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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh atribusi negatif pada citra 

merek, sikap terhadap merek dan niat beli dalam konteks merek Fast Fashion, 

dengan melihat pengaruh atribusi negatif terhadap citra merek, dan sikap terhadap 

merek, yang kemudian dikorelasikan dengan niat beli untuk melihat hubungan niat 

beli terhadap citra merek dan sikap terhadap merek.  Penelitian ini menggunakan 

pendekatan kuantitatif melalui kuesioner online di mana 167 responden 

dikumpulkan menggunakan pendekatan purpose sampling dan dianalisis 

menggunakan metode Struktural Equation Modeling (SEM) dengan software 

partial Least Square (PLS) versi 3.2.9. Hasil analisis menunjukkan bahwa atribusi 

negatif berpengaruh positif terhadap citra merek, sikap terhadap merek, dan niat 

beli. Variabel citra merek menunjukkan hubungan positif yang kuat dengan niat 

beli, namun variabel sikap terhadap merek tidak menunjukkan hubungan signifikan 

pada variabel niat beli.   

Kata kunci: atribusi negatif, citra merek, sikap terhadap merek, niat beli, purpose 

sampling, , fast fashion. 
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ABSTRACT 

 

The paper examines the effect of negative attribution on brand image, brand 

attitude, and purchase intention in the context of Fast Fashion Brand, by seeing 

influence of negative attribution has on both brand image and brand attitude, which 

later on correlated with purchase intention to see the relationship purchase intention 

has on brand image and brand attitude. The study uses a quantitative approach 

through online questionnaire in which 167 responses were gathered using purpose 

sampling and analyzed using Struktural Equation Modeling (SEM) methods with 

partial Least Square (PLS) software version 3.2.9. the result of the analysis shows 

that negative attribution has negative influence on brand image, brand attitude, and 

purchase intention. The findings also shown the strong positive relationship is 

existed between brand image and purchase intention, on the other hand, brand 

attitude did not show a significant relationship on purchase intention. 

Keywords: negative attribution, brand image, brand attitude, purpose sampling, 

fast fashion. 
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