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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. Uniqlo 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 Uniqlo. Uniqlo 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 Uniqlo, 

mengetahui Uniqlo 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. Uniqlo 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 

Uniqlo. Uniqlo 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 Uniqlo brand, know Uniqlo 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. 
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