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ABSTRACT: Malaysian batik is a highly purchased handicraft in comparison to other handicraft
products. There has been a scarcity of previous studies in addressing the factors affecting the pur-
chasing decision over the traditional textile, which is batik. Hencethis study aims to analyse the
factors that affect the purchasing decision over Malaysian batik products. This study has employed
quantitative research by distributing questionnaires consisting of 35 questions, which were cat-
egorized into four sections. This study also employed the purposive sampling technique with a
total of 62 respondents who completed the questionnaires. The study found that six factors affect
the purchasing decision over Malaysian batik produets, which are: the quality factor, price factor,
availability factor, packaging factor, reference factor, and brand factor. Besides, other factors have
been identified from the open-ended question, namely the promotion and awareness, design and
color, identity and authenticity, and usability. The study suggested exploring the promotion and
awareness factor, design and color factor, identity and authenticity factor, and usability factor that
affect the purchasing decisions over/Malaysian batik products. The findings of the study would
benefit the batik industry by enhancing the use of Malaysian batik and increasing the sales value
of Malaysian batik.
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INTRODUCTION

Traditional batik i1s one of the oldest arts of Malaysian culture, and symbolically, the motifs often
represent many things (Sidek 2018). Like consumer goods, Malaysian batik may not have a strong
identity and character in comparison to Indonesian batik, but it still possesses a big market in
Malaysia (Mahdzar et al. 2013). Malaysian Handicraft Development Corporation (MHDC) stated
that batik was highlighted as the main contributer to the overall craft sales value in Malaysia (MHDC
2016). The batik sales of a subsidiary company of MHDC, Kraf Holding Sdn Bhd increased from
RM 913,778 in 2009 to RM 239, 784,324.65 in 2016.

Although the sales value of Malaysian batik products is increasing, Annuar (2019), in his article
in Malay Mail reported that the revival of batik popularity among Malaysians is not for Malaysian
batik, but Indonesian batik. There are a few reasons for this; the main one among them 1s afford-
ability. Amy Blair, the founder of Batik Boutique, explained that price point is still a matter of
concern for Malaysians, and Indonesia’s mass-printed batik is far more affordable than the East
Coast’s hand-printed version (Annuar 2019). The report indicated that the price factor contributed
to the purchasing decision over Malaysian batik products. Nevertheless, price is not the only factor
that consumers consider before purchasing any products (Pesol et al. 2016).

The study concerning the factors that affected the purchasing decision over Malaysian batik
products has been under research in prior literature (Fei 2013; Sabijono 2013). The studies specific
for Malaysian batik appear to be essential and worth of investigation as the batik industries in
Indonesia and Malaysia are different (Leigh 2002). According to Pesol et al. (2016), through
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the practical aspect, batik producers or marketers can understand the demand of Malaysian batik
consumers when the related factors that affect purchasing decisions over Malaysian batik products
are discovered. It would contribute to an in-depth understanding of Malaysian batik consumers,
then will provide innovative and creative planning as well as strategic promotional and marketing
activities to enhance the use of Malaysian batik and increase its sales value. Approximately 0.5
per-cent of entrepreneurs think that the high consumption of batik can have a positive impact on
firm sales ( Akhir et al. 2015). Therefore, this study intends to identify the related factors that will
affect the purchasing decisions over Malaysian batik products and determine the most influential
factors that affect said purchasing decisions.

1 LITERATURE REVIEW

1.1 Factors affecting the purchasing decision of Malaysian batik products

This present study adopted the theoretical framework from Ujianto and Abdulrachman (2006). The
study incorporated six factors, namely the reference factor, quality factor, price factor, brand factor,
packaging factor, and availability factor.

The reference group is an individual or group of people who significantly influence one’s
behaviour (Sumarwan 2014). Ujianto and Abdulrachman (2006) found that the reference factor
was the most influential factor that affects the purchasing decision over batik sarong among con-
sumers in East Java, Indonesia. The study is in line with Mandey and Kawung (2016), which
argued that reference factors had a significant effect on the purchasing decision over batik products
in Manado, North Sulawesi.

Next, quality is defined as an ewvaluation of the excellence and superiority of the product
(Nguyen & Gizaw 2014). The study by Nurfikriyadi (2016) emphasized that produet design and
product quality are the significant factors that will affect the purchasing decision over batik prod-
ucts. Furthermore, Rahadiet al. (2016) indicated that quality factors had a significant effect
on consumers’ batik preferences with pattern and design coronated as the preferable factors in
determining the quality of batik products in Indonesia.

Meanwhile, price is the amount of money charged for a product or a service; the sum of the
values that customers exchange for the benefits of having or using a product or service (Kotler &
Armstrong 2016). Tiningrum (2014) indicated that, aside from product, place, and promotion, the
price had a significant influence on purchasing decision towards Small and Medium Enterprises
(SME).in Surakarta City. Moreover, Kusumodewi (2016) mentioned that aside from lifestyle and
product quality, the price had a significant influence on the purchasing decisions over batik in
Mirota, Surabaya. The study is in line with Mandey and Kawung’s (2016) study, in which the price
factors had a significant effect on the purchasing decision over batik products in Manado, North
Sulawesi.

Furthermore, a brand is described as a logo, stvle, word, name, or any other attribute that
distinguishes the services or goods of'a seller from other sellers” ( Yuliaty 2015). A study by Mubarok
(2018) found that brand image has a positive and significant effect on purchasing decisions. Besides,
research conducted by Mandey and Kawung (2016) showed that brand factors had a significant
positive impact on the purchasing decision over batik products in Manado. Also, Siregar and
Widiastuti (2019) mentioned. that the brand factor had a sigmficant positive relationship on the
purchasing decision over batik products in Danar Hadi Surakarta, Indonesia.

Then, packaging design has become an important marketing factor for various consumer goods.
It has a vital role.in communicating product benefits to the customer. A study by Ujianto and
Abdulrachman (2006) had stated that packaging design affects the purchasing decision over batik
sarong in Manado, Indonesia. Besides, Hamdar, Khalil et al. (2018) had also discussed a similar
result, in which the research has indicated that there was a significant relationship between the
product packaging and the purchasing decision.
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Finally, the availability factor refers to the extent of consumer attitudes towards the availability
of existing products (Ujianto & Abdulrachman 2006). The study by Ujianto and Abdulrachman
(2006) has indicated that there is a significant positive relationship between availability factor and
purchasing decision. Besides, a study by Mandey and Kawung (2016) has shown that there is a
significant effect on the availability of products towards the consumer purchasing decision. The
result has indicated that consumers will choose to buy batik products from famous and well-known
shops/markets.

1.2 The importance of the Malaysian batik for the tourism industry in Malaysia

As an “intangible cultural heritage of humanity,” Malaysian batik is believed to be an attractive
heritage product that can be offered to tourists from all over the world, especially those who are
interested in culture and the art of society in a country (Akhir et al. 2018). Malaysia has now been
successfully promoted internationally by the increasing popularity of batik known as one of the
most famous textile crafts. It is not only demanded by batik lovers, but also from international
tourists, who buy batiks for gifts and souvenirs. (Pesol et al. 2016). This is because foreign tourists
see batik as a fabric that is full of colors and very different from their textiles, which ultimately gives
them an interest in buying. Batik is also listed as the Top 10 souvenirs purchased by tourists, where
23 out of 94 tourists prefer to buy batik items, apart from accessories and keychains (Hamden et
al. 2015). Hence, the growth in the batik industry can offer attractive tourism products that will
further boost the country’s tourism industry and contribute to the Malaysian economic growth.

2 METHOD

This study is a quantitative research design that used descriptive analysis. Data for this'study have
been collected using a purposive sampling technique for domestic tourists who had purchased
Malaysian batik products as the target population for the study. Previously, from 1% October
until 15™ October 2019, a pretest of 30 surveys was conducted to detect possible errors on the
questionnaire. This study managed to obtain results from 62 respondents with the implementation
of sample size calculation.

Each item for the factors had applied the five-point Likert Scale as an indicator of measurement
ranging from “Strongly Disagree™ (1) to “Strongly Agree” (6). Then, the responses received were
classified into either negative, moderate, or positive. Besides, these data were used to rank the
factors that affect the purchasing decision over Malaysian batik.

For the open-ended question, there was only one question provided, where the consumers could
state their comments and suggestions on Malaysian batik products. The data from the open-ended
section were computed using Microsoft Excel and had been grouped according to their likeness.
Then, the result of the data was triangulated with the data stated in the consumers” background,
purchase information, and the factors influencing the purchasing decision over Malaysian batik
products.

3 RESULTS

Based on the data collected from62 respondents, quality factor, price factor, availability factor, and
packaging factor had a positive impact on the purchasing decision over Malaysian batik products.
In contrast, the reference factor and brand factor were moderate. The reference factor indicated
a mean score of 3.25, with ‘choose Malayvsian batik products thar are recommended by family
members ' contributed to the highest value of reference factor with a mean score of 3.98. Levy and
Lee (2004) mentioned that since the family is a fundamental decision-making unit, the interaction
between family members is likely to be more significant than those of smaller groups, such as
friends or colleagues. Likewise, the consumers were moderately affected by the brand factor, with
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Table 1. The result of the open-ended data.

Categories Frequency Percent (%4)
Promotion and awareness 17 28
Price 12 20
Design and color 8 13
Usability 8 13
Authenticity and identity (3] 10
Quality 5 8
Availability 4 i
Total &0 100

a mean score value of 3.13. The highest mean value for the brand factor was ‘consider the brand
hefore purchasing Malaysian batik products’, with a mean score value of 3.27.

Otherwise, the quality factor had the highest mean score value, which is 4.53, making the factor
as the most influential factor among others. The data indicated that consumers require a product
to have high durability, neat, and strongly sewn to ensure that the product can be used for a longer
time. Besides, the consumers were also concerned about the color of Malaysian batik and the
durability of said color. They prefer Malaysian batik products with the right color combination and
a color that does not fade and wear out quickly. Besides, the tendency to choose Malaysian batik
products that are comtortable upon use gave the idea that the consumers do not want toexperience
discomfort from the material of the products, for example, feeling hot when wearing them. It also
explains why smoothness and thickness were considered because the product’s material will have
an impact on comfort.

Mext, the price factor had positively affected the purchasing decision over Malaysian batik
products with a total mean score of 4.23. The highest mean score was ‘compare prices before
prrchasing Malaysian batik products 'with a mean score value of' 4.65_The data indicated that the
price factor is very crucial in determining the purchasing decision over batik. Customers would
perceive a different price as a measure of value and quality {Mandey & Kawung 2016). For the
availability factor, the results show a mean value of 3.80. The average number of respondents had
agreed that they would ‘choose to buy Malaysian batik products in a shop or market that has a
complete selection’with the mean score value of 4.15;

Then, the packaging factor indicated a mean score value of 3.63 with the highest mean score
for‘choose a Malaysian batik product that has anice and beautiful packaging design with a mean
score value of 3.71. Gogoi (2013) mentioned that customers always think that purchasing products
that have simple packaging and those that are not so popular will be a high risk because the quality
of said products cannot be trusted.

The open-ended data emphasized that other factors can be studied concerning the factors that
affect the purchasing decision over Malaysian batik products. From 62 respondents, there are
only 60 respondents who answered the open-ended section. Table 1 indicates that seven categories
frequently appear in the open-ended data, including promotion and awareness, price, design and
color, usability, authenticity and identity, quality, and availability.

Most of the respondents emphasized highly on the promotion and awareness of Malaysian batik
products. A female respondent from Perak (R = 27, age = 23), stated that:

“Batik should be highly promoted and advertised as one of Malaysia 3 tradition and cultural pride.”

Additionally, promotion and awareness were also emphasized by a female respondent from
Selangor (R = 37, age = 23), who mentioned that:

“Batik nowadays become ending, especially duving Hari Rava. But I didn 't have much information
regarding the differences between batik Malaysia and Indonesia. So somehow, [ didn't know whether
the batik that I buy coming from which couniry.”
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[ Suggestion factors for future research
[] Factors that had been studied

Figure 1. Purchasing decision’s factors.

Furthermore, the information from the open-ended section found that the consumers were also
concerned with the design and color of Malaysian batik products. A female respondent from
Selangor (R = 12, Age 24) stated that:

“Selling more batik small flower pattern and pastel colors.”

Meanwhile, another respondent highlighted the design of Malaysian batik products. A female
respondent from Kedah (R = 16, Age = 27) suggested that:
“Batik indusiry or designers should always come up with atirdctive, eve-catching, up-to-date designs

that can attract customers to buy batik from fime to time as batik as we expect will not be outdated as
time passes.”

The data previously mentioned that the consumers were looking towards the pattern and motif
of Malaysian batik products before they purchase. This data from the open-ended section proved
that consumers are particularly concerned about the pattern and motif of Malaysian batik products
and suggested the color and pattern that they want. Besides, a respondent (R = 16, Age = 27) had
emphasized on‘up-to-date design’. As on average, the age range of respondents is between 21 to
24 (66.1%,N = 41), they demand somctflin g up-to-date and in line with the current fashion trend.

Moreover, the consumers were also concerned about the usability of Malaysian batik product,
as a male respondent from Terengganu (R = 31, Age = 23) mentioned that:

“Today, the teacher and some government workers wear batik on Thursday. It is benter if all the sectors
in Malavsia can wear batik every Thursday, including university students and staff’”

Furthermore, the authenticity and identity of Malaysian batik were also discussed in the open-
ended data. A female respondent from Melaka (R = 8, Age = 24) mentioned that:
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“Ir is good if we can keep the authenticity of the batik product. Even trend changing fast, bur bavik
product always gers the demand.”

For that, another conceptual framework can be constructed based on the data gained through the
open-ended. Figure 1 shows the suggested conceptual framework.

4 CONCLUSION

In conclusion, the research had adopted a study by Ujianto and Abdulrachman (2006) who included
six factors in their research, and the factors are; quality factor, price factor, availability factor,
packaging factor, reference factor, and brand factor. The average number of respondents had
positively agreed that all factors had influenced their purchasing decision over Malaysian batik
products. However, the finding from the open-ended questions showed that there are four other
factors mentioned by consumers, namely, promotion and awareness, design and color, usability, and
identity and authenticity. Therefore, other factors need to be considered and studied for the related
factors may and will affect the purchasing decision over Malaysian batik in the Malaysian context.

Based on the data, the most influential factor that affected the purchasing decision over Malaysian
batik products is the quality factor. On the price factor, the respondents have also been affected
positively by the idea that the item should be worth the guality for certain prices. The study is
in line with Djumarne and Djamaluddin (2017), which indicated that better product quality will
maintain a high level of customer satisfaction. Hence, this will encourage customers to make
future purchases. However, the result is different from the findings in Ujianto and Abdulrachman’s
(2006) study, in which the most influential factor was the reference factor as the consumers were
specifically influenced by a famous officer, idols, and scholars in determining their purchasing
decision over batik products in Manado. Therefore, the data emphasized that different populations
have different factors and preferences in deciding the choice of batik products that they purchase.

Hence, the findings of the study will provide a better understanding of the critical factors involved
in the purchasing decisions over Malaysian batik products, which would benefit batik producers
or marketers by enhancing the use of Malaysian batik and increasing its sales value,

REFERENCES

Akhir, N. H. M., Ismail, N. W,, Said, R., Ranjance, S., & Kaliappan, P. (2015). Traditional craftsmanship:
The origin, culture, and challenges of the batik industry in Malaysia, [ Tslamic perspectives relating to
business, arts,

Akhir, M. H. M., Ismail, N. W., & Utit, C. {2018). Malaysian batik industry contribution analysis using direct
and indirect effects of input-output techniques. International Journal of Business & Society, 19(1).

Annuar (20019, October 22). What would it take to make Malaysians wear (our own) batik again? malaymail.com

Djumarmo, 8. A, & Djamaluddin, 8. (2017). Effect of Product Quality and Price on Customer Loyalty through
Customer Satisfaction./nternational Jowrnal of Business and Management Invention (LJBMI),7(8), 12-20.

Fei, ¥, 8. (2013). The relationship between product personality, attitude, and purchase intention towards
Malaysian batik. Kota Kinabalu: University Malaysia Sabah.

Gogoi, B. (2013), the study of antecedents of purchase intention and its effect on brand loyalty of private label
brand of apparel, International Journal of Sales & Marketing, 3(2): 73—86.

Hamdar, B., C., Khalil, A., Bissani, M., Kalaydjian, N. (2018). Economic assessment of the impact of
packaging design on consumption,

Hamden, H. N. (2015). Perception of tourist’s on souvenir purchase intention and perceive authenticity in
Kuala Lumpur. Shah Alam; Universiti Teknologi Mara.

Kotler. P, & Amstrong, G_{2016). Principle of marketing (Sixteenth edition Global version). England: Pearson
Education. Inc.

Kusumodewi, G. (2016). Pengaruh gaya hidup, kualitas produk, dan harga terhadap keputusan pembelian kain
batik Mirota Surabaya. Juwrnal Pendidikan Tata Niaga (JPTN), 3(3).

Leigh, B. (2002). Batik and pewter: Symbols of Malaysian pianissimo. Sojourn, 17, 94-109.

207



Printed by: hidayah rahman@iium.edu.my. Printing is for personal, private use only. No part of this book may be
reproduced or transmitted without publisher's prior permission. Violators will be prosecuted.

Levy, D 8., & Kwai-Choi Lee, C. (2004). The influence of family members on housing purchase decisions.
Jowrnal of Property Investment & Finance, 22(4), 320-338.

Malaysian Handicraft Annual Report 2016. Malaysia Handicraft Development Corporation. www.kraftangan.
gov.my.

Mahdzar, 8. 8. 8., Jin, C. P, & Safari, H. Development of Historical Culture Tourism Industry through Batik
Art to Attract the Local and Tourist.

Manan, D. 1. A., & Jan, N. M. (2010). Do resources contribute to firms’ performances? Exploring batik
industry in Malaysia. International Review of Business Research Papers, 6(3), 189-204.

Mandey, N., & Kawung, D (2016). Purchased interests to establish of batik products in Manado, North
Sulawesi.

Mubarok, M. M. (2018). The cffect of brand image and consumer attitudes on the decision to purchase batik
Jetis Sidoarjo mediated by intent to buy.Jowrnal of Economics, Business, & Accountancy Ventura, 21(1),
105-116.

Neguyen, T H., & Gizaw, A.(2014). Factors that influence consumer purchasing decision of Private Label Food
Product: A case study of ICA Basic.

Nurfikriyadi, (2016). Proposed marketing strategy for batik nation (a batik fashion startup company). Master
Thesis. School of Business Management. Institut Teknologi Bandung.

Pesol, N. F, Mustapha, N. A_, lsmail, 5. 8., & Yusoff, N. M. (2016). The attributes of Malaysian batik towards
tourist purchase decision Tourism, Leisure and Global Change, 3, 105-116.

Rahadi, R. A., Rahmawati, D., Windasari, N. A, & Belgiawan, P. F. (2020). The Analysis of Consumers’
Preferences for Battk Products in Indonesia Review of Integrative Businessand Economics Research, /9,
278-287.

Sabijono, G. (2013). Analysis of Manado consumer preference in buying batik apparel product. Jurnal EMBA:
Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 1(4), 414421,

Sidek, H. A. (2018). Contextualizing the metaphor of Malay batik motifs in graphic design or visual
communication.

Siregar, 1. S., & Widiastuti, E. (2019). Pengaruh brand image, kualitas produk, dan hatga terhadap keputusan
pembelian produk batik di Danar Hadi Surakarta. Surakarta Management Jouwrnal, 1(1), 21-29.

Sumarwan, . (2014). Perilaku konsumen teori dan penerapannya dalam pemasaran Bogor Ghalia Indonesia.

Tiningrum, E. (2014). Pengaruh bauran pemasaran terhadap keputusan pembelian batik di Usaha Keeil
Menengah Batik Surakarta. Edisi Pebruari, Vol. 1, No. 2.

Ujianto, U., & Abdurachman, A. (2004). Analisis faktor-faktor yang menimbulkan kecenderungan minat
beli konsumen sarung (studi perilaku konsumen sarung di Jawa Timur). Jurnal Manajemen dan
Kewirausahaan,6(1), 34-53.

Yuliaty, A (2015). The dominant factor of batik purchase toward young adults in Jakarta (Doctoral dissertation,
President University).

208



