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ABSTRAK

H&M dikenal sebagai perusahaan industri fashion di
Surabaya yang memprioritaskan inovasi baru di setiap
produknya guna menarik purchase intention dari calon
pelanggan. Purchase Intention pada industri fashion dapat
dipengaruhi oleh beberapa faktor yaitu acceptability,
affordability, accessibility, —awareness dan consumer
innovativeness. Data dalam penelitian ini menggunakan data
primer dengan melakukan survey kuesioner kepada calon
pelanggan H&M di Surabaya. Teknik pengambilan sampel
menggunakan purposive sampling sebanyak 180 responden.
Teknik analisi data yang digunakan dalam penelitian ini adalah
analisis kuantitatif dengan rancang analisis yang digunakan
dengan metode persamaan structural atau SEM

Penelitian ini membuktikan bahwa acceptability
berpengaruh signifikan terhadap consumer innovativeness pada
calon pelanggan H&M di Surabaya. Affordability, accessibility
dan awareness tidak berpengaruh signifikan terhadap consumer
innovativeness pada calon pelanggan H&M di Surabaya.
Consumer innovativeness, accessibility dan awareness
berpengaruh signifikan terhadap purchase intention pada calon
konsumen H&M di Surabaya. Acceptability dan awareness
berpengaruh signifikan terhadap purchase intention pada calon
pelanggan H&M di Surabaya

Kata kunci: acceptability, affordability, accessibilty,
awareness, consumer innovativeness, purchase
intention.
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ABSTRACT

H&M is known as a fashion industry company in
Surabaya which prioritize new inovasions in each product to
attract customers to purchase. Purchase intention in fashion
industry can be affected by several factors which is
acceptability, affordability, accessibility, awareness and
consumer innovativeness. Data used in this research are
primary data which is collected from questionnaires that is
applied to H&M prospective customers. The sampling
technique used is purposive sampling. The samples are given to
180 respondent. The analysis method in quantitative method by
Structural Equation Modeling.

This research approved that acceptability have
significant effect toward consumer innovativeness in
prospective customers in H&M Surabaya. Affordability,
accessibility and awareness do not have significant effect
toward consumer innovativeness in prospective customers in
H&M Surabaya. Consumer innovativeness, acceptability and
awareness have significant effect toward purchase intention in
prospective customers in H&M Surabaya. Acceptability and
awareness have significant effect toward purchase intention in
prospective customers in H&M Surabaya.

Keyword: acceptability, affordability, accessibilty, awareness,
consumer innovativeness, purchase intention.
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