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ABSTRACT This research was conducted with the intention to identify the effect of product image excellence, product 

image strength and product image uniqueness on the decision making of purchasing SME products in management study 

program students in East Java. The population determined in this study were all active students of management study 

programs in East Java Province. The sampling technique used in this study was purposive sampling. This research was 

conducted through a survey approach. The data in this study were analyzed using multiple regression techniques to test the 

hypothesis proposed in this study. This research has urgency both for the development of marketing science or for 

stakeholders related to the development of SMEs. The novelty element of this research compared to other studies in the 

same field is the use of dimensions in the product image that are excellence, strength and uniqueness that are enhanced into 

research variables. This research has proven that product image, product image strength and product image uniqueness 

have a significant influence on purchasing decisions. 

Keywords: The Uniqueness of the Product Image; The Strength of the Product Image; Superiority of the Product Image; 

The Purchasing Decision. 

1. INTRODUCTION 

Purchasing decisions are determined by factors 

including other prices, packaging and the product 

itself. Purchasing decisions consider things that are 

very important for the company or consumers because 

of considerations regarding the decision to buy or 

not[1]. In this case, which is a major factor in product 

purchase decision making. Product valuation as a key 

to purchasing. In this discussion, the products agreed 

on the benefits incurred from the costs incurred by 

consumers to obtain. If the product has greater benefits 

compared to the costs incurred, of course consumers 

are interested inbuying. 

The purchase decision process does not only end in the 

purchase transaction, but ultimately in the consumer 

purchase decision[2]. Post-purchase is a determinant 

for repurchasing. When consumers feel satisfaction 

with purchases made, the consumer's decision to make 

a repeat purchase will be taken. This is because the 

decision to purchase arises from the motivation within 

the consumer[3]. The motivation is certainly different 

for each consumer, so the company must be able to 

reach and maintain their respective market share so as 

not to turn to competitors[4]. 

One thing that can be done for this is brand image. The 

product is considered as a company's promise to 

consumers accurately in providing value and benefits 

for certain things. In addition, the product is 

understood as the value of a product both tangible and 

intangible in influencing market share. Therefore, the 

product plays a very important role because as a form 

of company promises to consumers. Thus it can be 

further understood that the product as a bond of 

consumer feelings to the company[5]. Every company 

can offer similar products, but not with the promises 

given. This is due to differences in views of existing 

products in consumers. 

Therefore, every company is required to be able to 

create and offer highly quality products in order to be 

able to compete with competitors while maintaining 

the image of the product[6]. The purchase decision is 

also defined as a decision in buying a particular 

product. on the basis of perceptions of product 

attributes. The intended product attributes include 

quality, value and price. In this case it can be 

understood that consumers decide to buy not only on 

the basis of quality, but also in terms of costs[7]. Every 

company can do various waysto maintain or even 

improve   product   image[8].  The   methods   include
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utilizing technology, setting competitive prices. do 

promotions on target and others[9]. 

In addition, the purchase decision is also interpreted as 

a fulcrum that gives rise to a certain action. In 

purchasing, consumers' decision to buy depends on the 

motivation that exists in these consumers. In order to 

meet the needs and desires of consumers, companies 

must be able to understand appropriately related to 

consumer behavior[10]. Consumer behavior can be 

known through consumer attitudes. Consumer 

attitudes are accurate consumer responses to products. 

These responses can be positive or negative, agree or 

disagree. If the company is able to understand 

consumer attitudes towards the products offered, then 

the company can determine further strategies in 

maintaining or even improving product quality 

according to what is needed and desired by 

consumers[11]. 

In East Java, most students, especially in the study 

program of consumer behavior management, stems 

from attitudes, product humility and subjective 

norms[12]. Consumer behavior is most commonly 

found in fashion products produced by small and 

medium enterprises (SMEs). They argue that SME 

products are very good quality and have affordable 

prices. It is also influenced by attitude factors, namely 

on the basis of liking the reliability of SME products, 

so it is certain to have beneficial benefits for them[13]. 

Therefore, the factors that attract students in making 

purchasing decisions on SME fashion products need to 

be examined. Based on these explanations, research is 

needed on "The Effect of Product Image on Decision 

Making Purchases of SME Products in Management 

Study Program Students in East Java". 

 

2. LITERATURE REVIEW 

 

2.1. Product Image 

Product image is defined as a set of consumer 

perceptions of the product. This perception depends on 

the experience and information obtained by 

consumers. The image formed from this perception 

impacts purchasing decisions and ends in product 

loyalty. Product image includes two aspects, namely 

cognitive aspects and affective aspects[9]. Cognitive 

aspects are consumers' knowing and feeling that the 

product is able to meet the needs and desires of 

consumers, while the affective aspect is the emotional 

sense of consumers that the product is able to provide 

pleasure, comfort andothers. 

Product image is also understood as a consumer's 

preference for products that start from the entire 

product display in the minds of consumers[6]. The 

product display consists of product performance 

display and product image display, which is in 

accordance with the attributes and advantages of the 

product. In addition, the product image is also defined 

as a series of product perceptions that are formed from 

past consumer experiences in using or consuming the 

product. 

Product image depends on the sense of confidence and 

experience of the product. Therefore, consumers who 

have a positive image about the product are certainly 

interested in making a purchase[14]. The product 

image consists of three elements including the 

attributes, benefits and personality of the product. 

Product attributes are all things related to the product 

such as content, price, taste and product packaging. 

Product benefits are the benefits obtained by 

consumers for the use or use of the product. Product 

personality is a characteristic or product characteristic. 

Product images are formed by sharing factors. The 

factors that shape the image of the product include 

excellence, strength and uniqueness of the product. 

Thus it can be concluded that the product image is the 

perception and preference of the product derived from 

the appearance of the product in the minds 

ofconsumers. 

 

2.2. Buying Decision 

Purchase decisions occur between two or more parties. 

In general, the party consists of five people. First, the 

initiator is the party who first recommends buying a 

product. Second, the influence giver is the party who 

has the strongest perception in the final purchase 

decision process. Third, the decision maker is the party 

that determines the product purchase. Fourth, the buyer 

is the person who makes the purchase. Fifth, users are 

people who use or consume products. 

Companies, especially marketers, must be able to 

understand how the consumer decides to buy. In this 

case what must be understood is the party that makes 

the purchase decision and the stages of the purchasing 

process. This is because purchasing decisions vary by 

consumer. Moreover, if the purchase decision involves 

a variety of considerations and many. 

Therefore, purchasing decisions dependon how 

marketers act and evaluate and consumer perceptions. 

Purchasing decisions consist of five stages: problem 

identification, information search, alternative 

assessment, purchase and post-purchase valuation[7]. 

The five stages can be used as a marketing strategy and 

communication by the marketer. In addition, 

purchasing decisions are also influenced byseveral 

other factors such as cultural, social, personal and 

psychological factors[15]. 

The cultural factors in question are social class, sub-

culture and others. Social factors in question are 

family, consumer social status and others. Personal 

factors in question are lifestyle, economic conditions, 

personality, and self-concept of consumers. 
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Psychological factors in question are motivation, 

perception, learning process, trust and consumer 

behavior[4]. Purchasing decisions are determined by 

various factors including price, packaging and the 

product itself[3]. Purchasing decisions are understood 

as very important for companies and consumers 

because they have an impact on whether to buy or not. 

2.3. The Relationship between Product Image and 

Purchasing Decision 

It has been explained that the product image is a set of 

consumer perceptions of the product. Therefore, if 

there is a change in the product, especially the brand, it 

will also affect the change in perception in the minds of 

consumers[5]. Products with a strong image can 

certainly excel in long-term competition. In addition, it 

can also attract, maintain and even increase consumer 

interest in buying[2]. Therefore, the stronger the 

product image, the higher the consumer's interest in 

buying. Thus, it can be concluded that the product 

image influences the purchase decision. 

 

2.4. Research Conceptual Framework 

Product image as the most important factor used by 

companies in attracting consumers to buy. This is 

because the product plays a very important role in 

purchasing decisions, so the purchasing decision 

depends on consumers' perceptions of the product 

through several factors such as cultural, social, 

personal and psychological factors. The better the 

consumer's perception of the product, the higher the 

consumer's interest in buying. In addition, consumer 

buying interest also depends on the comparison 

between price and product quality. This is because the 

price is used as a form of product quality. The higher 

the product price, the better the product quality. In this 

case, if the price of the product is high, but does not 

have good quality, consumers are not interested in 

buying it. Thus, research hypotheses can be as follows: 

H1A The uniqueness of the product image has a 

positive and significant effect on the decision to 

purchase SME products in East Java. 

H1B The strength of the product image has a positive 

and significant impact on the decision to purchase 

SME products in East Java. 

H1C The superiority of the product image has a 

positive and significant impact on purchasing decisions 

for SME products in East Java. 

H2 The uniqueness of the product image, the strength 

of the product image and the superiority of the product 

image simultaneously have a positive and significant 

impact on purchasing decisions for SME products in 

East Java. 

 

3. RESEARCH METHODS 

3.1. Research Design 

This research was conducted with a survey approach. 

Survey research is research conducted by examining 

problems that occur along with sociological and 

psychological factors that exist both in large and small 

populations. 

Based on the data obtained, this study is included in 

quantitative research. Quantitative research is research 

that analyzes hypotheses from problems that occur by 

providing answers according to data analysis obtained 

from respondents. The independent variables in this 

study consisted of three namely the uniqueness of the 

product image (X1), the strength of the product image 

(X2) and the superiority of the product image (X3) 

with one dependent variable, the purchasing 

decision(Y). 

 

3.2. Population, Samples and Sampling 

Techniques 

The population determined in this study were active 

students of management study programs in various 

tertiary institutions in East Java Province in the 

academic year 2019/2020. The sample determined in 

this study was an active student in a management study 

program in East Java Province who had consumed or 

was limited to knowing the existence of SME products. 

Sampling of respondents in this study using purposive 

sampling technique. Purposive sampling technique is 

sampling that refers to certain characteristics in 

accordance with research needs. The characteristics 

determined are active students of management studies 

in East Java Province. Determination of the number of 

samples is based on the number of students of 200 

people. However, only about 10-15% or 20-25% is 

taken. Based on location, this study prioritizes students 

in the Surabaya, Sidoarjo, Pasuruan and Probolinggo 

regions to achieve a better level of generalization of 

research results. 

Data collection techniques used in this study were 

questionnaires. Questionnaire is a data collection 

technique by providing various written statements to 

respondents. The statement was made for the problems 

that were examined including the strength of the 

product image, the uniqueness of the product image, 

the uniqueness of the product and the willingness of 

consumers to buy. The questionnaire was given to 

respondents for three days to be answered by 

respondents, so researchers expect answers that are 

true and honest from respondents. In analyzing data, 

the techniques used are instrument test, classic 

assumption test and multiple regression analysis 

through the SPSS for windows program. 
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3.3. Test Instrument 

The instrument trials consisted of two namely validity 

and reliability tests. Validity test is used to find out how 

much the ability of statement items in explaining 

variables in order to obtain valid data. The quality of 

statement items in explaining variables depends on the 

amount of data available. Validity test is determined 

through the Correlated Item-Total Correlation value. 

The Correlated Item-Total Correlation value is 

compared with the r table value. 

The r table value is obtained from table r with the 

number of respondents and the level of significance 

determined (5%). The formula for knowing the number 

of respondents is (df) = n-2. Thus, if the value of 

Correlated Item-Total Correlation> r table, the 

statement item is said to be valid. Reliability test is used 

to find out the magnitude of the respondent's answers 

on the statement items are reliable. Reliability in 

question is trustworthy. The reliability test is 

determined on the value of Cronbach's Alpha 

compared to the minimum value of Cronbach’s Alpha 

(0.70). Thus, if the Cronbach’s Alpha value> 0.70, then 

the statement item is declared reliable. 

 

3.4. Hypothesis Testing 

Discriminant validity of the measurement model with 

reflexive indicators is assessed based on cross loading 

construct measurements. The model has good 

discriminant validity, if each loading value of each 

indicator of a latent variable has the greatest loading 

value with another loading value of other latent 

variables. Based on the table above, it can be seen that 

the value of crosss loading for each indicator of each 

latent variable is greater than the value of cross loading 

if it is associated with the latent variable. Thus, overall 

each latent variable estimated satisfies good 

discriminant validity. 

Discriminant validity can also be seen from the 

average variance extracted (AVE) value. The 

minimum AVE to state that the reliability of the 

indicator has been achieved is greater or equal to 0.50. 

Based on the test results on the reliability composite 

value in the above table, it can be concluded that all 

constructs meet the reliable criteria. This is indicated 

by all the composite reliability constructs having 

values above 0.60. 

Hypothesis testing is done to determine the 

relationship between research variables. The data used 

in testing this hypothesis is the value contained in the 

output result for inner weigth. In Partial Least Square 

(PLS) statistical testing, each hypothesized relationship 

is carried out using estimates. In this case the bootstrap 

method is performed on the sample. 

 

4. DISCUSSIONS 

In Partial Least Square-PLS testing statistically, each 

hypothesized relationship is carried out using 

estimates. In this case the bootstrap method is 

performed on the sample. Following, the test results 

with bootstrapping from PLS analysis. The relationship 

between product image uniqueness with a significant 

purchase decision with a T-statistic of 10.778 > 1.96. 

The original sample value is positive that is equal to 

0.672 which indicates that the direction of the 

relationship between product image uniqueness with 

the purchase decision is positive. The relationship 

between product image power and purchase decision 

is significant with a T-statistic of 6.688 > 1.96. 

The original sample value is positive that is equal to 

0.484 which indicates that the direction of the 

relationship between product image power and 

purchase decision is positive. The relationship 

between product image advantage with purchase 

decision is significant with T-statistic of 9.772 > 1.96. 

The original sample value is positive that is 0.212 

which shows that the direction of the relationship 

between the product image advantage with the 

purchase decision is positive. 

 

5. CONCLUSION 

This research succeeded in proving that the product 

image uniqueness variable influences the purchase 

decision. In order to provoke purchase decisions on 

product offerings, SMEs should continue to improve 

product image uniqueness, especially on functional 

attributes. This research also proves that product 

image power influences purchase decision. SME is 

advised to be able to maintain and enhance the 

strengths in the offered product image. In addition, this 

study also proves that the product image advantage 

variable influences the purchase decision. This can be 

interpreted that the SME must be able to create while 

maintaining the advantages of the products offered. 

This study also has a number of limitations and 

disadvantages although this research is able to uncover 

important findings related to purchase decisions in the 

perspective of product image. It is expected that future 

studies will be able to perfect this research. This 

research only focuses on assessing one type of 

industry, namely SME. This study is also limited to 

respondents who are consumers in East Java. The 

variables in this study are also limited to the product 

image variable, while many other variables can be 

examined as determinants of the purchase decision. 

This study also only uses SEM-PLS data analysis 

techniques with the help of SmartPLS while many 
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other technical data analysts can be used. 

Therefore, this study recommends further research so 

that the purchase decision study can be extended to 

other industrial sectors, broadens the type and domicile 

of respondents as unit analysis, develops or studies 

other variables as determinants of purchase decisions, 

and utilizes and adopts other data analysis techniques 

in accordance with the development research 

complexity. 
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