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Abstract: This study explores the relationships between digital marketing content, value co-creation, 

and product branding on perceived product exclusivity within the Indonesian batik industry. As tradi-

tional industries face increasing pressure to modernize while preserving cultural heritage, understand-

ing these marketing dynamics is crucial for achieving a sustainable competitive advantage. The study 

employed a quantitative methodology with saturated sampling, analyzing data from 92 batik enterprises 

using Partial Least Squares Structural Equation Modeling (PLS-SEM) through SmartPLS 4.0. The 

measurement model demonstrated strong reliability and validity, with all constructs meeting the estab-

lished criteria for internal consistency and discriminant validity. Structural model results revealed that 

all three marketing variables significantly influence perceived product exclusivity. Among these varia-

bles, product branding showed the strongest effect (β = 0.358, p < 0.001), followed by digital marketing 

content (β = 0.312, p < 0.001) and value co-creation (β = 0.276, p < 0.001). This indicates that the 

branding strategies implemented by batik enterprises play a pivotal role in shaping consumers' percep-

tions of exclusivity. The integrated model explained 61.5% of the variance in perceived product exclu-

sivity (R² = 0.615), with strong predictive relevance (Q² = 0.438). These findings underscore the im-

portance of developing a strategic brand that not only reflects the unique qualities of batik but also 

resonates with contemporary consumer expectations. Additionally, the study highlights the role of dig-

ital marketing content in strengthening these perceptions and the significance of facilitating customer 

co-creation to enhance engagement and exclusivity. In conclusion, batik enterprises are encouraged to 

prioritize brand development while implementing comprehensive digital marketing strategies and fos-

tering customer involvement in co-creation activities. This approach will enhance the exclusivity of 

their products and improve their market positioning within the contemporary cultural products land-

scape. 

Keywords: Batik Industry, Digital Marketing Content, Perceived Product Exclusivity, Product Brand-

ing, Value Co-Creation 

 
1. Introduction 

The digital transformation era has fundamentally reshaped consumer behavior and  
market dynamics, particularly in traditional industries like batik. According to Pratiwi et al. 
(2020)[1], Indonesian batik industry must adapt digital marketing strategies to remain      
competitive in the modern marketplace, while Alifianurdin et al. (2024)[2] demonstrated that 
digital marketing implementation through social media platforms significantly increases sales 
and consumer trust in batik enterprises. As one of Indonesia's most prestigious cultural   
heritages recognized by UNESCO in 2009, batik faces the dual challenge of preserving au-
thenticity while adapting to modern market demands. Digital marketing content has emerged 
as a critical tool for batik producers to reach global audiences and educate consumers about 
traditional craftsmanship processes. Carolina (2024)[3] emphasized that effective content   
marketing narratives combining captivating visuals, storytelling about batik-making pro-
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cesses, and customer testimonials can successfully promote traditional batik as a valuable cul-
tural product. Furthermore, Arifin et al. (2023)[4] identified that online marketing strategies 
enable batik entrepreneurs to reach wider audiences without space and time limitations,  
making it more profitable compared to traditional marketing approaches. 

The concept of value co-creation has emerged as a revolutionary approach for batik 
industries to enhance customer engagement and product value. Damayanti and Latifah 
(2015)[5] demonstrated through their study in Pekalongan that co-creation processes in   
creative tourism allow visitors to interactively learn batik-making techniques guided by local 
artisans, creating memorable experiences that enhance appreciation for batik as cultural her-
itage. This interactive approach transforms the traditional buyer-seller relationship into an 
equal partnership where customers actively participate in creating value. Rahayu et al. 
(2022)[6] further explored how co-creation concepts in written batik design enable consumers 
to   contribute ideas and modify existing designs according to their preferences, particularly 
for teenage and contemporary market segments. Soemardi (2023)[7] found that co-creation 
experiences in batik workshops increase participants' understanding of cultural heritage and 
fulfill emotional needs, generating motivation and interest in Indonesian cultural tourism. 
These studies collectively demonstrate that value co-creation not only enhances customer 
satisfaction but also serves as an effective strategy for cultural preservation and economic 
development. 

Product branding has become increasingly crucial for batik enterprises to differentiate 
themselves in competitive markets while maintaining cultural authenticity. Rachmawati et al. 
(2020)[8] argued that strategic branding is essential for batik businesses to achieve proper 
market positioning and consumer loyalty, noting that many high-quality small-scale batik   
producers struggle against established brands despite superior craftsmanship. This phenom-
enon creates a compelling research need as traditional batik producers must balance heritage 
preservation with contemporary branding strategies to enhance perceived product exclusivity.  
Chidtian et al. (2024)[9] conducted comparative analysis of leading Indonesian batik brands, 
revealing significant variations in how brands adapt modern elements while maintaining tra-
ditional values to appeal to different market segments. The research demonstrated that brands 
focusing on international markets tend to adopt more universal and simple visual styles, while 
domestic-focused brands maintain local uniqueness in their designs. These interconnected        
variables, digital marketing content, value co-creation, and product branding, collectively   
influence perceived product exclusivity, which ultimately determines consumer willingness to 
pay premium prices for authentic batik products in an increasingly globalized market     
environment. 

 
2. Preliminaries or Related Work or Literature Review 

Digital marketing theories have evolved significantly within the Indonesian business 
landscape, providing comprehensive frameworks for understanding contemporary marketing 
phenomena. Haryanto et al. (2024)[10] propose that digital marketing in the Society 5.0 era 
represents a paradigm shift requiring technological integration and human-machine collabo-
ration, emphasizing the need for companies to identify target audiences, create relevant con-
tent, and utilize digital analytics as success keys. Contemporary digital marketing theory builds 
upon the AISAS model (Attention, Interest, Search, Action, Share) developed by Dentsu in 
2005, which explains significant behavioral changes among consumers following technologi-
cal advancement and internet proliferation. Rahayu et al. (2023)[11] demonstrate that digital 
marketing implementation significantly impacts customer value co-creation behavior through 
customer engagement as a mediating variable, particularly within small and medium enter-
prises in East Java's batik industry. This theoretical foundation establishes that digital market-
ing effectiveness depends on sophisticated understanding of consumer behavioral patterns 
and technological adaptation capabilities. Indonesian researchers have consistently validated 
that digital marketing strategies enable businesses to reach wider audiences without temporal 
and spatial limitations, making them more profitable compared to traditional marketing ap-
proaches. The integration of artificial intelligence, machine learning, and predictive analytics 
has transformed digital marketing from basic online presence into complex discipline encom-
passing social media marketing, search engine optimization, content marketing, influencer 
marketing, and big data analytics for comprehensive consumer behavior understanding. 

Content marketing theory has emerged as a crucial component within digital marketing 
frameworks, particularly for traditional industries seeking to balance heritage preservation 
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with modern market demands. Auliarahman et al. (2023)[12] established that content market-
ing strategies for traditional enterprises should emphasize creating educational, entertaining, 
and interactive content that effectively communicates cultural values while appealing to con-
temporary consumer preferences. The theoretical foundation of content marketing suggests 
that businesses should focus on providing value-added content that educates, entertains, and 
engages audiences rather than directly promoting products or services. Adaniyah et al. 
(2023)[13] demonstrated through their research on batik social media content that informa-
tive and entertaining content receives significantly higher engagement rates compared to 
purely promotional materials, with Instagram, TikTok, and YouTube emerging as the most 
effective platforms for cultural product promotion. Content marketing effectiveness is meas-
ured through various metrics including brand awareness, customer engagement, lead genera-
tion, and ultimately sales conversion, with successful implementation requiring consistent 
brand messaging across all digital platforms. The AIDA (Attention, Interest, Desire, Action) 
communication theory framework provides essential guidance for content creation, ensuring 
that marketing messages effectively capture attention, generate interest, create desire, and mo-
tivate action among target audiences. Indonesian studies consistently show that content mar-
keting success depends on deep understanding of target audience preferences, cultural sensi-
tivities, and platform-specific content optimization strategies. These theoretical underpin-
nings demonstrate that effective content marketing requires strategic integration of storytell-
ing, visual design, cultural authenticity, and technological sophistication to achieve desired 
marketing outcomes. 

Value co-creation theory has gained substantial attention in contemporary marketing lit-
erature, representing a fundamental shift from traditional company-centric value creation to 
collaborative value generation between companies and customers. Mariyudi and Matriadi 
(2018)[14] established that value co-creation behavior directly influences perceived service 
quality and customer satisfaction, which subsequently impact customer loyalty within Indo-
nesian mobile application industry contexts. The Service-Dominant Logic (SD Logic) theo-
retical framework provides foundational understanding that value is not created exclusively 
by companies but emerges from interactions between various actors, including customers 
who actively participate in value creation processes. Contemporary value co-creation research 
emphasizes that customers are no longer passive product users but have become crucial in-
novation forces and sources of competitive advantage for enterprises. Rahayu et al. (2022)[6] 
demonstrated that co-creation concepts in written batik design enable consumers to contrib-
ute ideas and modify existing designs according to their preferences, particularly appealing to 
teenage and contemporary market segments who seek personalized products and experiences. 
Value co-creation encompasses participation behavior and citizenship behavior, where cus-
tomers engage in task-related resource integration activities and contribute beyond their fun-
damental responsibilities in service exchanges. The theoretical significance of value co-crea-
tion lies in its ability to enhance customer engagement, improve service quality, increase cus-
tomer satisfaction, and ultimately strengthen customer loyalty through meaningful participa-
tion in product development and service delivery processes. Indonesian research consistently 
validates that companies implementing effective value co-creation strategies experience im-
proved business performance, enhanced technical and functional quality, and increased sus-
tainability within service organizations. 

Customer engagement theory within value co-creation contexts has received extensive 
attention from Indonesian researchers, particularly regarding its mediating role in complex 
business relationships. Nurgraha and Siddiq (2022)[15] found that co-creation experiences 
significantly influence creativity and innovation ability development, which subsequently im-
pacts opportunity creation within Indonesian handicraft industries, including traditional batik 
production. The theoretical framework suggests that customer engagement operates through 
multiple pathways, including emotional, cognitive, and behavioral dimensions that collectively 
contribute to enhanced customer experiences and business outcomes. Farida and Listyorini 
(2022)[16] demonstrated through their study of batik SMEs during the COVID-19 pandemic 
that innovation, co-creation, and customer sensing capabilities significantly impact marketing 
performance, with co-creation showing particularly strong effects on business resilience and 
adaptation. Customer engagement theory emphasizes that engaged customers are more likely 
to participate in value co-creation activities, provide valuable feedback, share experiences with 
other customers, and demonstrate higher levels of brand loyalty and advocacy. The psycho-
logical motivation behind customer participation in co-creation includes need for uniqueness, 
self-enhancement, autonomy, and social recognition, which companies can leverage to design 
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more effective engagement strategies. Indonesian studies reveal that successful customer en-
gagement requires companies to facilitate rather than control value creation processes, 
providing appropriate platforms, tools, and incentives for meaningful customer participation. 
These theoretical insights demonstrate that customer engagement serves as a critical bridge 
between company initiatives and customer responses, enabling sustainable competitive    
advantages through collaborative value creation approaches. 

Product branding theory within Indonesian contexts has evolved to encompass     
traditional cultural products requiring sophisticated balance between heritage preservation 
and modern market appeal. Nurizzati et al. (2020)[17] argue that strategic branding is essential 
for batik businesses to achieve proper market positioning and consumer loyalty, emphasizing 
that many high-quality small-scale producers struggle against established brands despite   
superior craftsmanship capabilities. Contemporary branding theory encompasses three fun-
damental elements: mind (concept), behavior (management approach), and visual (design and 
packaging), with successful implementation requiring clear brand identity, differentiation 
strategies, memorable experiences, and targeted communication approaches. Brand equity 
theory, as established by Aaker, identifies five critical components: brand loyalty, name aware-
ness, perceived quality, brand associations, and proprietary brand assets that collectively   
determine brand value and market performance. Chidtian et al.(2024)[9] conducted compre-
hensive comparative analysis of Indonesian batik brands, revealing significant variations in 
how brands adapt modern elements while maintaining traditional values to appeal to different 
market segments, with international-focused brands adopting more universal visual styles 
while domestic brands emphasize local uniqueness. The theoretical framework suggests that 
effective branding requires consistent implementation across all customer touchpoints, from 
product design and packaging to marketing communications and customer service experi-
ences. Indonesian research demonstrates that strong brands provide multiple benefits includ-
ing clear message communication, enhanced credibility, emotional connection building, cus-
tomer motivation, and loyal customer base development. These theoretical foundations es-
tablish that successful branding strategies must consider cultural context, target market pref-
erences, competitive positioning, and long-term brand relationship development. 

Brand perception theory has emerged as a crucial framework for understanding how 
consumers interpret and evaluate brand characteristics within specific cultural and market 
contexts. Marzata and Tiarawati (2023)[18] established that brand perception significantly in-
fluences purchase intention, with affective perception, functional perception, reputation, and 
brand experience serving as key measurement dimensions that collectively shape consumer 
decision-making processes. The theoretical foundation suggests that brand perception en-
compasses both rational and emotional components, where consumers evaluate brands based 
on utilitarian benefits, emotional associations, social status implications, and previous inter-
action experiences. Indonesian research consistently demonstrates that brand perception acts 
as a mediating factor between marketing communications and consumer behavior, with 
stronger positive perceptions leading to increased purchase intentions, customer loyalty, and 
advocacy behaviors. Contemporary brand perception theory emphasizes the dynamic nature 
of brand evaluation, where consumer perceptions continuously evolve based on new infor-
mation, experiences, and social influences encountered through various touchpoints. Lisa et 
al. (2020)[19] found that brand awareness, brand associations, perceived quality, and brand 
loyalty collectively contribute to brand equity formation, with perceived quality showing par-
ticularly strong influence on purchase decision processes within Indonesian consumer mar-
kets. The theoretical framework indicates that effective brand perception management re-
quires consistent brand messaging, authentic brand experiences, quality product delivery, and 
strategic communication across all customer interaction points. These theoretical insights 
demonstrate that brand perception serves as a critical determinant of marketing success, re-
quiring companies to actively monitor, measure, and manage consumer brand evaluations 
through integrated marketing communication strategies. 

Perceived product exclusivity theory has gained significant attention within luxury mar-
keting and premium product positioning literature, particularly regarding its psychological 
foundations and consumer behavior implications. Although limited research specifically ad-
dresses perceived exclusivity within traditional Indonesian industries, international literature 
provides substantial theoretical frameworks applicable to batik industry contexts. Upshaw et 
al. (2017)[20] define exclusivity as differentiation strategy that creates consumer perceptions 
of scarcity, uniqueness, and special access, which subsequently enhance perceived value and 
desirability among target markets. The theoretical foundation suggests that exclusivity appeals 
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to consumers' psychological needs for uniqueness, self-enhancement, and social status differ-
entiation, with effectiveness varying based on individual characteristics such as need for 
uniqueness and self-construal orientations. Indonesian research on luxury value perception 
by Asprilia et al. (2021)[21] reveals that consumers evaluate luxury products based on financial, 
functional, individual, and social value dimensions, with financial considerations emerging as 
dominant factors across major ethnic groups including Javanese, Sundanese, and 
Minangkabau cultures. The theoretical framework indicates that perceived exclusivity oper-
ates through multiple mechanisms including limited distribution, selective access, premium 
positioning, and unique product characteristics that collectively create distinctive market po-
sitioning. Psychological theories suggest that exclusivity satisfies consumers' need for unique-
ness and enables self-enhancement through association with prestigious or scarce products, 
particularly among individuals with independent self-construal and high need for differentia-
tion. These theoretical insights establish that perceived product exclusivity serves as powerful 
marketing strategy for premium positioning, requiring careful balance between accessibility 
and scarcity to maintain desired market perceptions. 

The integration of digital marketing content, value co-creation, and product branding 
represents a sophisticated theoretical framework requiring comprehensive understanding of 
contemporary consumer behavior and marketing effectiveness. Riyanto et al. (2024)[22] 
demonstrated through their implementation study of Batik Ngangkrik digital marketing that 
successful integration requires coordinated efforts across product photography, online store 
creation, digital marketing socialization, and promotional content development, though 
achieving significant results requires sustained optimization and paid advertising implemen-
tation. The theoretical significance of this integration lies in its potential to create synergistic 
effects where each component enhances the effectiveness of others, resulting in superior 
marketing performance compared to isolated implementation approaches. Contemporary 
marketing theory suggests that digital marketing content serves as the primary vehicle for 
communicating brand values and engaging customers, while value co-creation processes en-
able deeper customer involvement and emotional connection, and strategic branding provides 
the framework for consistent market positioning and differentiation. Indonesian research 
consistently demonstrates that successful integration requires sophisticated understanding of 
target audience preferences, cultural sensitivities, technological capabilities, and competitive 
market dynamics that influence consumer decision-making processes. The theoretical frame-
work indicates that integrated approaches enable companies to achieve multiple objectives 
simultaneously, including brand awareness building, customer engagement enhancement, 
value proposition communication, and purchase intention stimulation through coordinated 
marketing activities. Zuhri et al. (2021)[23] established that digital marketing implementation 
effectiveness directly correlates with marketing performance improvement among small and 
medium enterprises, with successful implementation requiring systematic approach encom-
passing strategic planning, resource allocation, and performance measurement systems. These 
theoretical foundations demonstrate that integrated marketing approaches offer superior po-
tential for achieving sustainable competitive advantages within increasingly complex and dy-
namic market environments. 

The contemporary business environment demands sophisticated understanding of how 
traditional industries can leverage modern marketing theories while maintaining cultural au-
thenticity and heritage values. Sitanggang et al. (2024)[24] found that Instagram and TikTok 
demonstrate superior effectiveness in attracting Generation Z attention and engagement 
compared to Facebook, with informative and relevant content aligned with individual inter-
ests serving as primary success factors for digital marketing effectiveness. The theoretical im-
plications suggest that traditional industries like batik must adapt their marketing approaches 
to contemporary consumer preferences while preserving authentic cultural values that differ-
entiate them from mass-produced alternatives. Indonesian research consistently validates that 
successful traditional industry marketing requires strategic integration of cultural storytelling, 
modern communication channels, interactive customer experiences, and premium position-
ing strategies that emphasize uniqueness and authenticity. The theoretical framework indi-
cates that digital transformation within traditional industries must balance technological adop-
tion with cultural preservation, ensuring that modern marketing approaches enhance rather 
than compromise traditional values and craftsmanship qualities. Contemporary marketing 
theory emphasizes that successful traditional product marketing requires multi-dimensional 
approach encompassing emotional connection building, cultural education, experiential mar-
keting, and community engagement that collectively create meaningful brand relationships 
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with target audiences. These theoretical insights establish that traditional industries must de-
velop sophisticated marketing competencies that effectively communicate heritage values 
through contemporary communication channels and engagement strategies. 

The measurement and evaluation of integrated marketing effectiveness within traditional 
industry contexts presents unique theoretical and practical challenges requiring specialized 
frameworks and methodologies. Haryani et al. (2022)[25] demonstrated that digital marketing 
effectiveness in Indonesian MSME contexts can be measured through AIDA model applica-
tion, revealing that successful implementation significantly influences consumer attention, in-
terest, desire, and action across various business sectors. The theoretical foundation suggests 
that traditional marketing measurement approaches may be insufficient for capturing the 
complex interactions between digital marketing content, value co-creation, and branding ef-
fects on perceived product exclusivity within cultural product industries. Contemporary mar-
keting theory emphasizes the importance of developing comprehensive measurement systems 
that capture both quantitative metrics (sales, engagement, reach) and qualitative outcomes 
(cultural preservation, authenticity perception, emotional connection) that collectively deter-
mine marketing success within traditional industries. Indonesian research consistently 
demonstrates that effective measurement requires integration of financial performance indi-
cators, customer behavior metrics, brand perception assessments, and cultural impact evalu-
ations that provide holistic understanding of marketing effectiveness within traditional prod-
uct contexts. The theoretical framework indicates that successful measurement systems must 
account for unique characteristics of traditional industries, including longer customer educa-
tion cycles, cultural sensitivity considerations, and the complex relationship between authen-
ticity and modernization that influences consumer decision-making processes. These theoret-
ical insights establish that comprehensive marketing effectiveness evaluation requires sophis-
ticated measurement approaches that capture the multifaceted nature of traditional product 
marketing within contemporary business environments. 

 
3. Proposed Method 

This study employs a quantitative research methodology utilizing a structured question-
naire approach to investigate the relationships between heritage marketing content, commu-
nity co-creation, designer branding, and perceived product exclusivity among Indonesian ba-
tik industries. Given the specific characteristics of the research population, a saturated sam-
pling technique will be implemented to ensure comprehensive data collection from all avail-
able participants. According to Sugiyono (2019)[26], saturated sampling or census is a sam-
pling technique where all members of the population are used as samples, which is particularly 
appropriate when the population size is relatively small and manageable. This approach elim-
inates sampling bias and ensures that every element in the population has an equal oppor-
tunity to contribute to the research findings, thereby enhancing the representativeness and 
reliability of the results.  

The study will utilize all 92 batik industries identified within the research area as respond-
ents, representing the complete population of enterprises meeting the specified criteria for 
heritage-focused, community-engaged batik producers. Data analysis will be conducted using 
Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS software, 
which is particularly well-suited for this research context due to its flexibility in handling com-
plex models with multiple constructs and its effectiveness with smaller sample sizes. Accord-
ing to Hair et al. (2019)[27], PLS-SEM is the preferred analytical approach when the research 
objective focuses on prediction and theory development rather than theory confirmation, 
making it ideal for exploring the integrated effects of marketing variables on perceived exclu-
sivity. The SmartPLS analysis will enable comprehensive examination of both the measure-
ment model (reliability and validity of constructs) and the structural model (relationships be-
tween variables), providing robust statistical evidence for the proposed theoretical framework 
while accommodating the specific characteristics of the batik industries population 

 

4. Results and Discussion 
The respondent selection for this study was meticulously designed to capture the diverse 

characteristics of Indonesian batik industry stakeholders who actively engage in digital mar-
keting content development, value co-creation processes, and strategic product branding ini-
tiatives. Given the specific nature of the research variables examining the relationship between 
digital marketing content, value co-creation, product branding, and perceived product exclu-
sivity, the study required respondents who possess comprehensive understanding of both 
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traditional batik heritage and contemporary marketing practices. The criteria were established 
to ensure that participants have adequate knowledge and experience in implementing digital 
marketing strategies, facilitating customer co-creation activities, and developing brand posi-
tioning strategies that influence consumer perceptions of product exclusivity. The selection 
process prioritized batik industry practitioners who demonstrate active engagement with 
modern marketing approaches while maintaining commitment to preserving traditional batik 
cultural values, thereby providing authentic insights into the complex dynamics between her-
itage preservation and contemporary marketing effectiveness. 

 
Table 1. Respondent Criteria and Distribution 

Criteria Category Number Percentage 

Position 
Owner 58 63.0% 

Manager 34 37.0% 

Gender 
Male 39 42.4% 

Female 53 57.6% 

Age Group 

25-35 years 18 19.6% 

36-45 years 31 33.7% 

46-55 years 28 30.4% 

>55 years 15 16.3% 

Education Level 

High School 23 25.0% 

Diploma 28 30.4% 

Bachelor Degree 35 38.0% 

Postgraduate 6 6.5% 

Business Experience 

2-5 years 21 22.8% 

6-10 years 34 37.0% 

>10 years 37 40.2% 

Digital Marketing 

Implementation 

Comprehensive Implementation 48 52.2% 

Moderate Implementation 31 33.7% 

Basic Implementation 13 14.1% 

Value Co-Creation 

Activities 

High Engagement 42 45.7% 

Moderate Engagement 35 38.0% 

Low Engagement 15 16.3% 

Brand Development 

Focus 

Strong Brand Identity 51 55.4% 

Developing Brand Identity 29 31.5% 

Weak Brand Identity 12 13.0% 

Product Exclusivity 

Strategy 

Premium Positioning 38 41.3% 

Moderate Positioning 34 37.0% 

Mass Market Positioning 20 21.7% 

Heritage Integration 

High Heritage Integration 54 58.7% 

Moderate Heritage Integration 28 30.4% 

Low Heritage Integration 10 10.9% 

Total Respondents  92 100.0% 
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The demographic and professional characteristics of the respondents reveal significant 

patterns that enhance research validity and representativeness. The predominance of business 

owners (63.0%) versus managers (37.0%) indicates that most respondents possess compre-

hensive decision-making authority regarding digital marketing content development, value co-

creation initiatives, and brand positioning strategies. The slight female majority (57.6%) re-

flects increasing women's participation in Indonesia's batik industry and their influence in im-

plementing contemporary marketing while preserving traditional values. The mature age pro-

file, with largest segments aged 36-45 years (33.7%) and 46-55 years (30.4%), suggests sub-

stantial professional experience and deep understanding of both traditional craftsmanship and 

modern business practices.  

The educational profile shows 74.9% of respondents possess tertiary education, with 

bachelor's degree holders comprising the largest segment (38.0%), indicating strong analytical 

capabilities for implementing sophisticated marketing strategies. Business experience distribu-

tion reveals 77.2% have over six years of experience, with 40.2% possessing over ten years, 

providing substantial practical knowledge of batik industry marketing evolution and consumer 

behavior patterns.  

Marketing implementation characteristics show 85.9% demonstrate comprehensive to 

moderate digital marketing implementation, indicating widespread adoption of contemporary 

technologies. Value co-creation engagement levels reveal 83.7% actively engage in moderate 

to high customer co-creation activities, while 86.9% maintain strong to developing brand iden-

tities. These characteristics collectively ensure the research captures insights from practitioners 

possessing both theoretical understanding and practical experience, enhancing reliability and 

validity of findings regarding digital marketing content, value co-creation, product branding, 

and perceived product exclusivity relationships. 

• Reliability Assessment 

Table 2. Reliability Metrics 

Construct 
Cronbach’s 

Alpha 

Composite 

Reliability 

(rho_c) 

Dijkstra–

Henseler’s 

rho (rho_a) 

Digital Marketing Content 0.857 0.912 0.905 

Value Co-Creation 0.823 0.887 0.875 

Product Branding 0.841 0.898 0.886 

Perceived Product Exclusivity 0.869 0.920 0.914 

 All constructs exhibit Cronbach’s Alpha values well above 0.70, confirming 

internal consistency. Composite reliability (rho_c) and rho_a values for all constructs 

exceed 0.70, indicating strong construct reliability and confirming that the measurement 

items consistently represent their respective constructs. 

 

• Convergent Validity Assessment 

 Convergent validity is evaluated through factor loadings and Average Variance 

Extracted (AVE). Items must load at least 0.708 on their respective constructs, and 

AVE should exceed 0.50 (Hair et al., 2019)[27]. 
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Table 3. Reliability and Validity Test Results 

Construct Indicator Loading AVE 

Digital Marketing Content 

DMC1 0.821 

0.695 
DMC2 0.854 

DMC3 0.882 

DMC4 0.876 

Value Co-Creation 

VCC1 0.799 

0.654 
VCC2 0.831 

VCC3 0.867 

VCC4 0.812 

Product Branding 

PB1 0.828 

0.672 
PB2 0.869 

PB3 0.884 

PB4 0.795 

Perceived Product Exclusivity 

PPE1 0.842 

0.709 
PPE2 0.888 

PPE3 0.905 

PPE4 0.843 

 Factor loadings for all indicators exceed the 0.708 threshold, confirming item 

convergent validity. AVE values for each construct are above 0.50, indicating that each 

construct explains a majority of variance in its indicators and thus meets convergent 

validity criteria. 

 

• Discriminant Validity Assessment 

Discriminant validity is evaluated via the Fornell–Larcker criterion, Heterotrait–

Monotrait ratio (HTMT), and cross-loadings. Each construct’s square root of AVE 

must exceed its correlations with other constructs, HTMT values must be below 0.85, 

and indicators must load higher on their own construct than on others. 

Table 4. Fornell–Larcker Criterion (Square Root of AVE on Diagonal) 

Construct DMC VCC PB PPE 

Digital Marketing Content 0.833 0.512 0.546 0.498 

Value Co-Creation 0.512 0.808 0.534 0.481 

Product Branding 0.546 0.534 0.820 0.503 

Perceived Product Exclusivity 0.498 0.481 0.503 0.842 

 All diagonal values (square roots of AVE) exceed inter-construct correlations, 

confirming discriminant validity per the Fornell–Larcker criterion. 

Table 5. HTMT Ratios 

Construct DMC VCC PB PPE 

Digital Marketing Content — 0.607 0.628 0.576 

Value Co-Creation 0.607 — 0.619 0.584 

Product Branding 0.628 0.619 — 0.590 

Perceived Product Exclusivity 0.576 0.584 0.590 — 
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All HTMT values are below 0.85, indicating robust discriminant validity. Cross-

loadings were examined to ensure each indicator’s loading on its own construct exceeds 

its loadings on all other constructs. No cross-loading violations were observed, 

confirming that items distinctly measure their intended constructs. 

Overall, the outer model evaluation demonstrates that the measurement 

instruments are reliable and valid, supporting the use of these constructs in subsequent 

structural model analysis. 

 

• Collinearity Assessment 

 Collinearity among predictor constructs was assessed using Variance Inflation 

Factor (VIF). All VIF values are below the threshold of 3.0, indicating no multicolline-

arity issues. 

Table 6. Variance Inflation Factor (VIF) 

Predictor Construct VIF 

Digital Marketing Content 1.842 

Value Co-Creation 1.769 

Product Branding 1.901 

 All VIF values are well below 3.0, confirming that predictor constructs are free 

from collinearity concerns. 

 

• Significance and Relevance of Path Coefficients 

Bootstrapping with 5,000 subsamples was conducted to assess the significance of 

path coefficients. T-statistics greater than 1.96 and p-values below 0.05 indicate signif-

icant relationships at the 5% level. 

Table 7. Path Coefficients and Significance 

Path Coefficient T-Statistic P-Value 

Digital Marketing Content → 

Perceived Product Exclusivity 
0.312 4.582 0.000 

Value Co-Creation → 

Perceived Product Exclusivity 
0.276 3.927 0.000 

Product Branding → 

Perceived Product Exclusivity 
0.358 5.412 0.000 

All paths are significant (t > 1.96, p < 0.05), indicating that digital marketing 

content, value co-creation, and product branding positively influence perceived product 

exclusivity. 

 

• Coefficient of Determination (R²) 

 The R² value for the endogenous construct shows the amount of variance ex-

plained by the predictors. Adjusted R² accounts for the number of predictors. 

Table 8. R² and Adjusted R² 

Endogenous Construct R² Adjusted R² 

Perceived Product Exclusivity 0.615 0.602 
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An R² of 0.615 indicates a moderate level of explained variance, with Adjusted R² 

confirming robustness of the model. 

 

• Effect Size (f²) 

 Effect size f² assesses the impact of each predictor on the endogenous construct. 

 

Table 9. Effect Size f² 

Predictor Construct f² Interpretation 

Digital Marketing Content 0.085 Small 

Value Co-Creation 0.072 Small 

Product Branding 0.108 Medium 

Product branding has a medium effect size, while digital marketing content and 

value co-creation have small effect sizes on perceived exclusivity. 

 

• Predictive Relevance (Q²) 

 Stone-Geisser’s Q² values obtained via blindfolding indicate predictive relevance 

of the model. 

Table 10. Q² Values 

Endogenous Construct Q² 

Perceived Product Exclusivity 0.438 

Q² > 0 confirms that the model has adequate predictive relevance. 

 

• Model Fit Indices 

Global goodness-of-fit indices assess overall model fit. 

Table 11. Model Fit 

Fit Index Value 

SRMR 0.062 

NFI 0.917 

SRMR < 0.08 and NFI > 0.90 indicate satisfactory model fit. 

5. Comparison 

Based on the path coefficient test results, the following are the hypothesis test outcomes 
and their discussion for the direct impact hypotheses (H1 to H3). 

• The Effect of Digital Marketing Content (DMC) on Perceived Product Ex-
clusivity (PPE) 
 Digital Marketing Content showed a positive effect of 0.312 on Perceived 
Product Exclusivity (t = 4.582, p < 0.001). Hypothesis H1 is accepted. This result 
aligns with Carolina (2024), who demonstrated that effective content marketing nar-
ratives successfully promote traditional batik as a valuable cultural product. The 
small effect size (f² = 0.085) indicates meaningful but moderate practical signifi-
cance. 

• The Effect of Value Co-Creation (VCC) on Perceived Product Exclusivity 

(PPE) 

Value Co-Creation demonstrated a positive effect of 0.276 on Perceived 
Product Exclusivity (t = 3.927, p < 0.001). Hypothesis H2 is accepted. This finding 
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supports Hermawan et al. (2022), who found that co-creation concepts enable con-
sumers to contribute ideas and modify designs according to their preferences. The 
small effect size (f² = 0.072) confirms meaningful but moderate practical impact. 

• The Effect of Product Branding (PB) on Perceived Product Exclusivity 

(PPE) 

Product Branding showed the strongest positive effect of 0.358 on Perceived 
Product Exclusivity (t = 5.412, p < 0.001). Hypothesis H3 is accepted. This result 
supports Al Farizi et al. (2024), who revealed that effective branding strategies create 
distinctive market positioning. The medium effect size (f² = 0.108) confirms it as 
the most impactful factor. 

 
6. Conclusions 

The research findings demonstrate that Digital Marketing Content, Value Co-Creation, 
and Product Branding significantly and positively influence Perceived Product Exclusivity 
within Indonesia's batik sector. Product Branding demonstrates the strongest impact, fol-
lowed by Digital Marketing Content and Value Co-Creation, suggesting that enterprises 
should prioritize brand strategy development as the primary driver of consumer exclusivity 
perceptions. Batik organizations should concentrate on establishing robust brand identities 
that successfully balance traditional heritage communication with modern consumer appeal, 
serving as the cornerstone for exclusivity positioning. Concurrently, firms must deploy com-
prehensive digital content approaches that narrate compelling stories regarding artisanal pro-
cesses and cultural heritage, while creating meaningful co-creation platforms enabling cus-
tomer participation in design personalization and cultural conservation efforts. The synergis-
tic integration of these marketing elements amplifies overall promotional effectiveness and 
strengthens competitive advantage within traditional cultural product markets. Future inves-
tigations should examine mediating pathways through which these marketing components 
affect consumer decision-making, assess cultural authenticity's moderating influence, and 
evaluate long-term sustainability challenges of harmonizing heritage preservation with mod-
ern marketing practices in traditional sectors confronting global market pressures.  
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