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ABSTRAK

Batik Kebumen sebagai produk warisan budaya menghadapi tantangan dalam
mempertahankan minat beli konsumen di tengah persaingan dengan batik
produksi massal. Penelitian ini bertujuan menganalisis pengaruh Self Congruity
dan Value Congruence terhadap Purchase Intention melalui Emotional
Engagement sebagai variabel mediasi pada konsumen Batik Kebumen di wilayah
Barlingmascakeb. Penelitian menggunakan pendekatan kuantitatif dengan teknik
non-probability sampling melalui purposive sampling, melibatkan 356 responden
yang diukur menggunakan kuesioner skala Likert 1-7. Data dianalisis
menggunakan Partial Least Squares Structural Equation Modeling (PLS-SEM)
dengan bantuan SmartPLS 4. Hasil penelitian menunjukkan bahwa Self Congruity
dan Value Congruence berpengaruh positif dan signifikan terhadap Emotional
Engagement. Self Congruity juga terbukti berpengaruh positif dan signifikan
secara langsung terhadap Purchase Intention, sedangkan Value Congruence tidak
berpengaruh signifikan secara langsung. Emotional Engagement berpengaruh
positif dan signifikan terhadap Purchase Intention, serta memediasi secara parsial
pengaruh Self Congruity dan secara penuh pengaruh Value Congruence terhadap
Purchase Intention. Temuan ini menunjukkan bahwa kesesuaian identitas dapat
mendorong pembelian secara langsung, sementara kesesuaian nilai budaya baru
berpengaruh apabila dijembatani oleh keterlibatan emosional konsumen.
Penelitian ini memberikan kontribusi teoretis melalui integrasi Self Congruity dan
Value Congruence dalam satu model bersama Emotional Engagement pada
konteks produk budaya lokal, serta memberikan implikasi praktis bagi pelaku
UMKM Batik Kebumen dalam merancang strategi pemasaran berbasis identitas
dan nilai budaya.

Kata Kunci: Self Congruity; Value Congruence; Emotional Engagement;
Purchase Intention; Batik Kebumen.
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ABSTRACT

Batik Kebumen, as a cultural heritage product, faces challenges in sustaining
consumer purchase intention amid competition with mass-produced batik. This
study aims to analyze the effect of Self Congruity and Value Congruence on
Purchase Intention through Emotional Engagement as a mediating variable
among Batik Kebumen consumers in the Barlingmascakeb region. This study
employed a quantitative approach with non-probability sampling through a
purposive sampling technique, involving 356 respondents measured using a 1-7
Likert scale questionnaire. Data were analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM) with the assistance of SmartPLS 4. The
results show that Self Congruity and Value Congruence have a positive and
significant effect on Emotional Engagement. Self Congruity also has a direct
positive and significant effect on Purchase Intention, whereas Value Congruence
has no significant direct effect. Emotional Engagement has a positive and
significant effect on Purchase Intention and partially mediates the effect of Self
Congruity while fully mediating the effect of Value Congruence on Purchase
Intention. These findings indicate that identity congruence can directly drive
purchase behavior, whereas cultural value congruence only becomes influential
once translated into consumers' emotional engagement. This study contributes
theoretically by integrating Self Congruity and Value Congruence within a single
model alongside Emotional Engagement in the context of local cultural products,
and offers practical implications for Batik Kebumen micro, small, and medium
enterprises (MSMEs) in designing marketing strategies based on identity and
cultural value.

Keywords: Self Congruity; Value Congruence; Emotional Engagement;
Purchase Intention; Batik Kebumen
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