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Maria Stephany 

 
ABSTRAK 

 

 
Slow Fashion merupakan trend fashion yang mengusung tema peduli 

lingkungan. Hal itu dirasa perlu ditengah peningkatan budaya konsumsi 

namun pada saat yang bersamaan timbul kesadaran untuk menjaga ekosistem 

lingkungan hidup. Penelitian ini dimaksudkan untuk menganalisis perilaku 

dan sikap masyarakat konsuntif terhadap kesadaran lingkungan. Penelitian ini 

menggunakan metode SEM-PLS dengan Brand Sejauh Mata Memandang 

sebagai objek yang akan diteliti. Variabel yang digunakan ialah, attitude, 

subjective norms, preceive behavior control, willingness to pay premium, 

enviromental knowledge dan preceive effectiveness costumer terhadap 

purchase intention. Hasil penelitian meunjukan bahwa terdapat dua variabel 

yang berpengaruh positif terhadap purchase intention yaitu enviromental 

knowledge dan preceive effectiveness costumer. 

 
 

Kata kunci: Slow Fashion, Perilaku dan Sikap, SEM-PLS 
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ABSTRACT 

 

 
Slow Fashion is a fashion trend that carries the theme of environmental care. 

This is deemed necessary in the midst of increasing consumptionculture but at 

the same time there is awareness to protect the environmental ecosystem. This 

research is intended to analyze the behavior and attitude of the consumer 

towards environmental awareness. This study uses the SEM- PLS method with 

Brands Sejauh Mata Memandang as the object to bestudied. The variables 

used are attitude, subjective norms, perceived behavior control, willingness to 

pay premium, environmental knowledge and perceived effectiveness of the 

customer on purchase intention. The results of the study show that there are 

two variables that have a positive effect on purchase intention, namely 

environmental knowledge and perceived effectiveness of the customer. 

Keywords: Slow Fashion, behavior and attitude, SEM-PLS 
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