely on Octo ber 2 (Rach maw ati & Saw itri, 2015).
AccordingtolwanTirta (Kanti, 2008) bati kis a traditional techni que for
decorating cloth by dra wing certain motifs/p atte rns that contain philoso phical
meanin g by usin g canting (atool fordrawin g) and candle s. The word batik
comesfromacombinationoftwojavaneseamba, which means "writing "
and titik which means "point" (Rach maw ati & Saw itri, 2015) . maintain does
not becom e extinct, government, R egulation Republic of Indonesia (Perm
endagri) No. 6 2016, instructs that Civil Ser vants, especiallyinjava, arerequ
iredtowearb atikcloth asthe officialclothingoneveryFriday. Thisgov
ernment policyincreases sales of batik significantly inthe regio ns producing
batik . Th erefore, thereis a need to develop batik b usiness through micro, sm

all,and mediu mbusiness (UM.KM) and thisshould be su pp orted by all
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parties, i.e.the government, private and even universities through researc h.
Thissupport, inwhichresearchisoneofthem, isusefulforthe developm
entof bati k businesses (thisresearch isone of the m). The governm ent has
made ef fortsto Batik throu gh re gulations and decisions. Despitein creasing
community, many Bati k crafts men/ produ cers who do not have the awareness
toim provethe quality and the brandimage ofbati k thatthey produce. The
yseemtccomplacentbecausetheyfeelthattheyalreadyget*
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
ightsreserved . INTL. ] 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). Aproductis successfully marketed whenitis accepted and

bought by consumers. Willingness to intention of behavior of consumers buy

#112722847 SEP 2020, 8:13 PM KRISTIANA HARYANTI 3 OF 21


https://plagiarismcheck.org

A\

N

PLAGIARISM
CHECK

’///
7

\\\\\\\\

Wy

(Jahangir, Parvez, and Bhattacharjee, 2009). In making a purchase, consumers
considerations before buying. There are values contained in the produ ct th at
influence and caus esorneorieto buy. Zeinthaml (1988) stated that there are
tw o produ ct qualities, namelyandextrinsic. Intrinsicqualityis rel ated to
thesignsofaproduct, suchascolorandte xture. M eanwhile, extrinsic
quality isasign of quality outside the product, forexamplebrandimage . T

he evidence in the field shows that each consumer has different considerati ons
(Beneke, etall,2013)anditisinterestingtoestudied.Tjiptono(2012) sta

ted one product marketing strategy is to ha ve a competiti ve advantage by
payin g attentiontothe brand sothatitcan be asp ecial characteristic
/differentiator of a product.AccordingtoLowandLamb (2000 ), research
interestin brandin g continuesto be stron ginthe marketin g literatureand it
has been much discussed in the marketin g literature . O therthan a well
-knownrand, productqualityisone ofthe consid erations of consumers when
deciding tobuyaproduct. Product quality is the overall quality or ex cellence
of a productrelated towhatis ex pectedy cons umers. Accordin g to Kotlerand
Keller (2007), qualityisthe totality of features and characteristi cs that enable

products to satisfy the needs of consumers b oth stated and not stated . Aprod
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uctthathas good quality will certainly make consumers interested in buyingit
againinthefuture.Apleasantex periencethatis marked by the quality of
goods that matches or ex ceeds exp ectations (satisfaction with the product)
willmak e cons umersto repurc hase the product. Good product quality will
make consumers feel satisfied (Lasander,2013). Tftheproducthasa
marker (brand) th atisknown orrecordedin consumers &#39; memory, it will
make consumers purchaseitifthey needtheiteminthefuture.)ahangir, et
al. (2 009) stated thereis a signifi cant relationshi p between product quality
and brand image with consumers &#39; desireto buy. Beneke, etal. (2013)
alsosug gested th at product quality has asignificanteffe ctonconsumers &
#39; desiretobuyaproduct. Basedontheresultsofth eabovestudies, the
researchers are interested in conductin g researc hwhet herth e qua lity of p
roductand brand image are significantly related to the desire to buy. Given
thatthe productto be studiedis Batik Lasem, this research question needs to be
provenempirically.Thisresearchis based onthe efforts ofres earchersto
help develop micro, smalland medium businessesinIndonesia, especially in
the city ofLasem, CentralJava, b ecause batik Lasem has b ecome one of the

most pote ntial businessestoimprovethe livesofthelocal peopleandsuppo
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rttheIndonesian economy. The pu rp oses of thisstudy are: 1. Toempiricall y
examinetherelationship between product quality and willingnesstobuy. 2.
Toempiricallyexaminetherelationshipbetweenbrandimage and willi
ngnesstobuy.3. Toempirically examinethe relationship be tween product
quality and brand image with willingnesstobuy. T he results of this study will
be able to provide benefits and feedbac k to batik Lasem craftsmen /producer
ssothatthey canfurtherdevelop theirbusiness. Thisresearchisalso e x
pectedto provide feedbacktothe governmentto preserve batik. Literature
Review and Hypotheses 2.1. Product quality and willingness to buy In buying an
item, consum ers will certainly pay attentionand consid erthe product,
wheth er p rodu ct meets qual lifications needs. Produc tstangible INTL. ] APPL.
Res. MANAGE. &ECON, 2(1):1-11, 2019 intangible someone purchase.
Furthermore, according and Armstrong (2008), a productis c set of
characteristics of goods anc services that has the ability o mee the needs which
isacombination of durability, reliability, accuracy, service capability as well as
otherattributes 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.
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Gasperszexplains thatthere eight (8) dimensions quality of a product: ).
Performance, namely characteristics be the appearance of, real product. Product
appearance reflection of how, productis presented or displayed to customers;
2).Reliability, namely the consistency of the reliability of a operational process
in eyes of consumers. reliability of a prod uct m easure of the likelihood that
productwillnotbedamagedorfailinacertainperiod oftime. Aproducti
ssaidtohave highrelia bility when it can attra ctth e tru st of consu mersreg
ardin g q uality of relia bility of a product; 3). Features, namel y the secon

dary orcomple menta ry characteristics, defined as of co mpl ete ness attri
butes thatexistinaproductorthe existenc e of additional privileges. Ata
certain point, the performance of each brand difference features; 4). Conf
ormance sp ecifications, design charac teristic s op eration predeter mined sta
ndards.theidenticaland meetthe pro misedtarget spe cifications;5).
Durability, i.e. howlongthe prod uctcancontinuetobeused. Aproductis
expectednottobebrokeneventhoughitisoftenused, anditisalsc
expectedtobeabletofunctionwellforalongtime; 6).Service capabilities;
theyinclude speed, competence, comfort, easy repair, and satisfying

complainthandling. Theycanbedefined asameasurementofhoweasyitis
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torepairadamaged orfailed prod uct; 7). Aesthethics, name ly the bea uty of
aproductthatcanbe capturedbythefive sensesand canbe as attrib utes
attached toaproduct, such as color, model ordesign, shape, taste, scentand
others; 8).Customer perceived quality, namely the quality thatthe
customerfeels. When ap pliedto measuring product quality, Perceived Qu
alityisth e basic quality ofth e product. KotlerandKell 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 quality are
attitudes of cu stomers beca use they have compared expectations with the reali
ty of the prod uct (Zeithaml, 1988) . If cons umers feel that prod uct quality

can meettheirexpectations, they will have the desiretomak e purchases ag
ain. Otherresearchers, Grewal, etal 1999) also said that productqualityisa
sinificantdete rminantof purchasing.Thisopinionisalsosupported by Cro
ninetal (2000)andSnojtetal (2004) who stated th at when co nsu mers feel

th atth e qua lity of productis high erthanth ey expect, thiswill causea
desiretobuy. Furthermore, Agarwaland (2004) sugg ested th at cu stomers
accordance with the product quality standards they ex pect. HIl. Thereis a

positive significant relationship between product quality anc willingness to buy
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2.2.Brand Image and willingnessto buy Brandis one of theimportantthingsin
the prod uction process. Brands can be perc eivedasthelife ofaproduct
(Rahrnawatiand Saw itri,2015).Ithasanim portantroleinth e sale of prod
uctsorservices. Accordin gtoKotler (2000), abrandisaname, term, symbol
,design thatis usedtodifferentiate and services of the comp etitors. Brandim
portantinconsumer &#39;s evaluations of brands . Brand names help
consumer srememberthe bene fits of the branc (Janis zew skiam van Osselaer
,2000). Furthermore, according to Kotler (2 00 0), imag eis a way of how
people perceiveaproduct.isinfluenced by many factors outside the control|
ofthe producer. Consumersdevelop INTL. ] APPL. Res. MANAGE. & ECON, 2
(1):1-11, 2019 set of beliefstoward branc through the attributes of the product/
servicetheyreceive. Asetof beliefsabout, brand forms a brand image.
Consumers brand image of a product will vary according to the experience they
receive. Anotherexpert, Keller (1993), defines brand as an association or
perception made by consumers based on theirmemories of a product. Thus,
brand image does not exist in the actual technology, features, or products
themselves, butitis something thatis broughtabout by promotions,

advertisements, orconsumers who use the product. Through the brandimage,
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consumers canrecognize a product, evaluate quality, reduce purchaserisk, gain
experience and certain satisfaction from certain branded products that they buy.
High quality brands enable consumers tc identify the advantages and specificities
of abrand thatleadstoloyalty tothe brand (David, 1991; Oliver, 1997). This
means thatthe make consumersreturn to buy it. Furthermore, Hsieh and Li
(2008) stated thatagood brand wiill give a strong message effect when
compared with competitors brand information. Abrand nameandabuying
experienceth atdonotdisappointwillmak e consumersrememberand havea
perception of good qu ality of the product. This situation willbestimulatea
strongconsumersurgetobuy productswiththebrand.Thismeansthat
brandimageisanimportantdeterminantin making decisions forth e consu
merstobuy (Burmannetal,2015). Accordin g to Akaah and Korgaon kar
(1988), consumers are likey to buy famous brand positive brand image way
reduce purchasingrisk. Thisopinionissupported Grewal, (1998), stated
thatthe betterthebrandimage, the more con sumerrecogrntion quality of

its products. Consumers usually have limitationsinte rm s of the amo unt of tim
eand productknowledgetheyhave.Therefore,tomakeapurchasing

decisionthey will tend to cho ose produ cts withabrandimagethatisalready
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known.Thisargumentis sup porte d by Raoand Monroe (1988 ) w ho stated
thata brand with a more positiveimage does have the effect of reducin g the
risk of bad perception of the productto consumers and increasing positive
feedback from cons umers. Therefore, consumers generally reduce the ri sk of
purchasing and believe that they can make satisfyin g purchases by choosing
well-known brands. Thereis a positive significant relationship between brand
image and willingnessto 2 .3 . Product quality and brand image with willingness
toThedesiretobuy meansthe su bje ctive tend ency of con sumersto buy
certainproducts, andithas proventobe:: keyfactorin predictin g consumer
behavior (Fishbeinand Ajzen, 1975). According Jahangir, Parvez, and Bha
ttacharjee (2009), willingnessto buy consists ofth e possib ility of
customerstoshop buy products. In buyin g products, consumers may beable
torespond differe ntly tothe same product (Lampe & Gazda, 1995). are
several considerations made by cons umers before buyin g aproduct. Ak aah
(1988) suggestecthatconsumers are more likely to buy fam ous brand
products with a positive brandimageasawaytoreduce purchasingrisk.
Therefore, consumers generally believe thatthey can mak e satisfying purc

hases by ch oos ing risk purchasing by doingso (Gul, etall, 201 2).
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Furthermore, Cronin etal. (2 000) said that high ly g uality of a product will
increase the perceived value of the product which ultimately res ults in cons
umers willingnessto buy.Snojetal. (2004) also stated the sam e thing, that s,
p erceived productquality willmak e consu mers havethedesiretobuy.
Research conductedbyJahangir,etal (2009)alsoasignificantrelationship
between product quality and b ran d image with the desire to significant
relationship willingnesstollll1INTL.]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
thereis arelationship between product quality and brand imae with willingness
tobuy. Thisresearch modelisshowninFigurel. PRODUCT QUALITY

BRAND IMAGE WILLINGNESS TO BUY 1. Conceptual framework of research
variable and theirrelationships Research Methods The research method used in
this study is a quantitative analysis method, namely research thatemphasizes
numerical data statistical (Sugiyono, 2( 3.1. HbResearch Variables The
variables of this study consist of 2 (two) independent variables namely product
quality (X1) and brandimage (X2) and one (1) dependent variable, namely
willingness to buy (Y). 3.2. Population and sample Populationis 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 aredrawn (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
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using procedures sothatonly a portion of the population was taken and used to
determinethetraitsandcharacteristicsinth e population (Nazir, 2005).
The sampling technique usedin this study was in cidental sampling. The
samplesinthisstudy, as many asre sp ondents, were consum ers who bou ght
batik Lasemin19batik LasemcraftsmanshopsinlLasemcity, Centralja

va, Indonesia. 3.3. Methoa of Data Collection ana Measurement collection
techniquesusedinthisstudy are quan titative methods usingscalethatisd
istrib utedtores ponde nts. Scale according toNazir (2005 )isawaytochan

ge qualitative dats (attributes ) intoa quantitative order (variables). The
measurementscaleusedinthisstudyisalikertscale.Likertscaleisrelated
to statem ents about one&#39;s attitude matter (U mar, 2005).Onascalether
earenorightorwronanswers. Subjects were askedto (altemit)ivINTL.]

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
etall (Sweeney etall, 1999) which consists of 2 (two) items. Information about
the description of respondentsinthis study can beseeninTable 1. Sample
Characteristics in Summary Percentage (%) Percentage (%) SexMan 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.

AccordingtoNunally (1978), reliabilityisintherangerespondents, the
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number of female Batik cloth buyersis higherthan that of male. The number of
maltbuyers (38.1 %) number of female people (55.8%), andtherean: 11 peo
ple (6.1 %) whodonotrevealtheirsex. Interms ofage, thelargestnumber
ofrespondentsisintheagerangeof29to40 years with atotal of 81 people
(44.8% ). of the educaion of respondents, most of th em were hig h school
gradu ates, 68 people(37.6%).Inthisthet00.80. Therefore,thescale of
the 3 (thre e) variable suse cinthisstudyisreliabl e. Variable, Cronbach Alpha
and Number of tems Variable Prod u ct Quality Brand Willingness to Buy
Cronbach Alpha 0.854 Number of ltems 6 2 Source: processed primary data
Correlation Analysis C orrelatio n analysis is correlatio n variables. variabl es,
namely productquality brandimage, apositiv e significant correlation . P
roduct quality is po siti ve significantl y co rrelated with willin gness to buy (r
=0.685,pINTL.JAPPL. Res. MANAGE. &ECON, 2(1):1-11,2019te

st hypothesis 3, aregression analysis and partial correlation were performed.
containstheresults of the regression analysis. From the results it can be seen
that F =98.59, relationship with willingness tc buy. Hypothesis 3 is prove
nacceptable. Regression Analvsis Model Summary Statistics .527 .521.819.527
98.5092177.000Adjusted R Std. Error of-----------=------ Squarethe EstimateR
Square F Change Sig. FChange 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 calculatingin

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
buyis 24.5%. The effective contribution of brand image to willingnessto buy is
28.2%. Furthermore, hypothesis hypothesis partial correlation performed. The
results Table analysis thatth eresignificant correlation betw een productqu
ality with wil lingnesstobuy by controlling (ryrzp< 0.1 ). This Hyp othesis s
acceptable. partial correlation results also show that thenis a positi ve signi
ficant correlation bet w een brand image a nd willin gn ess buy by controlling
product quality resultsindicate thathypothesis 2isalsoproven.Table5
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 (Constant)1.083.5761.879.062Total Quality Total Brand Image
.151.033.4054.624.000.694.328.239a.DependentVariable: Tota | Wil
ling nessto buy Source: processed primary data Discussion The m ain obj ect
ive ofthisresearchistoempirically examinetherelations hip betwe en

prod uctquality and brand image with willin g nessto buy am ong batik Lase
m consumers. Theresultss h owth atth ere significant relations hip betw een
product quality and brand image willingnesstobuy (F=98.509, | INTL. J APPL
.Res. MANAGE. & ECON, 2 (1):1-11, 2019 also supported by Jahangiretal.
(2009). They conducted research tc buy a computer with the brand "X" among
and theyfound asignificant correlation between product qualit with willingness
tobuyof0.51, pINTL. ] APPL. Res. MANAGE. &ECON, 2 (1):1-11, 2019 makes it
easy to provide business loan funds for craftsmen, butitis advisable that the

government provide training related toimprove the quality of batik Lasem
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products. In addition, trainin also needs to be tven on theimportance of brand
imaging forthe business development of batik Lasem craftsmen.
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