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Analisis Faktor-Faktor yang Mempengaruhi
Attitude dan Repurchase Intention
Produk Luxury Fashion
(Studi Pada Konsumen Zara Di Surabaya)

ABSTRAK

Bagi pecinta fashion, Zara merupakan salah satu merek yang sangat
familiar. Zara merupakan produk fashion yang berasal dari Spanyol dan
mulai memasuki pasar Indonesia melalui PT Mitra Adiperkasa tbk. sejak
tahun 1975.

Penelitian ini bertujuan untuk menganalisis faktor-faktor yang
mempengaruhi attitude dan repurchase intention produk-produk fashion
yang diluncurkan oleh Zara. Penelitian ini mengambil 147 responden yang
berdomisili di Surabaya secbagai sampel. Teknik analisis data yang
digunakan adalah Structural Equation Modeling (SEM) dan menggunakan
program LISREL. Teknik sampling yang digunakan adalah sampling
nonprobability, dengan purposive sampling.

Hasil penelitian ini membuktikan bahwa brand consciousness;
materialism, social comparison, fashion innovativeness dan fashion
involvement berpengaruh positif terhadap atfifude pelanggan Zara. Di
samping itu, hasil penelitian ini juga membuktikan bahwa Attitude
pelanggan Zara berpengaruh positif terhadap repurchase intention
pelanggan Zara di Surabaya.

Kata Kunci: Brand consciousness, Materialism, Social Comparison,

Fashion innovativeness, Fashion Involvement, Attitude dan
Repurchase Intention.
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Analysis of Factors Affecting Attitude and Repurchase Intention
of Luxury Fashion Products
(Study Consumer on Zara In Surabaya)

ABSTRACT

For fashion lovers, Zara is one of the most familiar brands. Zara is a
fashion product originating from Spain and began to enter the Indonesian
market through PT Mitra Adiperkasa tbk. Since 1975

This study aims to investigate factors affecting attitude and
repurchase intention on fashion products launched by Zara. This study took
147 respondents who are domiciled in Surabaya as a sample. Data analysis
techniques used are Structural Equation Modeling (SEM) and use LISREL
program. The sampling technique used is nonprobability sampling, by
purposive sampling.

The results of this research prove that brand consciousness;
materialism, social comparison, fashion innovativeness, fashion
involvement have positive impact on Zara's customers attitude. Beside that,
the result of this study also proves that customer attitude to Zara has a
positive impact on their repurchase intention on Zara in Surabaya.

Keywords: Brand consciousness, Materialism, Social Comparison,
Fashion innovativeness, Fashion Involvement, Attitude and
Repurchase Intention.
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