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ABSTRAK 

 

 

Pertumbuhan industri fashion global yang pesat turut menyumbang 

kerusakan lingkungan, mulai dari limbah tekstil hingga emisi mikroplastik. 

Di Indonesia, kondisi ini mendorong munculnya konsep fashion 

berkelanjutan, termasuk merek lokal seperti Sare Studio yang menggunakan 

bahan alami dan proses produksi yang ramah lingkungan. Namun, meskipun 

telah dikenal sebagai merek berkelanjutan, banyak konsumen yang belum 

memiliki niat beli yang tinggi terhadap produk ini. Penelitian ini bertujuan 

untuk mengidentifikasi faktor-faktor yang mempengaruhi purchase intention 

(niat beli) konsumen terhadap produk dari Sare Studio. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode penelitian konklusif tipe 

deskriptif, serta pengolahan data dilakukan menggunakan perangkat lunak 

SmartPLS 4.0. Variabel yang diuji dalam penelitian ini meliputi Green 

Perceived Value, Green Perceived Quality, Perceived Price, Social Influence, 

Product Design, Environmental Concern, Environmental Knowledge, serta 

Product Attitude. Hasil penelitian menunjukkan bahwa sebagian besar 

variabel tersebut berpengaruh positif terhadap Product Attitude, dan Product 

Attitude secara signifikan mempengaruhi Purchase Intention. Dengan 

demikian, dapat disimpulkan bahwa sikap konsumen terhadap produk 

memainkan peran penting dalam meningkatkan niat beli terhadap produk 

fashion berkelanjutan. Temuan ini memberikan implikasi strategis bagi 

merek seperti Sare Studio dalam menyusun pendekatan edukatif dan 

komunikatif untuk meningkatkan kesadaran serta ketertarikan konsumen 

terhadap produk yang ramah lingkungan. 

 

Kata kunci: Green Perceived Value, Niat Beli, Sare Studio, Sikap terhadap 

Produk, Sustainable Fashion. 
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ABSTRACT 

 

 

The rapid growth of the global fashion industry has contributed to 

environmental damage, ranging from textile waste to microplastic emissions. 

In Indonesia, this situation has encouraged the rise of Sustainable Fashion, 

including local mereks like Sare Studio that use natural materials and 

environmentally friendly production processes. However, even though Sare 

Studio is known as a sustainable merek, many consumers still show low 

purchase intention toward its products. This study aims to identify the factors 

that influence consumers' purchase intention for Sare Studio products. A 

quantitative approach was used with a conclusive descriptive research 

design, and data was processed using SmartPLS 4.0. The variables tested in 

this study include Green Perceived Value, Green Perceived Quality, 

Perceived Price, Social Influence, Product Design, Environmental Concern, 

Environmental Knowledge, and Product Attitude. The results show that most 

of these variables have a positive influence on Product Attitude, and Product 

Attitude significantly affects Purchase Intention. It can be concluded that 

consumers' attitudes toward the product play a key role in increasing their 

intention to purchase Sustainable Fashion. These findings offer strategic 

insights for mereks like Sare Studio to develop educational and 

communication strategies that raise consumer awareness and interest in 

environmentally friendly products.. 

 

Keywords: Green Perceived Value, Product Attitude, Purchase Intention, 

Sare Studio, Sustainable Fashion 
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