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ABSTRAK

Industri fashion merupakan industri paling berpolusi kedua di dunia
merujuk pada UN Conference of Trade and Development (UNCTAD), ini
dikarenakan industri fashion selama proses produksi hingga sampai kepada end-
user menyumbang banyak dampak negatif kepada alam. Uniglo merupakan salah
satu yang disebut sebagai fast fashion, yang didefinisikan sebagai model rantai
pasok pakaian yang bertujuan untuk cepat beradaptasi dengan gaya pakaian terbaru
dengan sering mengubah produk yang ditawarkan oleh retailer, merek fast fashion
dipandang tidak ramah lingkungan karena sifatnya sendiri, ada banyak masalah dari
tren fast fashion. Bersamaan dengan itu, konsumen semakin sadar dengan
kekhawatiran mereka terhadap alam, sehingga menuntut banyak perusahaan untuk
mulai beralih ke ramah lingkungan, salah satu perusahaan yang juga khawatir dan
mendengat kekhawatiran masyarakat adalah Uniglo. Uniglo sebagai industri fast
fashion berkomitmen untuk senantiasa berinovasi dan lebih mengutamakan bahan
baku, dan proses produksi yang minim dampak terhadap lingkungan. Fenomena
tersebut menjadi perhatian bagi peneliti apakah terdapat pengaruh jika sebuah
industri fast fashion beralih pada kegiatan ramah lingkungan.

Penelitian ini menggunakan metode kuantitatif melalui penyebaran
kuesioner online yang ditujukan kepada responden Berusia 18-41 tahun, termasuk
dalam generasi Millenial yang disebut sebagai Eco Hero, berdomisili di
JABODETABEK, mengetahui ciri-ciri fast fashion, mengetahui brand Uniglo,
mengetahui Uniglo memiliki program Corporate Social Responsibility, belum
pernah membeli series Doraemon Sustainable Mode. Penelitian menggunakan 135
sampel, terdapat 6 hipotesis dengan menggunakan Structural Equation Model
(SEM) melalui aplikasi Lisrel 8.8. Pada penelitian ini ditemukan bahwa terdapat
hubungan positif antara Social Responsibility terhadap General Attitude, Trust
terhadap Purchase Intention, dan Perceived Consumer Effectiveness terhadap

Purchase Intention.

Kata kunci: Tanggung Jawab Sosial, Kepercayaan, Sikap Umum, Efektivitas

Konsumen yang Dirasakan, Niat Membeli.
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ABSTRACT

The fashion industry is the second most polluting industry in the world
referring to the UN Conference of Trade and Development (UNCTAD), this is
because the fashion industry during the production process up to the end-users
contributes many negative impacts to nature. Uniglo is one of the so-called fast
fashion, which is defined as a clothing supply chain model that aims to quickly
adapt to the latest clothing styles by frequently changing the products offered by
retailers, fast fashion brands are seen as not environmentally friendly because of
their own nature, there are many problems from fast fashion trend. At the same
time, consumers are increasingly aware of their concerns for nature, thus
demanding that many companies begin to switch to being environmentally friendly,
one of the companies that is also concerned and hears the people's concerns is
Uniglo. Uniglo as the fast fashion industry is committed to always innovating and
prioritizing raw materials and production processes that have minimal impact on
the environment. This phenomenon is a concern for researchers whether there is
an influence if a fast fashion industry switches to environmentally friendly
activities.

This study uses a quantitative method through the distribution of online
questionnaires aimed at respondents aged 18-41 years, including the Millennial
generation who are referred to as Eco Hero, domiciled in JABODETABEK, know
the characteristics of fast fashion, know the Uniglo brand, know Uniglo has a
Corporate Social program Responsibility, never bought the Doraemon Sustainable
Mode series. The study used 135 samples, there were 6 hypotheses using the
Structural Equation Model (SEM) via the Lisrel 8.8 application. In this study it was
found that there is a positive relationship between Social Responsibility on General
Attitude, Trust on Purchase Intention, and Perceived Consumer Effectiveness on

Purchase Intention.

Keywords: Social Responsibility, Trust, General Attitude, Perceived Consumer

Effectiveness, Purchase Intention.



DAFTAR ISI

HALAMAN PERNYATAAN TIDAK PLAGIAT ..ot iii
HALAMAN PENGESAHAN........oiittiieie ettt sa e s snesnesna b eneeneeee s iv
HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK
KEPENTINGAN AKADEMIS ..ottt sre s esaenaesaessesnessessessesnaenens v
KATA PENGANTAR L.ttt sttt sbe s nse b st sbeabesbeanaanaeneenes Vi
ABSTRACT ..ottt ettt b et bt bbbt e bt e bt e st et et eb e e b e bt n b e e b e e be et e e et IX
DAFTAR ISL. ...ttt ettt beabeaneanaana e s et e stesbesbeanaaneeneas X
DAFTAR TABEL ..ottt ettt st sbe st nreane e Xii
DAFTAR GAMBAR ..ottt sttt sttt Xiii
DAFTAR LAMPIRAN ...ttt ettt stesneana e asaanaeaesnessesnesneanesnens XV
BAB | PENDAHULUAN ..ottt se st snessesnesnens 1
1.1 Latar Belakang Penelitian ............cccccveviiiiiiieiicie e 1
1.2 Rumusan Masalah dan Pertanyaan Penelitian............ccccoceveiiiininnnnns 16
1.3 Tujuan Penelitian...........cccoviieiiiiiiiciecie et 19
1.4 Manfaat PeNeIILIAN........c.ccviiieiieie et 19
1.5  Batasan Penelitian ......ccceoeiieiieieiiesieesie e 20
1.6 Sistematika PENUIISAN..........c.ccveiiiiiiiicie e 21
BAB Il LANDASAN TEORI ..ot 23
2.1 TINJAUAN TEOM c.veviiiiiieiieiete ettt 23
2.1.1  Social RepoONSIDIHILY ........ccveiveeiiiieiiciie e 23
2.1.2  Marketing Plan .........cccvoouiiiiie it 25
2.1.3  Social ReponSiDIILY .........ccooiiiiiiiiiiiei e 26
SR  Trust JERE..... D . NN SN DR ... DR .. ... B 28
2.1.5  (General) AttItUAE ........coeiiieiieiiece e 29
2.1.6  Perceived Consumer EffeCtiVENESS .........cccccverviieeiieriesieieenie e 30
2.1.7  Purchase INtention..........cccoceeieiiiiiiieeie e 31

2.2 Hipotesis Penelitian ..........ccooiveiiiiiie i 33
2.3 Model Penelitian.........ccooveiiiiiiiiini e ciiie i 39
2.4 Penelitian Terdahulu.......ccocooeiiiin e 39
BAB IIl METODOLOGI PENELITIAN ....ooiiiiiiiiiiesesesieiee e 47
3.1  Gambaran Umum Objek Penelitian ..........ccocooeviiiienininieiec i 47
3.2 Desain Penelitian ..........cocveiviieiiesieie e 51
3.3 Populasi dan SAmMPIE.......cccueiiiiiiieiiieiiiie e e 55



3.4 Prosedur Penelitian ..cccoooe oo 58

3.5  Identifikasi Variabel Penelitian ...........cccoveeeiieeiiiiiee e 60
3.6 Operasionalisasi Variabel................ccccooveiiiiiic i, 61
3.7 UJEINSIIUMEN ..ttt 69
371 UJEVAHAITAS ...t e 69
3.7.2.  UjJi REHADITAS ....veevveiieeie ettt e e 71
3.7.3.  Metode Analisa Data dengan Structural Equation Model (SEM) .. 71
3.7.3.1 Tahapan Prosedur Structural Equation Model (SEM)................. 72
3.7.3.2 Pengukuran Kecocokan Keseluruhan Model ..............c.cccoeenee.. 73
3.7.3.3 Kecocokan Model Pengukuran (Measurement Model Fit) ......... 74
3.7.34 Kecocokan Model Struktural (Structural Model Fit).................. 74
3.7.4.  Koefisien Determinasi (R?) .........ccovovvveveeeesieieesesssesesessssssssenenes 77
3.7.5.  Model Pengukuran (Measurement Model)...........cccoeviniiininennnn 78

3.8 Model Keseluruhan Penelitian (Path Diagram)..........ccccceevrenenennnnnn 81
BAB IV ANALISIS DAN PEMBAHASAN ......ccocooiitiiiiiiaieie e 82
4.1  Deskripsi Hasil Penelitian .........ccociviiiiiiiiiiiiiciiseseeeie e 82
4.2  Karakteristik RESPONTEN .........ccoiiiiiiiiiieie ettt 82
4.3 Analisisis DeSKIIPLif.........cccoiiiiiii i 84
4.4 UJE HIPOTESIS . ..cviieiiieieiiieiesie sttt 92
4.5  Hasil Analisa Data Structural Equation Model (SEM)..........cccocevenee. 95
R O T o 10T ] (=T [ RSO SSSPSN 105
4.7  Implikasi Manajerial...........ccovoeiiiiiieeee e 110
BAB YV SIMPULAN DAN SARAN ..ot iesaeaesie e areans 121
5.1 KESIMPUIAN ...ttt sr e e e sr e et enraenne s 121
SEEEEran............ JESSS ... SSUEEN . NERR ... SESE BNRE ... SEEEE NN ... B 122
DAFTAR PUSTAKA ..ottt ettt e steste st et aanaenaeaesaesaesneanasseanaanes 126
LAMPIRAN ... ottt s e bbbt eane e s et eseenbesteabeabeaneanes 134
PPT HaSil UjJi Pre-TESt .......eciiiitiiiie et sttt ne e 134
KUESTSNERST .. .= = . . .%w w . ..... %W 142
HASIL GOODNESS OF FIT ..coiiiiiiieiesteeeiee e 147
FORMULIR KONSULTASI SKRIPSI PRODI MANAJEMEN ................... 150
HASIL TURNITIN Lo.ooir et 155
JURNAL UTAMA L ettt sn e ts et bt snesraans 157

Xi



DAFTAR TABEL

Table 2 1 Penelitian Terdahulu ............c.ooveiiiiiieiice e 40
Table 3 1 Tabel Operasional Variabel ... 62
Table 3 2 Tabel Ukuran Validitas dan Nilai Diisyaratkan..............ccccccccvviervennene. 70
Table 33 GO0UNESS OF Fil.......coiuiiiiiiiiie ettt ae e sreenae s sraeee s 73
Table 4 1 Tabel Interval Kelas ... e 84
Table 4 2 Tanggapan Responden Terhadap Variabel Social Responsibility ........ 85
Table 4 3 Tanggapan Responden Terhadap Variabel Trust..........cccccooveviveiiennnene. 86
Table 4 4 Tanggapan Responden Terhadap Variabel General Attitude ............... 88
Table 4 5 Tanggapan Responden Terhadap Variabel Perceived Consumer

ETRCTIVENESS ..ttt bbb bbb 89
Table 4 6 Tanggapan Responden Terhadap Variabel Purchase Intention ............ 91
Table 4 7 Uji Validitas Pre-TeSL......ccvoiueiieiicie ettt nae e e sne e 92
Table 4 8 Uji Reliabilitas Pre-TeSt......ccueiiueiieieiienieeieseesieenie e sieenie e sreeneeeneenns 94
Table 4 9 Analisa Kecocokan Model ...........ccooeiiiiiiieiiiiiisienienese e 95
Table 4 10 Uji Validitas Keseluruhan Indikator Measurement Model.................. 98
Table 4 11 Perhitungan Uji Reliabilitas Keseluruhan Indikator ........................... 99
Table 4 12 Uji Reliabilitas Keseluruhan Indikator Measurement Model ........... 100
Table 4 13 Hasil Kecocokan Goodness Of Fit...........cccocviirieirinnennneneieiesceiens 101
Table 4 14 Hasil T-Value Structural Model.............cccoooviiiiieiiiecee 103

xii



DAFTAR GAMBAR

Gambar 1 1 Peta Area Dampak Keanekaragaman Hayati ..............cccccceevveiinennene. 2
Gambar 1 2 Webinar Cotton Day 2020............cccoeiierenenienininieiieee e 3
Gambar 1 3 Eco Fashion Week Indonesia 2018 .........cccooeieiinenieeiinenencnesienians 4
Gambar 1 4 Pencemaran Sungai Tullahan (Filipina) dari berbagai industri
termasuk industri tekstil dan PEWAINA.........cccccueiieiieiieieese e 6
Gambar 1 5 Fashion Production Schedule ... 7
Gambar 1 6 Hasil Pengumpulan Data Terkait Sustainable Product ....................... 9
Gambar 1 7 Hasil Pengumpulan Data Terkait Sustainable Product ....................... 9
Gambar 1 8 Hasil Pengumpulan Data Terkait Sustainable Product ....................... 9
Gambar 1 9 Hasil Pengumpulan Data Terkait Sustainable Product ..................... 10
Gambar 1 10 Hasil Pengumpulan Data Terkait Sustainable Product ................... 10
Gambar 1 11 Hasil Pengumpulan Data Terkait Sustainable Product ................... 11
Gambar 1 12 Hasil Pengumpulan Data Terkait Sustainable Product ................... 11
Gambar 1 13 Most Popular Fast Fashion brands in Japan ............ccccocoevininnnen. 13
Gambar 1 14 Brand Ambassador Uniglo Doraemon Sustainability Mode........... 14
Gambar 1 15 Rak Doraemon Sustainability Mode di Uniglo AEON MALL BSD
01T SRS PPN 15
Gambar 1 16 Rak Doraemon Sustainability Mode di Uniglo Lippo Mall Puri .... 15
Gambar 1 17 Produk Doraemon Sustainability Mode.............cccccveveiiveieciecnnee. 16
Gambar 2 1 the Pyramid of Corporate Social Responsibility..............cccccccee... 23
Gambar 2 2 Model Penelitian ............cccooveiiiiiiieiicc e 39
Gambar 3 1 Logo UNIQIO ......ooeiiiiiiiiie e 47
Gambar 3 2 Jeans Laser Finishing Technology Uniglo...........ccccoveviiicieieinnne. 48
Gambar 3 3 Ozon Gas & Nanobubble Wash ... 48
Gambar 3 4 Recycled Product Uniglo ..........ccceiieiiiiiiiececc e 49
Gambar 3 5 Proses PET Bottle Recycle Uniglo..........ccooviiiiiiiiiiiiiicicicie 50
Gambar 3 6 Koleksi Doraemon Sustainability Mode...........cccocccvveieiieiecciieee. 50
Gambar 3 7 a Classification of Marketing Research Design ........c...ccoocevvriiinnen. 52
Gambar 3 8 Sampling DeSigN PrOCESS.........ccccviieieeieeiieecieeiieseesre e essrae e 55
Gambar 3 9 Variabel EKSOGEN ........ccuiiiiiiiiiiiiiiesiese et 60
Gambar 3 10 Variabel ENdOQGEN.........cceoviiiiiie ettt 61
Gambar 3 11 Structural Equations Modeling OVEIVIEW..........ccccceoeieieniniiinnn. 72
Gambar 3 12 Tahapan Uji HIPOtESIS.....ccoueiieieiicie et eie s s 75
Gambar 3 13 Tipe Kesalahan Uji HIPOTESIS..........ccueiiiiiiiniieicieie e 76
Gambar 3 14 ONe-Talled TeSt.......viieiiieieieierie it st sreeneas 77
Gambar 3 15 Measurement Variable Social Responsibility ...........ccccocviiininnen. 78
Gambar 3 16 Measurement Variable TruSt.........ccccoviiiiiiiiiieeee e 78
Gambar 3 17 Measurement Variable General Attitude...........cccoceoevieiiincnciiinnen. 79
Gambar 3 18 Measurement Variable Perceived Consumer Effectiveness............ 79
Gambar 3 19 Measurement Variable Purchase Intention ..........ccccccveeiiiiiinnnnns 80
Gambar 3 20 Path DIAgram...........ccoieiieiie i sre e e aaes 81
Gambar 4 1 Profil Responden Berdasarkan Usia............ccccceevieiiiiiiiciie i, 82
Gambar 4 2 Profil Responden Berdasarkan DOmisili...........ccoooveiiienencicniinnins 83

xiii



Gambar 4 3 Profil Responden Berdasarkan Domisili............c.ccocveviiiniienncinnne. 83

Gambar 4 4 Measurement Model Path Diagram Standard Solution..................... 96
Gambar 4 5 Measurement Model Path Diagram T-Values................cccccocvvinnnnn. 97
Gambar 4 6 Path Diagram T-Value Structural Model .............ccccocovveiiiiinennnns 102
Gambar 4 7 Path Diagram Estimate Structural Model.............ccccocoviviriiiinnnns 102
Gambar 4 8 Meningkatkan Attitude dengan Cognitive dan Affective Konsumen
............................................................................................................................. 111
Gambar 4 9 Meningkatkan Attitude dengan Digital Signage.............cccocvevvennnne 112
Gambar 4 10 Design Digital SIgNage..........ccerueiiiiiiiiiiisieieiiesiese e 113
Gambar 4 11 Meningkatkan Trust dengan Barcode Pada Price Tag .................. 114
Gambar 4 12 Design Signage pada RaK.............ccoeiiiiiiiinieieese e 114
Gambar 4 13 Meningkatkan Trust dengan Signage pada Rak Pakaian .............. 115
Gambar 4 14 Meningkatkan Trust pada Digital SIgNage..........ccoceeererererennnne. 115
Gambar 4 15 Meningkatkan Perceived Consumer Effectiveness dengan Reverse
Vending MaCKINE ..o s 117
Gambar 4 16 Meningkatkan Perceived Consumer Effectiveness dengan Tools
SOCIAI MBAIA. ....evee ettt e e e ste e e aneenbeaneearaesneanneanaeanaensens 118
Gambar 4 17 Meningkatkan Perceived Consumer Effectiveness dengan Campaign
............................................................................................................................. 119

Xiv



DAFTAR LAMPIRAN

PPT HaSH UjJi PrE-TEST ....c.eeveiiiiiiiiiiiiiiie et 133
KUESIONER ..ottt 141
HASIL GOODNESS OF FIT ..ottt 146
FORMULIR KONSULTASI SKRIPSI PRODI MANAJEMEN ................... 149
HASIL TURNITIN oo 154
JURNAL UTAMA Lttt bbbttt n e abe bbb 156

XV



