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Factors Affecting the Purchase Decision of Local Cultural Craft Products
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Abstract

This study aimed to examine the factors influencing purchasing decisions of local
cultural craft products, focusing on brand narrative among Generation Y and Generation
Z consumers. A quantitative research approach was employed using an online
questionnaire distributed to 400 respondents who had purchased or were interested in
purchasing cultural local handicraft products. Data were analyzed using descriptive
statistics. The results indicated that brand narrative factors were perceived at a high
level, particularly narrative through_product attributes, distinctive features, benefits,
values, and brand image. These factors significantly influenced consumers’ perceived
value and purchasing decisions. In addition, consumers emphasized product uniqueness,
emotional value, and support for local communities rather than functional benefits
alone. The findings suggest that narrative that integrates cultural identity and local
wisdom can enhance the value of. local culture<Craft,products and strengthen emotional

connections between consumers and’products.

Keywords: Local €ultural Craft products, Narrative, Purchase‘decision, Generation Y and

Generation Z
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