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Abstract 

Research on perceived authenticity of retail shops selling textiles and traditional clothing has lacked 

scholarly attention. This study focuses on retail shops selling textiles and traditional clothing. Research 

has been carried out on batik and traditional textiles, but few studies approached the subject from the 

viewpoint of consumer behaviour as it related to purchasing traditional textiles and clothing, 

particularly batik, an authentic Indonesian textile. This study aims to examine factors that influence the 

behaviour of consumers buying batik-based products. Stores atmosphere, perceived authenticity, and 

attitude towards purchasing were chosen as predictor variables. Participants were chosen accidentally 

and consisted of people who purchased batik as textile or clothing. Data were analysed using 

exploratory factor analysis and structural equation model. The authors found that the store atmosphere 

had a significant effect on perceived authenticity, purchase intention, and attitude towards purchasing. 

Perceived authenticity and attitude significantly influenced purchase intention, and purchase intention 

significantly affected purchase behaviour. 

Keywords: Batik, Traditional Textile, Perceived Authenticity, Store Atmosphere, Purchase 

Behaviour 

Introduction  

One of the practices of classic and modern marketing implemented by retail shops is to specialise in 

selling certain products. The growth of communities that specialise in producing particular products 

also stimulate the establishment of retail shops that specialise in selling a single product, such as apparel 

and textiles. In Indonesia, there are a number of areas where their communities produce and sell batik, 

the Indonesian traditional textiles. Batik from each area where the communities produce and sell batik, 

the traditional textile of Indonesia. Batik in this archipelago has a long history, both in terms of 

creativity, industry, social, and political (Asikin, 2008; Supriono, 2016; Tirta, 2009). Until now, batik 

is still the most popular traditional textile used by the people of Indonesia, both for formal and informal 

occasions. The popularity of batik increased worldwide when it was officially placed on the 

Representative List of the Intangible Cultural Heritage of Humanity on October 2, 2009, by UNESCO 

(Galih, 2017). 
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This study examines the role of store atmosphere of textile and traditional clothing. The authors found 

a scarcity of studies on this topic. Previous studies have focussed on the atmosphere of restaurants and 

cafes (Jalil, Fikry, & Zainuddin, 2018; Suhud & Wibowo, 2016), fashion store (Cho & Lee, 2017), and 

sport store (Kwan, 2016). Furthermore, scholars have studied consumer behaviour relating to textile 

garment (Nasir, Vel, & Mateen, 2012; Sanad, 2016), apparel products (Park, Kim, Funches, & Foxx, 

2012; Shen, Dickson, Lennon, Montalto, & Zhang, 2003), eco-friendly clothing (Jin Gam, 2011), and 

luxury fashion (Kim & Ko, 2012; Zhang & Kim, 2013).  However, there is limited research on 

consumer behaviour concerning traditional textiles and clothing. 

This current study includes store atmosphere, perceived authenticity, and attitude towards purchasing. 

Employing the theory of stimulus-organism-response, store atmosphere is to represent ‘stimulus’ while 

perceived authenticity and attitude towards purchasing are to represent ‘organism’. However, the 

limited studies that were found examine the impact of store atmosphere on perceived authenticity, 

purchase intention, and attitude towards purchasing. Therefore, this study aims to measure the impact 

of store atmosphere on perceived authenticity, purchase intention, and attitude towards purchasing, as 

well as the impact of purchase intention on purchase behaviour in the case of traditional textile and 

clothing.  

Theoretical Foundation 

Store Atmosphere  

The atmosphere of a retail or coffee shop is said to affect the mood of customers. For this reason, shop 

owners and managers do their best to create a welcoming atmosphere. Kotler (1973) stated that the 

atmosphere of a space is an aspect that can stimulate the four human senses, including vision, hearing, 

smell, and touch. According to him, the visual sense includes colour, brightness, size, and shapes. The 

audio sense includes volume and pitch. The sense of smell includes scent and freshness, while the sense 

of touch is comprised of textures, such as softness, smoothness, and temperature.  

In the food industry, atmospherics have been used by scholars to predict service quality, positive 

emotion, value, perceived food quality, brand image, satisfaction, visit intention, and revisit intention 

(Ha & Jang, 2012; Jang, Ha, & Park, 2012; Suhud, Riyani, & Rizan, 2017; Suhud & Wibowo, 2016). 

Seeing the extraordinary impact of store atmosphere on the affective aspects of consumers, Kotler 

(1973) stated that store atmosphere can be considered as a promotional tool. In this study, store 

atmosphere is linked to perceived authenticity and attitude towards purchase.  

Kotler (1973) believed that a store’s atmosphere might raise a buyer’s perception about the quality of 

the store and further could create a purchase. This concept shapes a cognitive-affective-conative 

formula. Further, Wu, Lee, Fu, and Wang (2013) employed three domains  of stimulus, organism, and 

response. Another study by Chang and Chen (2008) used the stimulus-organism-response (SOR) 

formula to look at consumers’ behaviour relating to purchasing online. They mentioned that website 

quality and website brand were in the stimulus domain while trust and perceived risk are in the 

organism domain and purchase intention was in the response domain. Their study supported the classic 

theory of S-O-R established by Mehrabian and Russell (1974).  

According to the stimuli-organism-response (SOR) theory (Mehrabian & Russell, 1974), store 

atmosphere will connect directly to organism. However, in this current study, it is linked to perceived 

authenticity and attitude to represent “organism” and purchase intention represent “response”. The 

authors found very few studies that examined the impact of store atmosphere on both perceived 

authenticity and purchase intention. In a study by Hussain and Ali (2015), store atmospheres included 

cleanliness, music, scent, temperature, lighting, colour, and display or layout. They used these aspects 

to predict purchase intention and they documented that those aspect significantly affected purchase 

intention. Sie (2011) assessed consumers’ purchase intention and overall brand rating by conducting 

experiments. Within his experiments, he manipulates such texts and indicates that there is a significant 

impact of store atmosphere on a consumer’s purchase intention.  

There are also limited studied that measure the impact of store atmosphere on a consumer’s attitude 

towards purchasing. A study conducted by Wu et al. (2013)  looked at the atmospheric of online stores 
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and its impact on consumers’ attitude towards the website. Their findings suggested that store 

atmosphere has a significant effect on attitude.   

The previous studies were fundamental to the testing of the following hypothesis. 

H1 – Store atmosphere will significantly affect perceived authenticity.  

H2 – Store atmosphere will significantly affect purchase intention.  

H3 – Store atmosphere will significantly affect attitude towards purchasing.  

Perceived Authenticity  

Perception is produced by consumers. Meng and Choi (2016) used perception to examine desire. 

According to these researchers, perceived authenticity can be affected by other variables such as 

knowledge of authenticity and external information search of authenticity. Other scholars used the term 

of  “perceived authenticity” or “authenticity perception” instead, and used it to examine brand 

awareness, brand image, perceived value, perceived quality, and purchase intention (Lu, Gursoy, & Lu, 

2015; Youn & Kim, 2017b). 

Other scholars who conducted studies in the food industry employed authenticity to predict positive 

emotion, value (Jang et al., 2012). Kim and Baker (2017) conducted an experiment in a restaurant by 

using an ethnic menu name and ethnic origin employees, according to where the food served came 

from. They claimed this experiment created perception of authenticity of food, culture, and employees. 

Another important thing they stated that perceived authenticity can affect a customer’s willingness to 

pay more. Perceived authenticity is also a good predictor for perceived value and consumer attachment 

(Lacoeuilhe, Louis, & Lombart, 2017), satisfaction (Lalicic & Weismayer, 2017), trust (Bruns, 2018), 

and purchase intention (Bruns, 2018). In this current study, perceived authenticity is linked to purchase 

intention.  

Ramkissoon and Uysal (2010) conducted a study to measure the impact of perceived authenticity on 

behavioural intention to consumer cultural attraction. This study involved international tourists at 

selected cultural and natural heritage sites on the Island of Mauritius. As a result, according to them, 

perceived authenticity has a significant impact on behavioural intention to consumer cultural attraction. 

Another study conducted by Youn and Kim (2017b)  measured the impact of perceived authenticity on 

purchase intention. They studied visitors of Chinese restaurants. They argued that unfamiliar 

ingredients and names of food in ethnic restaurants could shape an authenticity. They claimed that 

perceived authenticity has a significant influence on purchase intention.  

Based on the findings from previous studies, the following are the hypotheses to be tested.  

H4 – Perceived authenticity will significantly affect purchase intention. 

Attitude towards Behaviour 

Attitude is a self-statement or self-opinion about an object, event, another person, a community, or 

action. Attitudes can be either favourable or unfavourable. Some theories about behaviour employ view 

attitude as one of the important variables, these include the theory of reasoned action, the theory of 

planned behaviour, the theory acceptance model, and the unified theory of acceptance and use of 

technology (Ajzen, 1985; Davis, 1989; Fishbein & Ajzen, 1975). Nam, Dong, and Lee (2017) paid 

attention to the factors impacting the consumers’ purchase intention to purchase green sportswear. The 

study involved participants across nationalities that were divided into two groups, green users and non-

green users. In the both groups, attitude factor had a significant effect on purchase intention. Another 

study conducted by Wu et al. (2013) examined the impact of attitude on purchase intention. These 

scholars proved that attitude could predict purchase intention properly. Further, Das (2014) tested the 

impact of Indian consumers’ attitude towards retailers on purchase intention. He stated that attitude 

could influence purchase intention significantly. The primary interest in the studies conducted by Cho 

and Lee (2013) and Basil and Ramalakshmi (2013), was fashion cultural products as the main interest 

of their study in Korea and India, respectively. They indicated a significant influence of attitude on 

purchase intention.  
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Furthermore, a Malaysian study is conducted by Lim, Radzol, Cheah, and Wong (2017) measured the 

impact of social media influencers on purchase intention. One of the findings they documented was 

that attitude has a significant effect on purchase intention.  

Therefore, the authors propose this hypothesis: 

H5 – Attitude will have a significant influence on purchase intention.  

Purchase Intention  

Basil and Ramalakshmi (2013) investigated consumer behaviour relating to foreign-made saris. Sari is 

a traditional Indian women textile worn by women. According to these researchers, the intention of the 

consumers to purchase can affect the actual purchase. Chaudhary and Bisai (2018) focused on the green 

buying behaviours of educated millennials in India. One of their findings was that purchase intention 

has a significant influence on purchase behaviour.  

The above studies are based on the formation of the following hypothesis. 

H6 – Purchase intention will have a significant influence on purchase behaviour.  

Figure 1 shows the proposed research model based on the theories discussed above. The model consists 

of three predictors including store atmosphere, perceived authenticity, and attitude towards purchasing. 

In total, there are five hypotheses to be examined.  

 

 

Fig. 1: The Proposed Research Model 

Methods 

Data collection technique and participants 

Data was collected in Trusmi, a batik-based destination in Cirebon, the province of West Java, which 

is located about 220 kilometres from the Capital of Jakarta. Trusmi is a site of batik artisans who have 

been existed since the fourteenth century (Komunitas Pelestari Batik Tulis, 2014). The Trusmi area 

consists of a row of traditional and modern outlets owned by artisans and traders who sell batik.  

Participants of this current study were individuals found at the Trusmi site. They experience purchasing 

batik in Trusmi and were approached accidentally and conveniently. In total, 209 participants were 

involved, specifically 139 females and 70 males. Most of the participants held an under-graduate 

certificate and were married and employed.  

 

 

Vision 2025: Education Excellence and Management of Innovations through Sustainable Economic Competitive Advantage

4619



Table 1: Profile of participants 

Profile  
 

Male Female  Total 

Age 18-23 27 84 111 
 

24-29 18 30 48 
 

30-35 8 12 20 
 

>35 17 13 30 

Completed Education Level  Less than high school 1 
 

1 

 
High school 25 48 73 

 
Diploma 8 15 23 

 
Under-graduate 30 71 101 

 
Post-graduate 6 5 11 

Marital Status Unmarried 24 36 60 
 

Married  43 101 144 
 

Separated/Diforced 3 1 4 
 

Widow/Widower 
 

1 1 

Occupational Status Unemployed 36 42 78 
 

Employed 27 85 112 
 

Self-Employed 7 12 19 

 

Measures 

The authors used indicators from previous studies to measure all variables included in this current study 

and adapted them. To measure the variable of authenticity, indicators from Cho and Lee (2013), Sidali 

and Hemmerling (2014), and Youn and Kim (2017a) were employed. Further, atmosphere variable was 

measured using the indicators from Hussain and Ali (2015) and Wu et al. (2013). Attitude towards 

purchasing was assessed by indicators taken from the studies of Basil and Ramalakshmi (2013), Das 

(2014), Mark and Law (2015), Meng and Choi (2016), Jones (2016), and Nam et al. (2017). To measure 

the purchase intention variable, the authors adapted indicators from the studies of Basil and 

Ramalakshmi (2013), Das (2014), Nam et al. (2017), Wu et al. (2013), and Youn and Kim (2017a). 

Additionally, in examining purchase behaviour, the authors took indicators from Jones (2016) and Wu 

et al. (2013). 

Data Analysis 

The authors analysed the collected data in three steps. The first step was conducting exploratory factor 

analysis. This analysis was to discover the possible valid dimensions and indicators of each variable. 

A value of 0.4 was set for the limit factor loadings of each construct (Hair Jr., Black, Babin, Anderson, 

& Tatham, 2006), The second step was conducting a reliability test. According to Hair Jr. et al. (2006), 

the authors only considered constructs with a score 0.7 and higher to be included for further analysis. 

The third step was conducting a structural equation model. The criteria for if a model fitted was whether 

or not it had a probability score of 0.05 (Schermelleh-Engel, Moosbrugger, & Müller, 2003) and a 

CMIN/DF score of ≤ 2 (Tabachnick & Fidell, 2007). Additionally, it had to have a CFI score of ≥ 0.97 

(Hu & Bentler, 1995) and a RMSEA score of ≤ 0.05 (Hu & Bentler, 1999). 
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Results and Discussion 

Exploratory Factor Analysis  

Table 2 presents the results of the exploratory factor analysis (EFA) conducted. “Purchase behaviour” 

had six indicators, with a Cronbach’s alpha score of 0.924. “Store atmosphere” formed five dimensions, 

with reliability scores of 0.792, 0.798, 0.822, 0.690, and 0.694 respectively.  Furthermore, “perceived 

authenticity” retained five indicators, with a Cronbach’s alpha score of 0.919. “Purchase intention” 

held five indicators, with a Cronbach’s alpha score of 0.881, and “attitude towards purchasing” had 

eight indicators with a Cronbach’s alpha score of 0.888.  

Table 2:  Results of EFA 

 Indicators  Factor 

loadings 

Cronbach’s 

alpha 

 Purchase Behaviour  0.924 

PB.3 I can buy a lot of batik at Trusmi 0.795  

PB.1 I am someone who likes to shop anyway at Trusmi 0.782  

PB.2 I can stay in the Trusmi batik shopping area for a long time 0.781  

PB.4 Shopping batik at Trusmi is a pleasant experience 0.754  

PB.6 I will repeat the purchase of batik in Trusmi 0.748  

PB.5 I will recommend to my family and friends about batik products 

in Trusmi 

0.623  

 Store Atmosphere (1)  0.792 

SA.7 The cleanliness of the shops in Trusmi is good 0.706  

SA.5 The lighting of the shops in Trusmi is good and interesting 0.656  

SA.4 The atmosphere of the Trusmi area is comfortable and serene 0.604  

SA.22 Every part of the shop in Trusmi is managed correctly 0.485  

 Perceived Authenticity   0.919 

AU.4 Batik that is sold in Trusmi is made in a traditional way -0.880  

AU.2 Batik sold in Trusmi has a design that is related to the City of 

Cirebon 

-0.868  

AU.5 By purchasing batik in Trusmi I can learn Cirebon culture -0.859  

AU.1 The batik sold in Trusmi is Cirebon original batik -0.830  

AU.3 The batik sold in Trusmi is made by artisans from Cirebon -0.769  

 Store Atmosphere (2)  0.798 

SA.10 Lighting in the shops in Trusmi allows me to evaluate product 

quality 

-0.685  

SA.12 The music played made me spend more time in batik shops in 

Trusmi 

-0.606  

SA.9 The music played in shops in Trusmi makes me feel comfortable 

shopping 

-0.564  

SA.11 Listening to music creates a relaxed atmosphere when shopping 

at shops in Trusmi 

-0.531  

SA.8 The cleanliness of the shops in Trusmi makes me want to stay 

longer 

-0.515  

 Purchase Intention   0.881 

PI.3 I chose to purchase batik in Trusmi to meet my needs for batik 0.808  

PI.2 I want to purchase batik in Trusmi as a souvenir 0.798  

PI.4 I want to shop batik longer at Trusmi 0.789  

PI.5 I intend to purchase batik in Trusmi because there are various 

batik products 

0.707  

PI.1 I want to purchase batik in Trusmi for my own use 0.666  
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 Attitude Towards Purchasing   0.888 

AT.1 In my opinion, purchasing batik in Trusmi is very valuable 0.792  

AT.5 I feel happy purchasing batik in Trusmi 0.680  

AT.7 In my opinion, purchasing batik in Trusmi is useful 0.645  

AT.2 I bought batik in Trusmi because Cirebon has the image of a 

batik city compared to other places 

0.612  

AT.3 I visited Trusmi to purchase the batik I wanted 0.568  

AT.4 I feel suitable wearing batik which is sold in Trusmi 0.550  

AT.8 In my opinion, the batik sold at Trusmi has a reasonable price 0.544  

AT.6 I like batik in Trusmi 0.453  

 Store Atmosphere (3)  0.822 

SA.20 The shops in Trusmi have enough space to find the batik I want 

easily 

0.772  

SA.17 Creative and systematic batik arrangement at the shops in Trusmi 

helped me in choosing the type of batik 

0.746  

SA.19 The distance from the arrangement of batik in the shops in 

Trusmi supports the smooth flow of visitors 

0.597  

SA.16 The grouping of batik in the shops in Trusmi is good and neat 0.541  

SA.18 The appearance of batik in the shops in Trusmi allows me to see 

the batik that is clearly displayed 

0.442  

 Store Atmosphere (4)  0.690 

SA.15 Signs in the shops are important 0.630  

SA.14 Installation of discount marks makes it easy for me to look for 

discounted products 

0.622  

SA.13 The sign used in the shops in Trusmi makes it easier for me to 

find a product 

0.495  

 Store Atmosphere (5)  0.694 

SA.1 The signboard of Trusmi is clearly visible 0.670  

SA.3 The entrance to the Trusmi area is spacious, making it easy to 

access 

0.568  

SA.2 The parking lot in the Trusmi area is spacious and safe 0.550  

SA.6 The temperature in the shops in Trusmi makes me comfortable 0.434  

 

Hypotheses Testing 

Figure 2 presents a structural model of the hypotheses testing. This fitted model had probability, 

CMIN/DF, CFI, and RMSEA scores of 0.130, 1.135, 0.988, and 0.025 respectively. Store atmosphere 

retained four dimensions while other variables performed without any dimensions. 
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Fig. 2: Result of the hypotheses testing  

Table 2 presents a summary of the hypotheses testing results. There were six hypotheses examined and 

five of them had a C.R. score greater than 2.0, indicating significance. Hypothesis four (H4) had a C.R. 

score of less than 2.0, showing insignificance.  

Table 3: Summary of hypotheses testing results  

 Paths    C.R. P Results 

H1 Store atmosphere  Perceived authenticity 5.474 *** Accepted 

H2 Store atmosphere  Purchase intention 2.651 0.008 Accepted 

H3 Store atmosphere  Attitude 4.894 *** Accepted 

H4 Perceived authenticity  Purchase intention 0.590 0.555 Rejected 

H5 Attitude  Purchase intention 5.165 *** Accepted 

H6 Purchase intention  Purchase behaviour 9.030 *** Accepted 

 

Discussion  

According to Mehrabian and Russell (1974), stimulus will affect organism. Relating to the case in this 

study, store atmosphere was expected to have a significant effect on the consumer’s perceived 

authenticity and consumer attitude towards purchasing. Indeed, the study found a support for the 

hypotheses. The right atmospherics can stimulate good perceptions about the authenticity of stores and 

merchandise on display in these stores. The atmospheric elements in question include lighting, 

cleanliness, signboards, layouts, temperature, music, space, and merchandise arrangements. More or 

less, the same elements were used by Hussain and Ali (2015). As documented by previous studies, 

store atmosphere can influence positive emotion and value (Jang et al., 2012; Suhud et al., 2017; Suhud 

& Wibowo, 2016; Wu et al., 2013). This present study found that store atmosphere had a significant 

influence on a customer’s perceived authenticity, purchase intention, and attitude towards purchasing. 

Prior studies as conducted by Hussain and Ali (2015) and Wu et al. (2013) showed a significant impact 

of perceived authenticity on purchase intention. However, in the present study, perceived authenticity 

did not appear to influence purchase intention. Batik is an authentic product that has been produced by 

authentic people of the area for decades. However, for the sake of market demand, the artisans and the 

stores in the area make and sell more than textiles with local motifs. They also adopt and provide other 
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batik textiles and clothing from other artisans and producers from different areas, such as Pekalongan, 

Solo, and Yogyakarta in the provinces of Central Java and Yogyakarta respectively (Tirta, 2009). 

Customers who care about the authenticity of Trusmi batik might be disturbed by this fact.  

However, customers who do not care if some merchandise is obtained outside of Cirebon, or who have 

low literacy about batik, might think that more choices of motifs will make it easier to choose textiles 

and clothing according to their tastes. Therefore, it makes sense that this perceived authenticity does 

not have a significant effect on consumers' intention to buy batik products.  

In general, a consumer’s attitude consists of two domains – favourable or unfavourable. In this case, 

the more consumers have a favourable attitude, the more they have the intention to buy textiles and 

traditional clothing. This attitude is shown by customers feeling happy when they shop, and when 

wearing textiles and clothing that will be worn later. In addition, a favourable attitude is also directed 

by the opinions of those who consider that shopping for textiles and traditional clothing is valuable, 

useful, and reasonable. In research conducted by Wu et al. (2013), factors were measured the factors 

that influence the intention of consumers to shop online; the attitude variable was more directed to 

measuring the consumer’s attitude relating to  store website design than attitude to measure store 

atmosphere. However, they associated attitude with feelings and logic about the pleasure of the impact 

of the store website design.  

Furthermore, as many studies documented (Bashir, Bayat, Olutuase, & Abdul Latiff, 2019; Ferdousi, 

2017; Kim, Ferrin, & Rao, 2008), purchase intention is considered as one of the important keys to 

impact purchase behaviour. In this study, it appears that the more a person had a high a person’s 

intention was to buy textiles and traditional clothing, the more certain it was that the person purchased 

for the product he or she wanted. High intention to buy was formed because there was a need, either 

because the customer desired to own particular items or wanted to purchase merchandise as souvenirs 

for others. In addition, this high intention was also due to the encouragement of the large selection of 

items available. In quoting previous studies (Dhurup, 2014; Jun, Choo, & Kim, 2010), there was an 

element of impulsive buying in the buying intention of these tourists. 

Conclusion and Suggestions 

This current study represents a traditional, tourism-based, tourist destination and was aimed to measure 

the impact of store atmosphere on a customer’s purchase intention and purchase behaviour mediated 

by perceived authenticity and attitude towards purchasing.   

This study supports the stimulus-organism-response formula (Mehrabian & Russell, 1974). In this case, 

store atmosphere worked properly and significantly to influence perceived authenticity and attitude. 

Further, perceived authenticity and attitude significantly influenced purchase intention and purchase 

intention significantly impacted purchase behaviour. There is lack of scholarly attention studies relating 

to a traditional textile-based tourism destination and therefore, the findings of this current study can be 

a conduit to a new study field in tourism.  

The authors realise this study had some limitations. For this study, the authors did not choose one 

specific outlet that was used as the object or place for collecting data, but included several outlets, 

because the atmosphere of traditional outlets in the Trusmi area have similar nuances to one another. 

Batik cloth is hung, folded or placed on shelves and boxes. How batik clothing is presented is similar 

in almost every outlet and included the way merchandise was hung. Viewed, and displayed on 

mannequins. However, the authors still realise that there must be other things that distinguish a store’s 

atmosphere from one outlet to another, especially in terms of size, interior, exterior, and the workers 

who serve the public. Additionally, although there are not many, there are several modern outlets which 

of course have a very different atmospheres from the traditional outlets. 

Future study might choose a setting that offers both traditional textiles and clothing in addition to 

different type of textiles. Each type of textile might be displayed in different ways. Different areas of 

production might also have different ambience. These backgrounds might produce different results.  
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