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ABSTRAK 
 

Latar belakang penelitian ini berangkat dari fenomena fast fashion 
yang semakin diminati generasi muda, khususnya yang sadar akan 
penampilan. Dengan menggunakan teori Stimulus – Organism - Response 
(SOR), penelitian ini bertujuan untuk menganalisis pengaruh fashion 
consciousness terhadap purchase intention melalui mediasi clothing interest dan 
attitude pada produk hoodie Vandka. Metode penelitian yang digunakan 
adalah kuantitatif dengan survey yang disebarkan melalui google form. 
Variabel yang diteliti mencakup variabel eksogen yaitu fashion 
consciousness, variable mediasi yaitu clothing interest dan attitude, serta 
variabel endogen yaitu purchase intention. Sampel penelitian yang 
digunakan dalam penelitian ini adalah 136 responden yang berusia 18 
tahun sampai 25 tahun, berdomisili di daerah Gerbangkertosusila yaitu 
Surabaya, Sidoarjo, Gresik, Bangkalan, Mojokerto, dan Lamongan, serta 
memiliki hoodie berbahan cotton fleece dan fleece. Skala pengukuran yang 
digunakan adalah skala likert 1 hingga 5 poin serta teknik analisis yang 
digunakan menggunakan Structural Equation Modeling – Partial Least 
Squares (SEM - PLS). Hasil penelitian menunjukkan bahwa Fashion 
consciousness berpengaruh positif dan signifikan terhadap Clothing Interest 
dan attitude pada produk hoodie Vandka. Selain itu, Clothing interest dan 
attitude berpengaruh positif dan signifikan terhadap Purchase Intention 
pada produk hoodie Vandka. Hubungan secara tidak langsung yaitu 
fashion consciousness mempengaruhi purchase intention melalui mediasi 
clothing interest dan attitude pada produk hoodie Vandka. 
 
Kata Kunci : Fast Fashion, Hoodie, Fashion Consciousness, Clothing Interest, 

Attitude, Purchase Intention  
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ABSTRACT 

 
The background of this research departs from the phenomenon  

of fast fashion which is increasingly in demand by the younger generation, 
especially those who are aware of appearance. Using  the Stimulus – 
Organism – Response (SOR) theory, this study aims to analyze the 
influence  of fashion consciousness on purchase intention through the 
mediation of clothing interest and attitude in Vandka hoodie products. The 
research method used is quantitative with a survey distributed through 
google form. The variables studied include exogenous variables, namely 
fashion consciousness, mediating variables, namely clothing interest 
and attitude, and endogenous variables, namely purchase intention. The 
research sample used in this study was 136 respondents aged 18 to 25 
years, domiciled in the Gerbangkertosusila area, namely Surabaya, 
Sidoarjo, Gresik, Bangkalan, Mojokerto, and Lamongan, and had 
hoodies made of cotton fleece and fleece. The measurement scale used is a 
likert scale of 1 to 5 points and an analysis technique used using 
Structural Equation Modeling – Partial Least Squares (SEM - PLS). The 
results of the study show that Fashion consciousness has a positive and 
significant effect on Clothing Interest and attitude in Vandka hoodie 
products. In addition, clothing interest and attitude have a positive and 
significant effect on Purchase Intention in Vandka hoodie products. The 
indirect relationship is that fashion consciousness affects purchase 
intention through the mediation of clothing interest and attitude in 
Vandka hoodie products. 
 
Keywords : Fast Fashion, Hoodie, Fashion Consciousness, Clothing Interest, 

Attitude, Purchase Intention  
 
 
 
 
 
 
 
 


