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 Pengaruh Corporate Social Responsibility terhadap Purchase 

Intention dengan Mediasi General Attitude, Trust, dan Perceived 

Consumer Effectiveness pada Brand ZARA 

 (Nicholas Carlos Ricardo) 

ABSTRAK 

 

Fast fashion adalah konsep bisnis yang memproduksi produk fashion secara 

cepat dan murah untuk memenuhi permintaan pasar yang terus berubah. 

Konsep ini memungkinkan produsen untuk menghasilkan produk dalam 

jumlah besar dengan biaya produksi rendah, sehingga dapat dibeli dengan 

harga terjangkau oleh konsumen. Namun, dampak lingkungan dari industri 

fashion dan pakaian semakin meningkat, terutama karena fenomena fast 

fashion yang semakin menjadi gaya hidup. Industri ini menyumbang secara 

signifikan pada emisi karbon global dan pembuangan limbah tekstil. 

Meskipun demikian, terdapat kontroversi terhadap konsep bisnis fast fashion 

yang diterapkan oleh Zara dan merek-merek fast fashion lainnya, yang 

menimbulkan kekhawatiran tentang dampak lingkungan yang 

ditimbulkannya. 

Penelitian ini menggunakan pendekatan deskriptif dengan survei daring 

menggunakan Google Form. Responden adalah pria dan wanita generasi Eco 

Hero (Gen Z dan Millenial) berumur 18 – 44 tahun di JABODETABEK dan 

kota-kota besar lainnya yang memiliki toko offline ZARA pada tahun 2024. 

Setelah pre-test dan proses screening, data dari 148 responden dianalisis 

menggunakan aplikasi SMART PLS 4. Temuan penelitian menunjukkan 

hubungan positif antara Corporate Social Responsibility dan General 

Attitude, Trust dan Purchase Intention, serta Perceived Consumer 

Effectiveness dan Purchase Intention 

 

Kata kunci: Dampak Lingkungan, Fast Fashion, Merek, Produksi 
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The Influence of Corporate Social Responsibility on Purchase 

Intention with Mediation of General Attitude, Trust, and Perceived 

Consumer Effectiveness on the Brand ZARA 

 (Nicholas Carlos Ricardo) 

ABSTRACT (English) 

 

Fast fashion is a business concept that produces fashion products quickly 

and affordably to meet the ever-changing market demand. This concept 

enables manufacturers to produce large quantities of products at low 

production costs, making them affordable for consumers. However, the 

environmental impact of the fashion and clothing industry is increasing, 

especially due to the fast fashion phenomenon that is becoming more of a 

lifestyle. This industry significantly contributes to global carbon emissions 

and textile waste disposal. Nevertheless, there is controversy surrounding the 

fast fashion business concept employed by Zara and other fast fashion brands, 

raising concerns about its environmental impact. 

This study adopts a descriptive approach with an online survey using 

Google Form. Respondents are men and women from the Eco Hero 

generation (Gen Z and Millennials) aged 18 – 44 in the JABODETABEK area 

and other major cities with offline ZARA stores in 2024. After pre-testing and 

screening, data from 148 respondents were analyzed using the SMART PLS 

4 application. The research findings indicate a positive relationship between 

Social Responsibility and General Attitude, Trust and Purchase Intention, as 

well as Perceived Consumer Effectiveness and Purchase Intention. 

 

Keywords: Brand, Environmental Impact, Fast Fashion, Production 
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