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ABSTRAK 

Seiring dengan perkembangan zaman, pakaian berubah fungsi dari suatu produk 

kebutuhan primer, menjadi sekunder, bahkan beberapa produk pakaian tergolong 

sebagai produk tersier. Jeans merupakan salah satu produk fashion yang tidak 

lekang oleh waktu, dan digemari oleh hampir seluruh kalangan. Hal ini memicu 

lahirnya tren Japanese denim. Tren tersebut terjadi secara global dan pesat, 

Indonesia merupakan salah satu Negara yang menyambut Japanese denim dengan 

baik. 

Penelitian ini bertujuan untuk menguji hubungan kausal antara cultural openness, 

need to differentiate, esthetic value, emotional value, attitude, e-word of mouth, 

dan purchase intention terhadap merek Samurai jeans di antara konsumen 

Indonesia. 

Penelitian ini menggunakan desain riset deskriptif dengan metode Non-

Probability Sampling dengan teknik Judgemental Sampling. Data dikumpulkan 

menggunakan kuisioner yang didapat dari 180 responden. 

Penelitian ini menemukan bahwa cultural openness dan need to differentiate 

konsumen Indonesia berpengaruh positif terhadap esthetic value dan emotional 

value. Emotional value berpengaruh positif terhadap attitude, sedangkan esthetic 

value berpengaruh negatif terhadap attitude, dan attitude meningkatkan e-word of 

mouth dan purchase intention.  

Penelitian ini terbatas pada anggota forum darahkubiru, dan terbatas pada salah 

satu merek pakaian yang berasal dari Jepang (Samurai Jeans). 

 

Kata Kunci: Cultural Openness, Need to Differentiate, Esthetic Value, Emotional 

Value, Attitude, e-Word of Mouth, Purchase Intention, Samurai Jeans, Denim, 

Japan 

Analisis Pengaruh..., Liem Hu Sen, FB UMN, 2015



vi 
 

ABSTRACT 

 

Along with the times, the clothes change the function of a product of primary 

necessity, become secondary, even some clothing products classified as tertiary 

product. Jeans is one of fashion products are not timeless, and loved by almost all 

circles. This fueled the trend of Japanese denim. The trend is happening globally 

and rapidly, Indonesia is one country that welcomes Japanese denim well. 

This study aims to examine the causal relationship between cultural openness, 

need to differentiate, esthetic value, emotional value, attitude, e-word of mouth, 

and purchase intention toward Samurai jeans brand among consumers in 

Indonesia. 

This study used a descriptive research design with Non-Probability Sampling 

method with judgmental sampling technique. Data were collected using a 

questionnaire from 180 respondents. 

 

This study found that Indonesian consumers’ cultural openness and need to 

differentiate was positively related to esthetic value and emotional value. 

Emotional value was positevely related to attitude, whereas esthetic value was 

negatively related to attitude. Favorable attitude increased e-word of mouth and 

purchase intention.  

This study was limited to Darahkubiru forum members, and to one Japanese 

apparel brand (Samurai Jeans). 

Keywords: Cultural Openness, Need to Differentiate, Esthetic Value, Emotional 

Value, Attitude, e-Word of Mouth, Purchase Intention, Samurai Jeans, Denim, 

Japan  
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