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ANALISA PENGARUH FUNGSI SIKAP SOCIAL-ADJUSTIVE AND 

VALUE-EXPRESSIVE PADA NIAT BELI PRODUK “DUPE” STUDI 

KASUS PORTEE GOODS 

 Vincentcius Setianto 

ABSTRAK 
 

Industri fashion di Indonesia, khususnya pada sektor alas kaki lokal, mengalami 
pertumbuhan yang pesat seiring meningkatnya kepedulian masyarakat terhadap 
fashion sebagai sarana ekspresi diri dan simbol sosial. Namun, pertumbuhan 
tersebut juga memunculkan tantangan bagi merek lokal terkait persepsi konsumen 
terhadap kemiripan desain produk dengan merek global. Fenomena ini dialami oleh 
Portee Goods, merek alas kaki lokal yang produknya kerap dibandingkan dengan 
merek global dan menimbulkan perbedaan sikap konsumen. Kondisi ini 
menunjukkan bahwa niat beli konsumen tidak hanya dipengaruhi oleh aspek 
fungsional produk, tetapi juga oleh faktor psikologis dan sosial. Penelitian ini 
bertujuan untuk menganalisis pengaruh social-adjustive function dan value-
expressive function terhadap purchase intention pada produk Portee Goods, serta 
menguji peran product involvement dan product knowledge sebagai variabel 
moderasi. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 
survei. Responden penelitian adalah konsumen generasi Z yang berdomisili di 
wilayah Jabodetabek, mengetahui merek Portee Goods, namun belum pernah 
melakukan pembelian. Teknik pengambilan sampel yang digunakan adalah 
purposive sampling, dengan jumlah responden sebanyak 104 orang. Data dianalisis 
menggunakan metode Partial Least Squares–Structural Equation Modeling (PLS-
SEM). Hasil penelitian menunjukkan bahwa social-adjustive function berpengaruh 
positif dan signifikan terhadap purchase intention, sedangkan value-expressive 
function berpengaruh negatif dan signifikan terhadap purchase intention. Selain itu, 
product involvement dan product knowledge terbukti melemahkan pengaruh fungsi 
sikap terhadap niat beli konsumen. Implikasi manajerial penelitian ini menekankan 
bahwa Portee Goods sebaiknya memfokuskan strategi pemasaran pada pengelolaan 
persepsi sosial dan simbolik produk, khususnya dengan memposisikan produk 
sebagai simbol penerimaan sosial dan kesiapan profesional bagi konsumen 
Generasi Z. 

 
 

Kata kunci: Value-Expressive Function, Social-Adjustive Function, Product 
Involvement, Product Knowledge, Purchase Intention, Portee Goods.  
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Analysis of the Influence of Social-Adjustive and Value-

Expressive Attitude Functions on Purchase Intention of “Dupe” 

Products: A Case Study of Portee Goods 

 Vincentcius Setianto 
 

ABSTRACT 
 
The fashion industry in Indonesia, particularly in the local footwear sector, has 
experienced significant growth along with increasing public concern for fashion as 
a means of self-expression and social symbolism. However, this growth also 
presents challenges for local brands, especially related to consumer perceptions of 
design similarity with global brands. This phenomenon is experienced by Portee 
Goods, a local footwear brand whose products are frequently compared to global 
brands, resulting in polarized consumer attitudes. This condition indicates that 
purchase intention is influenced not only by functional product attributes but also 
by psychological and social factors. This study aims to analyze the effects of social-
adjustive function and value-expressive function on purchase intention toward 
Portee Goods products, as well as to examine the moderating roles of product 
involvement and product knowledge. This research adopts a quantitative approach 
using a survey method. The respondents consist of Generation Z consumers 
residing in the Greater Jakarta (Jabodetabek) area who are aware of Portee Goods 
but have never purchased its products. The sampling technique employed is 
purposive sampling, with a total of [number of respondents] respondents. Data 
were analyzed using Partial Least Squares–Structural Equation Modeling (PLS-
SEM). The results reveal that the social-adjustive function has a positive and 
significant effect on purchase intention, while the value-expressive function has a 
negative and significant effect on purchase intention. Furthermore, product 
involvement and product knowledge are found to weaken the influence of attitude 
functions on purchase intention. The managerial implications suggest that Portee 
Goods should focus its marketing strategy on managing the social and symbolic 
perceptions of its products, particularly by positioning them as symbols of social 
acceptance and professional readiness among Generation Z consumers. 
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