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ABSTRAK 

 

Penelitian ini bertujuan menganalisis pengaruh inovasi produk terhadap 

keputusan pembelian dengan peran mediasi iconic ethnical product pada konsumen 

batik Pamekasan. Penelitian dilatarbelakangi oleh menurunnya penjualan batik 

akibat persaingan yang semakin ketat, sehingga diperlukan inovasi produk yang 

tetap mempertahankan identitas budaya lokal sebagai keunggulan kompetitif. 

Penelitian menggunakan pendekatan kuantitatif dengan metode survei terhadap 

konsumen batik Pamekasan. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan Structural Equation Modeling (SEM) untuk menguji hubungan 

langsung maupun tidak langsung antarvariabel. Hasil penelitian menunjukkan 

bahwa inovasi produk berpengaruh positif dan signifikan terhadap iconic ethnical 

product serta keputusan pembelian. Iconic ethnical product juga berpengaruh 

positif dan signifikan terhadap keputusan pembelian serta terbukti memediasi 

pengaruh inovasi produk terhadap keputusan pembelian. Temuan ini menunjukkan 

bahwa pengembangan inovasi yang tetap mempertahankan ciri khas etnik mampu 

meningkatkan daya tarik produk dan mendorong keputusan pembelian konsumen 

pada UMKM batik Pamekasan. 

 

Kata Kunci: Inovasi Produk, Keputusan Pembelian, Iconic Ethnical Product, 

UMKM Batik, Pamekasan. 
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THE ROLE OF PRODUCT INNOVATION IN PURCHASING 

DECISIONS WITH ICONIC ETHNIC PRODUCTS AS A 

MEDIATING VARIABLE AMONG PAMEKASAN BATIK 

ARTISANS 

 

Moh. Ilham Huzein Pratama 

NPM. 23061020037 

 

ABSTRACT 

 

 This study aims to analyze the impact of product innovation on 

purchasing decisions, with the "iconic ethnic product" attribute serving 

as a mediating factor among consumers of Pamekasan batik. The study 

is motivated by declining batik sales due to intensifying competition, 

highlighting the need for product innovation that preserves local 

cultural identity as a source of competitive advantage. A quantitative 

approach was employed, utilizing a survey method targeting 

Pamekasan batik consumers. Data were collected via questionnaires 

and analyzed using Structural Equation Modeling (SEM) to examine 

both direct and indirect relationships between variables. The results 

indicate that product innovation has a positive and significant effect on 

both the "iconic ethnic product" attribute and purchasing decisions. 

The "iconic ethnic product" attribute also positively and significantly 

influences purchasing decisions and is shown to mediate the effect of 

product innovation on purchasing decisions. These findings 

demonstrate that developing innovations while retaining distinctive 

ethnic characteristics can enhance product appeal and drive consumer 

purchasing decisions for Pamekasan batik MSMEs. 

 

Keyword: Product Innovation, Purchase Decision, Iconic Ethnic 

Product, Batik MSMEs, Pamekasan.


