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PENGARUH ATTITUDE, SUBJECTIVE NORM, DAN PERCEIVED 

BEHAVIOURAL CONTROL, TERHADAP PURCHASE INTENTION YANG 

DIMEDIASI OLEH EMOTIONAL VALUE: TELAAH PADA SOCIAL 

ENTERPRISE DU ANYAM 

 (Syifa Fitriani Khairunisa) 

ABSTRAK 
 

Du Anyam merupakan salah satu social enterprise yang telah memberikan 
kontribusi dalam pencapaian sustainable development goals (SDG) melalui 
penciptaan produk berkualitas tinggi serta pemberdayaan perempuan di 
daerah pedesaan. Namun, perusahaan ini menghadapi beberapa tantangan, 
termasuk memenuhi permintaan konsumen yang beragam, menjaga 
konsistensi kualitas produk, dan memperoleh penerimaan publik terhadap 
produk mereka. Pemahaman konsumen yang kurang memadai mengenai 
produk berkelanjutan juga menjadi tantangan yang perlu dihadapi oleh Du 
Anyam dalam memasarkan produk yang mereka jual. Penelitian ini bertujuan 
untuk mengetahui minat beli konsumen dalam membeli produk dari social 
enterprise seperti Du Anyam. Pendekatan yang digunakan dalam penelitian 
ini adalah studi deskriptif kuantitatif yang mengintegrasikan emotional value 
dengan theory of planned behaviour. Pada penelitian ini, sampel non-
probabilitas diambil dengan menggunakan teknik judgemental sampling. 
Data dikumpulkan dari 160 responden melalui kuesioner yang disebarkan 
secara online, dengan kriteria responden berusia minimal 21 tahun, 
mengetahui produk Du Anyam, mengetahui Du Anyam sebagai social 
enterprise, dan belum pernah melakukan pembelian produk Du Anyam. Hasil 
analisis menggunakan model PLS-SEM menunjukkan bahwa, attitude, 
perceived behavioural control, dan emotional value memiliki pengaruh 
positif terhadap purchase intention, sementara subjective norm memiliki 
dampak tidak langsung terhadap purchase intention melalui mediasi 
emotional value. Kemudian, emotional value juga terbukti memediasi 
hubungan antara attitude dan purchase intention. Namun, emotional value 
tidak ditemukan memiliki efek mediasi pada hubungan perceived 
behavioural control dengan purchase intention. 
 

Kata kunci: social enterprise, purchase intention, emotional value, 
perceived behavioural control, subjective norm, attitude  
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THE INFLUENCE OF ATTITUDE, SUBJECTIVE NORM, AND 

PERCEIVED BEHAVIORAL CONTROL ON PURCHASE 

INTENTION MEDIATED BY EMOTIONAL VALUE: A STUDY 

ON THE SOCIAL ENTERPRISE DU ANYAM 

 (Syifa Fitriani Khairunisa) 

 

ABSTRACT (English) 
 

Du Anyam is one of the social enterprises that has contributed to achieving 
sustainable development goals (SDGs) by creating high-quality products and 
empowering women in rural areas. However, the company faces several 
challenges, including meeting diverse consumer demands, maintaining 
product quality consistency, and gaining public acceptance for its products. 
Inadequate consumer understanding of sustainable products is also a 
challenge that Du Anyam must address in marketing their products. This 
research aims to understand consumer purchasing interest in buying 
products from social enterprises like Du Anyam. The approach used in this 
study is quantitative descriptive research that integrates emotional value with 
the theory of planned behavior. In this research, a non-probability sample 
was taken using a judgmental sampling technique. Data was collected from 
160 respondents through an online questionnaire, with the criteria that 
respondents were at least 21 years old, familiar with the product Du Anyam, 
aware of Du Anyam as a social enterprise, and had not previously purchased 
Du Anyam products. The analysis results using the PLS-SEM model indicate 
that attitude, perceived behavioral control, and emotional value have a 
positive influence on purchase intention, while subjective norm indirectly 
impacts purchase intention through the mediation of emotional value 
Additionally, the emotional value was found to mediate the relationship 
between attitude and purchase intention However, the emotional value was 
not found to have a mediating effect on the relationship between perceived 
behavioral control and purchase intention.  
 

Keywords: social enterprise, purchase intention, emotional value, perceived 
behavioural control, subjective norm, attitude  
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