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Abstract 

This study aims to analyze the effect of product attributes, personality and word of mouth on 

the purchase intention of from West Sumatra’s gift typical food product. The population in this 

study are tourists who have the intention to buy gift typical food from West Sumatra. While the 

sample in this study was determined by purposive sampling method with the method of Hair 

calculation, so that for sample of 350 respondents was obtained. Data type used in this research 

is primary data. This study uses the Structural Equation Modeling (SEM) analysis method. The 

results of this study indicate that (1) product attributes have a significant and positive impact on 

purchase intention, (2) personality has a positive and significant effect on purchase intention, 

and (3) word of mouth has a positive and significant effect on purchase intention  
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Introduction 
The current tourist trend is to come to a tourist area to find or hunt regional specialties and not 

hesitate to pay dearly to be able to enjoy the region's special food. Many new restaurants and eateries 

were established with their respective qualifications and characteristics. Tourists state that West Sumatra 

tourism is quite interesting. This area has a variety of uniqueness, both natural conditions, culture, food 

and gift (Yasri, 2009). West Sumatra is a province known as the number one most delicious food producer 

in the world of is rendang. In addition to rendang, some of the most popular gift typical foods are sanjai, 

kripik balado, karak kaliang, kerupuk jangek, kerupuk jariang, kripik talas, kripik kentang, kripik pisang, rendang 

daging, rendang telur, rendang runtiah, rendang paru, dendeng, bareh rendang, galamai, dadiah, batiah, kipang 

kacang, pinyaram, aria pinang, kue sapik, roti rendang, roti durian, mande cake, peyek/rakik, ikan bilih, rinuak, 

kacang tujin, typical Sumatran Kiniko coffee and others. 

SMEs are the foundation of the economy of West Sumatra, because in this area there are no large 

companies that support the regional economy. Therefore, employment and community income depend 

on the development of these MSMEs. Besides that, this area has always been known for its relatively tasty 

and many foods. But in line with the development of globalization, food businesses in West Sumatra face 

increasingly sharp competition. Food products from neighboring countries such as Malaysia, Thailand 

and China are increasingly entering this area and this condition threatens the existence of MSMEs in the 

food sector. Thus efforts to build competitive advantage (Yasri, 2009).  

Product attributes (packaging, brand, label, information in the label, expiry date and price) of 

products from abroad are very complete. Based on the observations of researchers during the field, 

product brands which are names, terms, symbols, designs, colors are still not neatly arranged. While 

packaging or packaging is one of the spearheads of selling a product, it has not been able to grow 

consumer interest in buying. Interest is an ability that drives things to do. Interest is not the same as 

motives or encouragement. Someone who gets encouragement is not necessarily willing to implement it if 

he is not interested. But on the contrary if someone has a strong interest to do and coupled with impulses 

tend, he will do it happily. Schiffman&Kanuk (2000: 206) purchase intention is a form of real thought 

from the reflection of the buyer's plan to buy several units in a certain number of brands available in a 

certain period of time. The interest in buying consumers to buy can arise due to the stimulus (stimulus) 
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offered by the company. Each stimulus is designed to produce actions to buy from consumers. According 

to Jin& Kang (2011) revealed that purchase intention relating four consumer behaviors including 

doubtful plans to buy products, when someone ponders to buy products in the future and to buy certain 

products.Many factors influence purchase intention. According to Paul & Rana (2012); Jundong, Lanying, 

&Jianfeng (2008) factors that influence purchase intention include product attributes, involvement, 

personality and word of mouth (WOM). Of the many factors that influence researchers focus on product 

attributes, personality and WOM. 

Product attributes (brand, packaging, labeling, complementary services, guarantees and prices). 

Brands can provide product identity and differentiation towards competing products. Consumers will 

easily recognize a product through the product brand. While packaging or packaging is the first thing 

consumers see when shopping. If the packaging has an attractive appearance, consumers will be 

interested and intend to buy the product. According to Kotler & Keller (2018) suggest that in the 

alternative evaluation phase, consumers will see a product as a combination of attributes with capabilities 

that can provide certain benefits and are able to form buying interest. Based on the results of 

Kolopita&Soegoto's research (2015); Sidik&Saino (2014) can be seen that product attributes influence 

buying interest. 

In addition to product attribute factors, the factors that influence shopping interest are personality. 

Personality is a pattern of one's habits that is influenced by the closest environment in making choices, 

then expressed in an action. It can be assumed that consumer taste can change throughout life and have 

an influence on brand selection in various stages of life. According to Kotler & Armstrong (2018) 

personality is a characteristic that is specific to someone and may not be related to other people in the 

same group. Purchase intent refers to the probability, possibility, and willingness of consumers to buy a 

product, or maybe the consumer's plan to buy a product (Dodds, Monroe, & Grewal, 2006). Personality 

factors such as imaginative, reliable, charming, etc. affect consumer evaluations (Khare, Khare, & Singh, 

2010). 

Furthermore, the factors that influence purchase intention are WOM. If someone receives positive 

information on the first information, it will form a positive attitude, positive information about WOM 

cannot change. If WOM communication is carried out every day by someone based on experience with a 

product. The more often a person receives a positive thing about a product, the higher the feeling of 

wanting to have a product. This is in accordance with the research conducted by Chowtanapanich and 

Chaipoopirutana (2014) revealing that WOM communication has a positive effect on buying interest. 

Successful products can be affected by positive word of mouth and reduced word of mouth negative 

(McGriff, 2012). 

Research on purchase intention has been carried out by researchers including Lee, Cheng, & Shih 

(2017), and Evanita&Trinanda (2018) showing that product attributes have a positive and significant 

influence on purchase intention. Research conducted by Novita &Lubis (2018) and Ghoni&Bodroastuti 

(2012), in the study found positive influences between personality and purchase intention. Rachman and 

Abadi (2017), Li et al (2017), and Yasri&Engriani (2018) state that wom has a positive effect on purchase 

intention. 

Based on the background above, the researcher is interested in conducting research with the title: 

"The Impact of Product Attributes, Personality, and Word of Mouth On Purchase Intention of the Product 

of Gift of Typical Food of West Sumatra" 

 

Methods 
This research is a study of the Impact of product attributes, personality, and word of mouth on 

purchase intention of the product of the gift of typical food of West Sumatra, with a total sample of 350 

respondents selected based on purposive sampling technique. The sample selection criteria in this study 
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are tourists who have the intention to buy gift from West Sumatra. The data analysis technique used is 

Scructural Equation Modeling (SEM) analysis. 

SEM analysis is used to determine the effect of the independent variables of product attributes, 

personality and word of mouth on the purchase intention of the product of the gift of typical food of West 

Sumatra.  

 

Result and Discussion 
The purpose of overall measurement model is to analyze the validity and fit models of the three 

latent variables simultaneously. If the overall measurement of this model can meet the requirements of 

convergent validity and model fit then the model can be continued to the next stage of the structural 

model. The results of the overall measurement model as follow: 

 
Figure 1 Overall Measurement Model 

 

Analysis of Variant (R2) or Determination Test is to find out the influence of the independent variable 

on the dependent variable, the value of the coefficient of determination can be shown in the following 

Table: 

 

Table 1 R Square 

Variable R Square R Square Adjusted 

Purchased Intention 0,124 0,116 

 

In this study, it can be seen that R2 purchase intention is 0.124, which means that product, 

personality, and WOM variables explain purchase intention variables at 12.4 %% and the remaining 

87.6% is explained by other extracts outside of the research. 

From processing data with SmartPLS version 3, the results are obtained as in the following table: 
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Table 2 Results of Path Coefficients 

 Original Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Attribute Product -> 

Purchased Intention 
0,302 0,302 0,050 6,036 0,000 

Personality -> Purchased 

Intention 
0,194 0,172 0,098 1,985 0,047 

WOM -> Purchased Intention 0,271 0,260 0,096 2,806 0,005 

 

Based on the table above shows that the results of hypothesis testing based on beta values and p-

value 0.05 (5%) can be concluded that: 

The first hypothesis test results are positive and p-value = 0,000. This shows that attribute products 

have a positive and significant effect on purchase intention. This means that the better the attribute 

product is more influential on purchase intention. In other words, in this study attribute product has an 

influence on purchase intention, so the hypothesis is accepted. 

The second hypothesis test results are positive and p-value = 0.047. This shows that personality has a 

positive and significant effect on purchase intention. This means that the better the personality the more 

influential the purchase intention. In other words, in this study personality gives influence to purchase 

intention, so the hypothesis is accepted. 

The third hypothesis test results are positive and p-value = 0.005. This shows that WOM has a 

positive and significant effect on purchase intention. This means that more often doing WOM is 

increasingly influential on purchase intention. In other words, in this study WOM has an influence on 

purchase intention, so the hypothesis is accepted. 

First, gift of typical West Sumatra food are foods that are familiar to local, domestic and foreign 

tourists. West Sumatra's specialty food products have clear product information, a variety of flavors, 

interesting colors, which are used to distinguish West Sumatra typical food products from other regional 

products. Based on the results of hypothesis testing it is known that product attributes have a significant 

and positive effect on the purchase intention of typical West Sumatra food products. That is, the better 

the attributes of gift products typical of West Sumatra food, the higher the consumer purchase intention 

of gift of typical West Sumatra food products 

Research that is in line with this research is the research conducted by Lee, Cheng, & Shih (2017); 

Safriadi and Hardyaniwati (2017) and Setyanto (2017) who suggest that product attributes of a product 

have a positive influence on the purchase intention of a product such as product information, product 

quality and the price of the product itself. Evanita&Trinanda's (2018) study of the effect of product 

attributes on buying snacks for traditional snacks for adolescents in urban areas in West Sumatra stated 

that the product attributes had a significant effect on the interest in buying traditional snacks for 

teenagers in urban West Sumatra. Companies must always maintain and improve the quality of product 

attributes, both in terms of labeling, packaging, raw materials and the benefits of the product itself 

because it has a very dominant and significant influence. Based on the opinion above it can be concluded 

that product information, product quality and prices included in product attributes affect the purchase 

intention of gift products typical of West Sumatra food. 

Second, Based on the results of the analysis show that personality has a significant and positive effect 

on purchase intention to buy gift from West Sumatra. Where the nature of a person influences him to 

shop. The better a person's personality, the attitude, actions and reactions to decide an action or 

interaction that he will do the better too. The results of this study are in line with the results of research 
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conducted by and Novita &Lubis (2018) and Ghoni&Bodroastuti (2012) personal factors have a positive 

effect on the purchase intention process. And supported by the research of Thu Ha &Gizaw (2014) states 

that personal factors have a positive effect on purchase intention which will lead to an action that is 

making a purchase decision in the selection of products to be purchased. From the explanation above, it 

can be concluded that extraversion, agreement, caution, emotional stability, and openness to new things 

or those related to one's personality can influence the intention to buy gift from West Sumatra. 

And last, Based on the results of the analysis, WOM has a significant and positive effect on the 

purchase intention to shop for gift from West Sumatra. This means that recommendations and 

communications that are carried out directly or through the internet, namely websites, twitter, facebook, 

Instagram have a positive and significant influence on purchase intention. This is unwittingly, WOM 

communication is carried out every day. Activities are often considered free advertising, because 

someone tells the experience of a product. The more often a person receives a positive thing about a 

product, the higher the feeling of wanting to have a product. The importance of WOM is also recognized 

in business as a way to intensify promotion, in general the spread of word of mouth and social media is 

more effective, the impact can be good or bad. WOM is forming products that are suitable for sale and 

consumption for tourists as gift of the most desirable foods as gift products typical of West Sumatra. With 

the existence of WOM this is very helpful for consumers in purchasing. Based on the opinions above, it 

can be concluded that the influence of WOM on the purchase of intrusions of local, domestic and foreign 

tourists is because WOM is the easiest way for tourists to find information about gift from West Sumatra 

as gift from the tourists visiting West Sumatra. The results of this study are in line with the results of the 

research conducted by Rachman and Abadi (2017), Li et al (2017), Yasri&Engriani (2018) and in 

accordance with the theory of Chowtanapanich, and SirionChaipoopirutana (2014) in their research 

entitled "Identifying Factor Influence Purchase of Intention of Non-Blackmores Users "revealed that 

WOM communication had a positive effect on purchase intention. 

 

Conclusions 
Based on the results of the research described in the previous chapter, conclusions can be drawn as 

follows: 

1. Product Attributes have a positive and significant effect on the purchase intention of gift products 

typical of West Sumatra. This means that the more often looking for information about products, 

product quality and prices of gift products typical of West Sumatra food, the more it gives influence 

to the purchase intention of gift products typical of West Sumatra food. 

2. Personality has a positive and significant effect on the purchase intention of gift products typical of 

West Sumatra. This means that the personalities of local, domestic and foreign tourists about their 

feelings, attitudes and actions towards gift products from West Sumatra are an encouragement to 

shop for food gift for their visit to West Sumatra. 

3. WOM has a positive and significant effect on the purchase intention of gift products typical food of 

West Sumatra. This means that the more often seen, heard and recommended both directly from the 

closest person and in the form of EWOM that is encountered by tourists through social media about 

reviews, advertisements or reviews of influencers on gift products typical of West Sumatra, the 

prospective consumer purchase intention becomes higher. 
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