Turkish Journal of Computer and Mathematics Education Vol.12 No. 4 (2021), 821-831
Research Article

Knowledge on Batik and Lifestyle on Purchase Decisions with Satisfaction as
Intervening (Case Study of Batik SME’S in Jambi City)

R. Adjeng Mariana Febrianti'*, Sriwardani?, Fitrizal Eko Warnadi®, Mediyona Samba Saleh*
Widyatama University, Bandung Indonesia

I*adjeng.mariana@widyatama.ac.id, Zsriwardani@unla.ac.id, 3fitrizal.warnadi@widyatama.ac.id,
“mediyona.samba@widyatama.ac.id

Avrticle History: Received:11 January 2021; Accepted: 27 February 2021; Published online: 5 April 2021

Abstract: The purpose of this study was to determine the effect of consumer knowledge and lifestyle on
purchasing decisions with customer satisfaction as an intervening variable. The method used in this research is
path analysis method. The sample used was 118 respondents. While data collection by means of a questionnaire.
The results showed that knowledge has a positive and significant influence on purchase intention with tcount
6,066> ttable 1,984 and sig value 0,000 <0.05. Lifestyle has a positive and significant influence on purchase
intention with a tcount of 3.952> ttable of 1.984 and a sig value of 0.000 <0.05. Consumer satisfaction has a
positive and significant influence on purchasing decisions with a tcount of 3.902> ttable 1.984 and a sig value of
0.002 <0.05. Consumer knowledge has a positive and significant influence on purchasing decisions with a t-
count value of 4.987> t-table 1.984 and a sig value of 0.000 <0.05. Lifestyle has a positive and significant effect
on purchasing decisions with a tcount of 2.531> ttable 1.984 and a sig value of 0.013 <0.05. Consumer
satisfaction is able to mediate the effect of trust on purchasing decisions as evidenced by the sobel test results
2.492> 1.96. satisfaction is able to mediate the effect of promotion on purchasing decisions as evidenced by the
sobel test results 2.77> 1.96. The conclusion from this research is that the higher the level of consumer
knowledge, the higher the satisfaction and purchasing decisions.
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1. Introduction

Batik in Indonesia is estimated to have started and developed in the Hindu era, especially in the aristocratic
family and the palace, this is reinforced by the discovery of batik motifs on relief carvings, statues that adorn
temples. The use of batik cloth is very limited for the purposes of aristocratic clothing, and for ritual purposes
related to beliefs and beliefs. However, over time batik was used not only as a royal (aristocratic), society in
general had also known batik. In its development, batik has a social impact on every region in Indonesia. Each
region shows its style, identity, uniqueness, and uniqueness in each batik production. So that it gives rise to
differences in batik products from one region to another. Every batik has a meaning and meaning as well as a
philosophy that underlies the creation of a motif, society interprets the batik motif as a form of identity,
elements and a beautiful basis that describes its environment.

Meanwhile, as the provincial capital, the city of Jambi has the potential to drive the community's economy.
There are various types of SME’S that have developed in Jambi city. One type of MSE that is developing in the
city of Jambi is the Jambi batik SME’S. The Seberang area of Jambi city is the center for the development of
Jambi batik SME’S in Jambi province. It is undeniable that Batik from the city of Jambi also confirms batik as a
world cultural heritage from Indonesia. Jambi batik does have its own allure, among other things, from the sharp
coloring technique, the coastal characteristics seen in the motifs that bring out marine elements, such as fish
scales, shells, or seaweed tendrils. On a sheet of cloth, contrasting colors can appear that are not found in inland
or coastal batik fabrics in Java. Jambi batik is very expressive; it can be seen from the dominant graffiti
depicting the freedom of expression of the batik craftsmen in pouring their imagination on a piece of batik cloth.
A small portion of the people of Jambi city still adhere to the cultural heritage that refers to the rules /
regulations, although it is gradually being abandoned.

The lifestyle of consumers is one of the factors that can reduce the buying interest in batik, especially the
city of Jambi. Likewise, with consumer knowledge of the quality of batik itself which is a factor in purchasing
decisions. Therefore, this study tries to determine the effect of knowledge and lifestyle on purchasing decisions
with customer satisfaction as an intervening variable. As for the formulation of the problem in this study are:

1. Does consumer knowledge have a significant effect on customer satisfaction?
2. Does the consumer's lifestyle have a significant effect on customer satisfaction?
3. Does consumer knowledge influence consumer purchasing decisions?
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4. Does lifestyle influence consumer purchasing decisions?
5. Does consumer knowledge and lifestyle influence consumer purchasing decisions through customer
satisfaction?

2. Theoritical Review
2.1. Knowledge

According to Paschen et al. (2019), knowledge is a treasure trove of mental wealth which directly or
indirectly enriches our lives. Each type of knowledge basically answers a certain type of question that is asked.
The knowledge of a person with other people is different, so that knowledge is a mental wealth that directly or
indirectly enriches human life (Rauch & Patrick, 2016). In another sense, knowledge is a variety of symptoms
that humans encounter and acquire through the observation of reason (Dierh, 2017). Knowledge arises when
someone uses their mind to recognize certain objects or events that have never been seen or felt before
(Chukwuma, 2018). Changes in the subject's behavior to the product start from the subject knowing and
knowing the product first, then the subject begins to be interested in the product, after that the subject begins to
weigh the advantages and disadvantages of the product against himself, then the subject starts trying, and finally
the subject makes a customized purchase with knowledge, awareness and attitude towards products (Chen &
Huang, 2010) According to Aydiner (2019), there are six deep level domains, knowledge, understanding,
application, analyst, synthesis, and evaluation. According to Kotler (2017), there are four dimensions in
explaining knowledge variables, namely, (1) factual knowledge, (2) conceptual knowledge, (3) procedural
knowledge, (4) metacognitive knowledge.

2.2. Lifestyle

According to Kotler and Keller (2017), consumers make their decisions not in an isolated place from the
surrounding environment. Their voting behavior is strongly influenced by cultural, social, personal, personal and
psychological factors (Rakic, 2015). And from the personal factors of the consumer's lifestyle that influence his
decision in choosing a product. Kotler (2017) argues that the notion of lifestyle as a lifestyle is a person's
lifestyle in the world which is expressed in their activities, interests and opinions. Lifestyle shows a person's
whole self in interacting with their environment. According to Rahmah and Sumarwan (2018), a person's
lifestyle can be seen from the behavior carried out by individuals such as activities to obtain or use goods and
services, including the decision making process in determining these activities. Furthermore, Sathish (2012)
states that there are 2 factors that influence a person's lifestyle, namely factors that come from within the
individual (internal) and factors that come from outside (external). Internal factors, namely attitudes,
experiences, and observations, personality, self-concept, motives, and perceptions. External factors explained by
Nugraheni (2003) are reference groups, family, social class, and culture (Adi Sunarya, 2019).

2.3. Customer satisfaction

Wikhamn (2019) states that customer satisfaction is defined as an evaluation of the perceived discrepancy
between previous expectations and the actual performance of the product. Customer satisfaction is basically how
customers evaluate the products and services provided by the organization (Rauch, 2016). According to
customer satisfaction is the customer's reaction to the state of satisfaction, and customer assessment of the level
of satisfaction (Hong, 2015). Customer satisfaction is very important in today's business world because
according to Kotler (2017), the ability of product and service providers to create high levels of satisfaction is
very important for product differentiation and developing strong relationships with customers. According to Rita
and Olievera (2019), customer satisfaction can provide benefits, including building a harmonious relationship
between the company and customers, providing a good basis for repurchasing, and encouraging loyalty.
According to Kotler (2017), the dimensions of customer satisfaction consist of price, quality of services
provided, product quality, emotional factors, and pride in using the product.

2.4. Buying decision

Every consumer makes various kinds of decisions about the search, purchase, use of various products and
services. Purchasing decisions are consumer decisions regarding preferences for brands in the selection (Tan,
2019). Munthiu (2009) defines a purchasing decision as a person's decision where he chooses one of several
alternative options (Eshra & Beshir, 2019). In this study, purchasing decisions are defined as a process in which
consumers choose one product according to their taste to make decisions in product purchases (Amron, 2018).
Kotler (2017) states that there are five stages in explaining the process by which purchasing decisions are made
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namely (1) problem recognition, which includes the introduction of needs, (2) information search, namely where
consumers will buy and what to buy, (3) ) alternative evaluation, namely the stage where consumers anticipate
when they do not find what they need, (4) purchasing decisions, namely actions when consumers have found
what they need, (5) post-purchase behavior, namely the attitude where consumers have made a purchase. Kotler
(2017) mentions three dimensions in explaining that can measure purchasing decisions, namely, benefit
association, priority in buying, and frequency of purchases. As for the factors that can influence an act of
purchasing decisions are individual differences that include resources, knowledge, attitudes, and environmental
influences including culture, social class, family, and situation.

2.5. Conceptual framework

Consumer
Knowledge
Customer Buying Decision
Satisfaction >
Lifestyle

Figure 1. Relationship between knowledge variables, lifestyle, satisfaction and decisions
3. Hypothesis Development
3.1. The influence of knowledge on customer satisfaction

Because consumers tend to pay close attention to satisfaction when making purchases, usually before
making these purchases, consumers find out first. According to Dierch (2017), this search leads to knowledge
that can be used as a decision to act so that in the end the decision provides satisfaction for consumers. Aydiner
(2019) states that consumer knowledge affects satisfaction in purchasing products or services.

H1. Consumer knowledge has an effect on customer satisfaction

3.2. The influence of lifestyle on customer satisfaction

Lifestyle is a person’s lifestyle that is expressed through their activities, interests and opinions. According to
Kotler (2017), lifestyle can show how people live, how to spend money, and how to allocate time. Rahmah
(2018) states that a person's lifestyle can provide satisfaction for the person himself in purchasing a product or
service.

H2. Lifestyle affects consumer satisfaction

3.3. The influence of knowledge on purchasing decisions

Knowledge is a person's ability that can directly or indirectly enrich someone. In determining the decision-
making process, a person will not be separated from the knowledge he has. Paschen's research (2019) states that
there is an influence between knowledge and purchasing decisions. Likewise, with Chukwuma's research (2018)
that knowledge has an effect on purchasing decisions.

H3. Knowledge influences consumer purchasing decisions

3.4. The influence of lifestyle on purchasing decisions

Not only knowledge, lifestyle factors are also one of the factors that can influence purchasing decisions.
According to Adi (2019), a person's lifestyle can form a character where this character can influence every
action. Rahmah (2018) states that lifestyle factors can influence purchasing decisions.
H4. Lifestyle influences consumer purchasing decisions

3.5. The influence of knowledge and lifestyle on purchasing decisions through customer satisfaction
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Tan (2019) states that a purchase decision is an action in which consumers choose one of various
alternatives based on consumer ability. This capability includes the knowledge and experience possessed by
consumers themselves. Apart from this ability, Adi (2019) states that purchasing decisions are closely related to
the lifestyle of consumers (Omar, 2020). This shows that knowledge and lifestyle have an impact on purchasing
decisions. From the perspective of consumer experience, a decision occurs when the consumer is previously
satisfied with what their needs are. This indicates that consumer satisfaction can influence consumer decisions,
especially when the consumer already understands the product or service before making a purchase (Amron,
2018).

H5. Knowledge and lifestyle influence purchasing decisions through customer satisfaction.

4. Research Methods

This study uses a quantitative analysis approach by adopting multiple regression analysis techniques. The
sample in this study was 118 respondents. The sampling technique in this study is non-probability sampling with
incidental sampling. According to Sekaran (2016), incidental sampling is a sampling technique based on chance
at that time which is sampled if there is a match as the sample. The data sources and data methods used in this
research are observation, interviews, and questionnaires. Meanwhile, secondary and primary data used a Likert
scale.
5. Results and Analysis

The characteristics of the respondents in this study are as follows:

Table 1. Characteristics of respondents

No. Gender Total  Percentage
1 Man 39 30%
2 Women 79 70%
Total 118 100%

No. Age Total Percentage
1 25-30 years 19 10%
2 31-35th 41 39%
3 36-40 th 26 21%
4 41-45 years 21 19%
5 > 45 years 11 11%
Total 118 100%

No. Education Total  Percentage
1 Junior High 28 32%
2 High school 48 45%
3 Bachelor 42 23%
Total 118 100%

No. Status Total Percentage
1 Single 65 55%
2 Married 53 45%
Total 118 100%

Source: Primary data processed in 2020

Consumer knowledge variables can certainly have an impact on a decision action. Table 1 shows that based
on gender characteristics, women are more dominant with a gain of 79% when compared to men. Meanwhile,
based on the characteristics of the age most were at the age of 31-35, namely 39%. This shows that at that age
many people use batik for work or other purposes. Based on education, there are more high school graduates
than other graduates, namely 45%. Meanwhile, based on status, unmarried people dominate more than married
people, namely 55%.

5.1. Validity and reliability test results
The results of the validity test on the variable price reasonableness (5 items), employee satisfaction (5

items) customer satisfaction (5 items) and service delivery (5 items) have a significant value> 0, 235 or in other
words valid. The reliability test is as follows:
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Table 2. Reliability test

Variable Cronbach Alpha Critical Value Information
Knowledge 0,932 0,60 Reliable
Lifestyle 0,918 0,60 Reliable
Buying decision 0,958 0,60 Reliable
Consumer satisfaction 0,952 0,60 Reliable

Source: Primary data processed in 2020

Based on the results of Table 2, it shows that the research variable has a cronbch alpha coefficient of more

than 0.60. This shows that all variables have met the reliability requirements.

Table 3. Responses to research variables

Variable Mean Category
Knowledge 3,57 Very high
Lifestyle 3,12 Conducive
Buying decision 3,21 High
Consumer satisfaction 3,72 Very high

Source: Primary data processed in 2020

Based on Table 3, it can be concluded as follows:

The consumer knowledge variable has a value of 3.57 (very high), this indicates that consumers have
knowledge of a product or service and have a consideration in making purchases when visiting the store
where they will buy.

The lifestyle variable has a value of 3.12 (conducive), this shows that the lifestyle of consumers is different
from one another. The lifestyle of consumers is a habit related to daily life and is influenced by social,
economic and environmental levels.

The purchasing decision variable is 3.21 (high), this indicates that the purchase decision is the ability to buy
which is based on kebutahn and desire and the benefits of what the consumer wants.

The consumer satisfaction variable is at a value of 3.72 (very high), this shows that customer satisfaction is
a condition that is felt after purchase so that it can lead to loyalty to the product purchased. But in reality, a
lot of satisfaction is influenced by other factors that are not discussed in this study.

5.2. Hypothesis test results

Table 4. Hypothesis test

No. Hypothesis Information
1 Knowledge affects customer satisfaction proven
2 Lifestyle affects consumer satisfaction proven
3 Knowledge influences purchasing decisions proven
4 Lifestyle influences purchasing decisions proven
5 Knowledge and lifestyle influence decisions through satisfaction proven

Source: Primary data processed in 2020

5.3. Equation normality test

To find out whether the data is normally distributed or close to normal, the Kolmogrov-Smirnov (KS)
statistical test can be carried out, the normality test of the data in this study uses the one-sample Kolmogorov-

Smirnov test with the condition that asympp sig (2-tailed)> 0.05 then the data is normally distributed.

Table 5. Normality of equation (1)

One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual
N 100
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Normal Parametersa,b Mean ,0000000
Std. Deviation 5,08091707
Most Extreme Differences Absolute ,074
Positive ,039
Negative -,074
Test Statistic ,074
Asymp. Sig. (2-tailed) ,200c.d

Test distribution is Normal.

Calculated from data.

Lilliefors Significance Correction

This is a lower bound of the true significance

cooTp

Source: Primary data processed in 2020

Based on Table 7, the equality 1 normality test shows that the value of Asymp. Sig. (2-tailed) of 0.200>
0.05, this means that the data in this study were normally distributed.

Table 6. Normality of equation (2)

One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual

N 100
Normal Parametersa,b Mean ,0000000
Std. Deviation 4,88871262
Most Extreme Differences Absolute ,062
Positive ,046
Negative -,062
Test Statistic ,062
Asymp. Sig. (2-tailed) ,200c.d

Test distribution is Normal.

Calculated from data.

Lilliefors Significance Correction

This is a lower bound of the true significance
Source: Primary data processed in 2020

oo oe

Based on Table 8, the normality test for equation (2) shows that the Asymp. Sig. (2-tailed) of 0.200> 0.05,
this means that the data in this study were normally distributed.

5.4. Multicollinearity test
The multicolinearity test aims to test whether the regression model finds a correlation between independent
(independent) variables, a good regression model should not have a correlation between the independent

variables (Ghozali, 2016).

Table 7. Multicollinearity test for equation (1)

Collinearity Statistics

Model Tolerance VIF

1 (Constant)
Knowledge 0,971 1,041
Lifestyle 0,971 1,041

a. Dependent Variable: Consumer satisfaction
Source: Primary data processed in 2020

From Table 7, equation (1) shows that all independent variables have a tolerance value> 0.10 and a VIF
value <10, so that all independent variables do not have multicollinearity.
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Table 8. Multicollinearity test for equation (2)

Collinearity Statistics

Model Tolerance VIF

1 (Constant)
Knowledge 0,687 1,436
Lifestyle 0,810 1,204
Consumer 0,613 1,659

satisfaction
a. Dependent Variable: Buying decision
Source: Primary data processed in 2020

From Table 8, equation (2) shows that all independent variables have a tolerance value> 0.10 and a VIF
value <10, so that all independent variables do not have multicollinearity.

5.5. Sub-Structure Equations (1)

Table 9. Path coefficient 1

Unstandardized Standardized
Model Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 11,709 2,461 4,716 0,000
1 Knowledge 0,637 0,102 0,478 6,066 0,000
Lifestyle 0,353 0,039 0,374 3,952 0,000

a. Dependent Variable: Buying decision
Source: Primary data processed in 2020

The equation for the results of the path analysis that is formed is: Y = 11.709 + 0.478X1 + 0.374X2

1. A constant value of 11,709 means that if knowledge and lifestyle do not increase, then satisfaction will still
be worth 11.6009.

2. The beta coefficient value 0.478 (positive) shows a unidirectional effect, which means that if the level of
consumer knowledge increases, it will increase satisfaction by 0.478.

3. The beta coefficient value of 0.374 (positive) shows a unidirectional influence, which means that if the level
of a more attractive lifestyle will make an increase in satisfaction by 0.374.

Table 10. The coefficient of determination of equation (1)
Model R R Square Adjusted R Square Std. Error of the Estimate

1 ,637a 0,398 0,385 5,13303
a. Predictors: (Constant), Lifestyle, Knowledge
b. Dependent Variable: Consumer satisfaction
Source: Primary data processed in 2020

From Table 10, it is found that the Rsquare value of 0.398 means that 39.8% of the customer purchase
interest variable is influenced by the trust and promotion variables, while the remaining 60.2% is explained by
other factors not discussed in this study. Then, the error value is obtained at 0.775.

el=0,775
Consumer 0,478
Knowledge l
\‘ Customer
Satisfaction
Lifestyle /
0,374

Figure 1. Line acquisition stage 1

827



Knowledge on Batik and Lifestyle on Purchase Decisions with Satisfaction as Intervening (Case
Study of Batik SME’S in Jambi City)

In the picture above, the following equation for the first-stage path is obtained: Y = 0.478X1 + 0.374X2 +
0.775.

5.6. Sub-Structure Equations (2)

Table 11. Path coefficient stage 2

Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.
(Constant) 12,211 2,639 4,626 0,000
Knowledge 0,578 0,115 0,453 4,987 0,000

1 Lifestyle 0,303 0,041 0,397 2,531 0,013
Consumer satisfaction 0,375 0,098 0,393 3,902 0,002

a. Dependent Variable: Buying decision
Source: Primary data processed in 2020

The equation for the results of the path analysis that is formed is: Z = 12.211 + 0.453X1 + 0.397X2 +

0.393Y

1. A constant value of 12.211 indicates that if knowledge, lifestyle, and customer satisfaction do not change,
the purchase decision will still be worth 12.211.

2. The beta coefficient value of 0.453 (positive) shows a unidirectional effect, which means that if the level of
consumer knowledge is increased, it will increase the purchasing decision by 0.453.

3. The beta coefficient value of 0.397 (positive) shows a unidirectional effect, which means that if the level of
lifestyle is increased it will make an increase in purchasing decisions by 0.397.

4. The beta coefficient value of 0.393 (positive) shows a unidirectional effect, which means that if the level of
customer satisfaction is increased, it will make an increase in purchasing decisions by 0.393.

Table 12. Coefficient of determination of equation (2)

Model R R Square Adjusted R Square Std. Error of the Estimate
1 ,721a 0,539 0,504 4,96451

a. Predictors: (Constant), Purchase Interest, Promotion, Trust

b. Dependent Variable: Purchase Decision

Source: Primary data processed in 2020

From Table 12, it is obtained that the Rsquare value is 0.539 which means that 53.9% of the purchasing
decision variable is influenced by the variables of knowledge, lifestyle, and customer satisfaction, while the
remaining 46.1% is explained by other factors not included in this research model. Then the error value is
obtained at 0.678.

Consumer 0.453
Knowledge €2=0,678
Customer 0.393 Buying
Satisfaction |——» Decision
Lifestyle R2=53.9
0,397

Figure 2. Path analysis stage 2

Based on Figure 2, the second stage path equation, the following equation is obtained: Z = 0.453X1 +
0.397X2 + 0.393Y + 0.678. The causal relationship between variables as a whole from the results of statistical
tests or a combination of the first and second equations can be seen in the following figure:
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Consumer
Knowledge 0,453 el=0,775 20,678
0,478 l
Ct.lstom.e T Buying
R2=39,8 Satisfaction }—p Decision
0,393
0,374
i R2=53,9
Lifestyle ,

0,397

Based on the path diagram in the Figure above. Then, it can be calculated the amount of direct effect,
indirect effect and total effect between variables. According to Ghozali (2016), to find out the indirect effect of a
path by multiplying the indirect coefficient.

6. Discussion
6.1. The effect of knowledge on customer satisfaction

Hypothesis test results indicate that consumer knowledge has a positive and significant effect on customer
satisfaction. This means that the higher the level of consumer knowledge, the higher the trustworthiness of the
customer obtained from a purchase. The decision to buy something is certainly based on the knowledge they
have in order to get satisfaction for consumers. Because consumers believe and believe that purchases based on
their knowledge can have an influence on satisfaction. The results of this study are in line with research
conducted by Dierch (2017) which states that consumer knowledge has an influence on satisfaction.

6.2. The effect of lifestyle on customer satisfaction

The results of hypothesis testing prove that lifestyle has a positive and significant effect on consumer
satisfaction. This means that the higher the lifestyle of the promotional consumer, the higher the satisfaction
received through the purchase of a product or service. Rahmah (2018) states that the consumer's lifestyle which
consists of attitudes and behavior affects the satisfaction he purchases.

6.3. The effect of satisfaction on purchasing decisions

The results of hypothesis testing prove that customer satisfaction has an influence on purchasing decisions.
This shows that the higher the consumer is satisfied with a purchase, the higher the purchase decision will be.
This is as stated by Omar (2020) that customer satisfaction has an influence on purchasing decisions.

6.4. The effect of knowledge on purchasing decisions

The results of hypothesis testing prove that consumer knowledge has a positive and significant effect on
purchasing decisions. This means that the higher the level of consumer knowledge, the higher the purchasing
decision. Adi (2019) concluded that the higher the consumer's knowledge, the higher the purchase rate. These
results are supported by research by Amron (2018) which states that knowledge has an effect on purchasing
decisions.

6.5. The influence of lifestyle on purchasing decisions

The results of hypothesis testing prove that the promotional lifestyle has a positive and significant effect on
purchasing decisions. This means that the more the consumer's lifestyle, the higher the purchasing decision. This
lifestyle attracts and encourages many consumers to buy products. This is supported by Rahmah (2018) which
states that lifestyle factors can influence purchasing decisions

6.6. The influence of knowledge and lifestyle on purchasing decisions through customer satisfaction
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The results of hypothesis testing prove that the mediating variable, namely customer satisfaction, is able to
mediate the effect of knowledge and lifestyle on purchasing decisions. The results of this study are in line with
Chukwuma (2018) which states that knowledge influences purchasing decisions, lifestyle affects purchasing
decisions, satisfaction affects purchasing decisions, and satisfaction also mediates the knowledge and lifestyle
variables on purchasing decisions.

7. Conclusion

The consumer's knowledge of a product is critical to a decision to be made. But in addition to knowledge of
lifestyle factors, these factors can shape consumer behavior and attitudes in making a purchase. Based on the
knowledge they have, a purchase can provide satisfaction for consumers, especially Batik in Jambi City.
However, along with the development and emergence of Y and Millennial generations, now Batik itself is a
lifestyle that can provide its own satisfaction for its wearers. As for the suggestions that can be given in this
study, SMEs, especially Batik in Jambi City, should always provide knowledge to consumers in order to become
one of the bases on which consumers can make purchases. And by continuing to improve the batik motifs
themselves which are adjusted to the models and colors according to the tastes of the consumers themselves.
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