BAB V

PENUTUP

Pada bab ini, peneliti akan membahas mengenai kesimpulan dan saran dari
hasil penelitian yang telah dilakukan. Selanjutnya peneliti akan membahas
mengenai implikasi manajerial yang terkait dengan setiap hasil yang diperoleh dari
penelitian ini. Pada bab ini juga, peneliti menyampaikan keterbatasan penelitian
serta saran yang sekiranya diperlukan bagi penelitian dimasa yang akan datang.
5.1. Kesimpulan

Berdasarkan hasil analisis serta evaluasi data statistik responden penelitian
yang telah dilakukan pada bab sebelumnya (Bab 1V), penelitian ini dapat
memberikan kesimpulan sebagai berikut:

a. Mayoritas responden yang terdapat pada penelitian ini berhasil didominasi
oleh responden yang berjenis kelamin “perempuan” sebanyak 101 orang
(60.5%).

b. Mayoritas responden berdasarkan usia yang terdapat dalam penelitian ini
didominasi oleh responden berusia 21 sampai 24 tahun sebanyak 92 orang
(55.1%)

c. Mayoritas responden berdasarkan jenis pekerjaan pada penelitian ini berhasil
didominasi oleh mahasiswa sebanyak 110 orang (65.9%).

d. Mayoritas responden berdasarkan pendapatan perbulan dalam penelitian ini
berhasil didominasi oleh responden yang berpendapatan antara Rp.

1.500.001.00 sampai Rp. 2.000.000.00, dengan frekuensi 43 orang (25.7%).
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e. Mayoritas responden berdasarkan domisili pada penelitian ini didominasi
oleh responden yang berdomisili di Yogyakarta sebanyak 33 orang (19.8%).

f. Mayoritas responden dalam penelitian ini didominasi oleh responden yang
menyukai merek H&M dengan jumlah 155 orang (92.8%).

g. Berdasarkan penelitian ini mayoritas responden melakukan pembelian
produk fast fashion sebanyak 2 bulan sekali dengan persentase 32.3% (54
orang) .

h. Mayoritas responden dalam penelitian ini yaitu sejumlah 81 orang (48.5%)
memiliki setidaknya 4 — 6 produk H&M.

Selanjutnya berdasarkan hasil analisis serta evaluasi hasil uji hipotesis yang
telah dilakukan secara langsung dan tidak langsung pada bab sebelumnya (Bab V),
dapat diberikan kesimpulan bahwa:

a. Pengaruh Atribusi Negatif terhadap Citra Merek, Sikap Terhadap

Merek, dan Niat Beli

Variabel atribusi negatif memiliki pengaruh negatif signifikan terhadap citra
merek, sikap terhadap merek, dan niat beli pada produk H&M. Ketika pemahaman
konsumen terhadap atribusi negatif yang terjadi pada produk H&M semakin tinggi,
maka akan berpengaruh terhadap citra merek, sikap terhadap merek, dan niat beli.
Hal ini karena konsumen melihat kepraktisan, design, dan kemudahan yang
ditawarkan oleh H&M.

Hipotesis 1 (H1) “berhasil” mengkonfirmasi pengaruh langsung dan negatif
dari atribusi negatif terhadap citra merek. Hipotesis 2 (H2) “berhasil”

mengkonfirmasi pengaruh langsung dan negatif dari atribusi negatif pada sikap
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terhadap merek. Hipotesis 3 (H3) “berhasil” mengkonfirmasi pengaruh langsung
dan negatif dari atribusi negatif terhadap niat beli.

Hal ini didukung dengan penelitian sebelumnya (Yu et al., 2016), bahwa
atribusi negatif berpengaruh secara negatif dan signifikan terhadap citra merek,
sikap terhadap merek, dan niat beli
b.  Pengaruh Citra Merek terhadap Niat Beli

Hipotesis 4 (H4) “berhasil” mengkonfirmasi pengaruh langsung dan positif
dari citra merek terhadap niat beli. Variabel citra merek memiliki pengaruh positif
signifikan terhadap niat beli pada produk H&M. Semakin positif citra merek
perusahaan di mata konsumen, maka niat beli konsumen terhadap produk tersebut
akan meningkat. Ketika konsumen mengerti bahwa produk-produk dari H&M
bukan hanya produk yang terkenal, namun persepsi konsumen akan positifnya citra
merek cenderung membuat niat beli meningkat.

Hal ini didukung dengan penelitian sebelumnya (Haro et al., 2020), bahwa citra
merek memiliki pengaruh positif dan signifikan terhadap niat beli
c.  Pengaruh Sikap Terhadap Merek pada Niat Beli

Hipotesis 5 (H5) “berhasil” mengkonfirmasi pengaruh langsung dan positif
dari sikap terhadap merek pada niat beli. VVariabel Sikap Terhadap Merek memiliki
pengaruh positif dan signifikan terhadap niat beli konsumen pada produk H&M.
Dalam penelitian ini menunjukkan bahwa sikap konsumen terhadap merek
mempengaruhi niat beli. Hal ini dikarenakan H&M yang merupakan produk fast
fashion dimana konsumen lebih memilih kepraktisan dalam membeli produk,

sehingga sikap terhadap merek mempengaruhi. Penelitian sebelumnya
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menunjukkan bahwa sikap terhadap merek memiliki dampak secara langsung pada
konsumen terkait dengan niat beli (Maslikhan, n.d.)
d. Pengaruh Citra Merek terhadap Sikap Terhadap Merek.

Hipotesis 6 (H6) “berhasil” mengkonfirmasi pengaruh langsung dan positif
dari citra merek terhadap niat beli. Variabel citra merek memiliki pengaruh positif
signifikan terhadap sikap terhadap merek. Ketika persepsi konsumen akan citra
suatu merek meningkat dan positif maka akan menentukan sikap konsumen
terhadap merek. Semakin banyak citra merek yang diberikan maka semakin tinggi
pula pengaruhnya pada sikap terhadap merek.

Konsumen banyak melibatkan pandangan mereka terhadap citra sebuah merek
yang bersifat objektif dan positif jika berkaitan dengan produk yang disukainya.
Maka hal tersebut mendorong konsumen untuk merubah sikap mereka terhadap
suatu merek. (Liu & Lischka, 2018)

5.2. Implikasi Manajerial

Berdasarkan hasil penelitian ini, menunjukkan bahwa seluruh tingginya
tingkat atribusi negatif terhadap suatu merek mampu mempengaruhi citra merek,
sikap terhadap merek, dan niat beli konsumen. Maka dari itu, diharapkan penelitian
ini dapat memberikan manfaat baik bagi pihak manajemen H&M maupun pihak
lain yang bergerak di lini bisnis fast fashion. Adapun implikasi manajerial dapat
penelitian ini dapat diringkas sebagai berikut:

1. Karena atribusi memiliki pengaruh yang kuat terhadap citra merek dan niat

beli, H&M dapat mengembangkan kualitas produk dengan design kekinian
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dan tidak menyinggung etnik-etnik tertentu. Memilih brand ambassador
yang sedang eksis dan dapat memperbaiki citra H&M.
2. Dikarenakan banyaknya responden yang tidak menemukan outlet di beberapa
kota, maka H&M perlu menambahkan beberapa outlet di beberapa kota untuk
menambah pasar potensial, dengan memperhatikan lokasi.
3. Dikarenakan banyaknya informasi-informasi negatif yang beredar, maka
H&M membuat iklan dengan memperhatikan visualisasi dan disebarkan
secara merata di beberapa platform tanpa menyinggung etnik tertentu dan
memperhatikan karyawan dengan menaikkan upah minimum yang layak.
4. Untuk meningkatkan niat beli konsumen H&M dapat melakukan pendekatan
dengan konsumen yang datang ke gerai untuk mengetahui kesukaan dan
minat konsumen. Baik itu segi design, bahan, dan model yang digunakan.
5. Dikarenakan H&M merupakan fast fashion, maka untuk memperbaiki citra
merek H&M dapat Menginvestasikan dana untuk melakukan campaign
mengenai kegiatan manajemen yang berorientasi pada sustainability. Dengan
pertimbangan mengenai manfaat, nilai perusahaan, serta keuntungan yang
ditawarkan
5.3. Keterbatasan Penelitian & Saran

Pertama, perlu ditekankan bahwa obyek yang diteliti dalam penelitian ini
merupakan produk yang tidak berorientasi pada produk hijau (green product) dan
minimnya pengetahuan responden akan produk fast fashion. Dengan demikian,
pembaca harus berhati-hati saat melakukan generalisasi mengenai keseluruhan

informasi tersebut. Terdapat kemungkinan bahwa dengan orientasi produk yang
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berbeda serta metode penelitian yang berbeda dapat menimbulkan temuan yang
berbeda pula. Peneliti selanjutnya diharapkan dapat memasukkan informasi secara
lebih mendetail mengenai fast fashion dan dampaknya, dan melakukan penelitian
serupa dengan orientasi produk yang berbeda seperti produk hijau untuk
memperoleh insight yang lebih luas dan akurat.

Kedua, penelitian ini dilakukan dengan penyebaran kuesioner secara online
sehingga responden tidak bisa bertanya secara langsung dan menunjukkan keadaan
yang sesungguhnya. Peneliti tidak dapat menjelaskan mengenai informasi —
informasi yang terdapat dalam kuesioner secara mendetail dan tidak dapat
mengontrol jawaban responden secara langsung. Penelitian selanjutnya diharapkan
dapat melakukan proses penyebaran kuesioner dengan informasi yang lebih
mendetail.

Ketiga, pengembangan instrument terkait atribusi negatif kurang sesuai
dengan setting objek penelitian. Karena tidak ada instrument yang lengkap, maka
penulis mencari instrument dari penelitian yang lain. Penelitian selanjutnya
sebaiknya mengembangkan instrument tentang atribusi negatif disesuaikan dengan

modifikasi dari setting produknya.
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The influence of negative publicity on brand
equity: attribution, image, attitude and
purchase intention

Mingzhou Yu, Fang Liu, ulte Lee and Geoff Soutar
Univeraty of Westem Australia, Crawley, Awstralia

Abstract

Purpose - This study aims to understand the infiuence of negative publicity an brand image, brand attiude and brand purdhase intention.
Spedfically, the study examines the role of attribution {or brand blame) and information daracenistic in Chinese consumers’ responsss to negative
pubsicity.

Designim ethodolo gy approach - The study used a quas-aperimental approach involing two negative publicity senanos fmild and high
severity) and asample of 203 young and educated (hinese consumers. Parfal least spuams wias used to test the hypotheses.

Findings - A @mman assumption is hiat negatie brand information has a negative influence on all aspects of a brand. However, this study finds that brand
blame and infrmation severity have diFferantial effects an mnsumer evaluations of the affected band. Spedficall, brand bBme negatively impacted arftudes
and purdhase inenfions, but ot brand image. In contrast, infommation sevarity negathely impaced brand image, but not atftudes or infentions. Furfher, fie
Flatons betwesn brand image and brend atides and intentions depended on the level of informartian severity. In the mild-sevesity ondition, band image
positively influenced attitudes and intzmtiars, But nat in the highseverity onditn.

Fesearch limitations/implications - Futurs research should examine mnsumer respanses to negative publicity across different media and product
@egonies. (rossultwal studies should akobe explorad in the fufre.

Fractical implications — When a brand enmunters negative publicity, i& markstr or brand manager should assess to what exint varous band equity
@mponents are influened by negative publicity befom adapting any manitivebased of imagerybased @mmuniction sraegies.

Originality/value - This paper @ntributes to the limited and Tagmented ligmtwre on consumer respanse to nagative publicity by examining the
impact of mnsumer's attributions of blame o the bmnd wnder conditions of mild and severe negative infrmation on a range of important bmnd-
elated outcomes. Specifically, the authos find that negative publidty has a different impact n band image, brand attitudes and intentions to
mrhae The aufiors suggest that brand managers us this information to quide their marketing mmmanications.

Keywonds Atiribution, Band equity, Brnd image, Brand attitude, Band blame, Negative publidty, Purchasing intention
Paper type fasearch paper

It is a widely held bebef that negative brand information
negavelyinfluences al aspeets of a brand, yeritis unelear if
this is the cae. Most previow msearch supgested negative
brand nformation has anegative elfect on amrude rowards a
brand andlor purchase intendon (Ahluwalia and Githan-
Canli, 2000; Dawar and Pillutla, 2000; Dentoni et al, 201 1;
Ullrich and Brunner, 2015). However, Berger er ol (2010)
found negave onbne reviews ineremed book sals if an
author was notwell-known, and Ein-Gar eral. (2012) found
a small amount of negatve nformation improved
consumers' views about a brand if they had previously recelved
positive deserptiors aboul that brand. Both of these studie
suggested mome reearch B needed 1o bener undergand the
respories Ut are Hlely w be riggened by negave brand
informaton. I tis paper, we investigie the ole o comumer
attribution and iformmation seventy in an attempt 1o beras this
underdanding.

When exposed 1o negatve publicity, people often go
through an atnbution process in which they think about
what cused the negadve publicity and who should be

Introduction

Paaitoners and recardes need o mdestund  how
comsumers mapond 1w negative brand inbrmanion. The need
for thts understanding has become increasingly important with
the ese of acomss o negative brand informaton on the
internet i generaland onsoctl media in pardeulsr (Fast aal,
2007). For example, i 2016, the US Bureau of Consumer
Financtal Protection received more than 150,000 complains
about finandal goods and services (Datawodd, 2016). In the
same year, the Chinese State Adminkration for Indusry and
Commerce received about 1.7 milion complaine about
products and services; an inoease of neady 30 per cent
compiared with 2015 (Xiahua, 2017). There 1s Bnle doubt that
corsumersare exposed 1o negative infomation,

The current isme and full text archive of this journal & avallable on
FEmenld Imsight ar: wow.eme raldinsight. com /1061 042 1. bt

Jomm af P i Beaed Mbmagemie
W4 218) 30440

€ Eneuid Publabang Limmacd I35 10810421
ol 1o wATPRMO 12007 -1 R4

blamed (Laufer et al., 2005). Despite considerable research,
only a handful of studies (Rosenthal and Sehlesinger, 2002;
Whelan and Dawar, 2016) have examined consumer
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attributon (or blame) in a negative publicity context.
Weiner (1983) datmed people may blame different panies
(e.g. anribute an incident o a brand itself or 1w other panies
such a3 comumers) when exposed w the same plece of
negative brand information.

Consumer attributon is Bkely w influence consumers'
attrudes and behaviours towards affected goods and
services (Laczniak e of., 2001). However, attribution may
mfluence components of brand equity (eg. brand admde
and brand image) differemly (Shimp and Andrews, 2013).
Brand image is thought to be more endunng than ardrudes
[Chelminskd and Coulter, 2011) and, as such, may be less
mfluenced by negative miomation than other aspects, such
i brand amiude (Padke and Lee, 200%). No pror research
compared the influence negaive publicity had on brand
artirude and on brand image.

Further, most negative publicty studies have focuwsed on
Wetem omsumers, with hnle anenton being given
comsumers in other cultures, This may be important, & there
& evidence that culwral dfferences influence consumer
maporse o negtive mformation. For example, Lawfer er al
(2005) found comumes from low, o compared with high,
uncertanty avoidance countdes were more Hkely o blame a
brand for negative brand informadon, which the awhos
attributed 1o consumers feeling more threatened by ambiguous
negative brand mformaton. Puther, Turnbull e ol (20000
und consumers from high, & compared with low, uncertainty
avoidance cultures were maore reloctant o make a purduase
decion after being exposed o negative publidey. The current
Audy alms o untangle the efeos negatve publidry has on
brand image, brand amitude and brand istentors, by
examnining comumer annbutons affer an exposure w negative
brand information, ina Chinse conte.

Conceptual development
Brand and negative publicity

Brands ame an omgantaton's most important mser, which
explains why there ha been conddemable mesearch mo
brandingand nelaved topics. Such research has examined brand
equity, which is the ol value of @ brand, athough this has
been defined and memuned in different ways (Aaker, 1991;
Eeller, 1993; Baalbaki and Gueman, 2016). Ths, Aake's
(1991) brand equity model had five componens (brand
awareness, brand assoctatioms, percelved quality, brand
oyalty and other proprietary msens), whereas Eeller's
(1953 customer-baed brand equity framework had 1wo
mporant equity dmensioms (brand awamreness and brand
image). More recentdy, Baalbaki and Guzman (2016)
suggested a consumer-perceived consumer-based brand
equity scale with four key dimensions (guality, preference,
sodal mlvence and suwsrainabilicy).

Brand equity can be mfluenced by positive commum cations,
such @ advertsing, which help people develop favoumble
brand perceptions, thereby enhancing brand value (Shimp and
Andrews, 2013). Advertisng ako increases brand recall and
mecognition (Feller ef al, 2011) and ha contnuing and
accumulative effects on corsumer-hased brand equity (Wang
o al, 20007, Other fommsof comemun cation, including positive
word-of-mouth (WOM), can also help people develop positive

a1
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perceptions of a brand and build favourable purchase
imentions (Bambaver-Sachse and Mangold, 2011; Jalihvand
and Samded, 2012).

However, brands also have o deal with negadve brand
information, @ comumers acoss a wide vanety of brand
information through wadidonal and new media, ncuding
television, radio, online news fums  weboss  and
smaphone appi. With the advent of the intemer and the
exploaion of socal media, the speed of mformation spread ha
incremed  dramavcally, epecally S negative  brand
information (Ward and Osrom, 2008). As a result, people
confront negative brand mibmmation more frequenty than they
did evena decade ago (Blangericheral , 2011).

Megative publicdry, which i3 the “non-compensated
diseminaton® of negaive mbmmaton m major media
chamnek (&g, newspapers and TV) (Sherrell and Relidenbach,
1986), 18 a key part of negative brand information. In geneml,
negative publicity has more sedows effecs than negative
rumdours or pegative WOM becase such mibmmation & usually
confirmed and verified by awhorddes (Eim et of., 2007). As
negative pubbaty s often dssemd nated theo ugh major media, it
is generally believed o be more credible than rumours and
negative WOM (Bond and Einhenbaum, 199 E) and is eader 1o
actept (Ahluwalia and Girkan-Canli, 2000).

Two rypes of negatve publidry have been idemified
(pedformance-related and value-relared negative publicy)
(Dean, 2004). Peformance-relted negatve publidy &
negative brand b omation about funetonal aspecs of a brand
(e.g. product quality), whereas value-related negative publicity
is negative brand mirmaton abour busines praoices or
ethical {ssues (eg. child labour). Recent research suggests
corsumens may have a simnger negative mesporse Lo value-
related negatve brand mformaton (Lio and Sweensy, 2011;
Pullig eral , 2006).

Consumer afribution

After being exposed 10 negative brand mnformaton, people
ofien go through a proces of deciding who should be held
responsible or blamed for the negative brand infomation,
which i3 called an annbuton process (Welner, 1983).
Anribution theory s concemed with people's tendency 10 look
for causal relatomships (Eelley, 1971). It is most often wed o
undersand people's thinking about the causes ofa past event or
incident they or othes expenenced (Eelley, 1971). The caumes
for an outcome are “ntermal anrbuion® (one's own
characterigies or persomality) and “external avrdbution® (foree
outside the individual) People seem o atmbure good
outcomes ntermally (eg. T won the competiion becawse |
worked hard) and bad owcomes extemally (eg. 1 Jost the
competition because the evaluator martked unfatrly) (Geriffin
ef ol , 200E).

Reynolds et al (2006) applied the andbuton theory when
studying comumer search failure and found consumers often
blame service provides (eg. welsite design) rather than
themselves (thelr computer abiliy), which i3 rermed the
“hlame" facor. Leong efal (2008) wsed the atmbution theory
o study people’s animosity wowards a forelm country. They
found thar, 10 yeas after the 1997 Asian Fimancial Criss,
the more that people annbuted the ot externally (eg. the
financtal erisds was cawsed by the pressure from the US on the
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local curreney’), the greater thelr andimosity towands the forelgn
countey (g, the US), which led 1o them being les Bkely o
purchase products orbrands from that ooy, However, there
are aw indvidual diferences in anributions. For mitance,
Yoon (20013) found more analytcl comumers are likely 1o
attribute the cause of thetr negative comumpton expedence 1o
the brand rather than w the rewmler, which resuls i a
reduction in brand purchae intention. Those who find &t
difficult to areribute blame are more Bkely vo switch w another
brand than are people who had a srong belief about who
should be held aceoustable (Marilaand Ro, 2008).

Pagt research abo sugrested comumer’ anributon for
productrelated or sevice-rlited negatve publicity has a
drong impact on podt-purchase evaloatons (Sparks and
Callan, 1947 Senccal and Manel, 2004) amd WOM
behaviours (Swarson and Eelley, 2001). Thus, ifa produet or
service fallure wis anmbuted 1o a brand, consurmers were more
lkely w spread negaive WOM (Cumen and Folkes, 1987,
PFurther, if a consumer believed that a brand dhould be fully
regporaible for the negative ncdent, they were less Hlely w
repiarchase s products (Folkes sial, 1987).

The reputation of an affected brand can abo influence the
blame factor. I a wellestablished brand s mwoled o a
negative publicity mddent, people tend 1 place mone blame on
brand users (e blaming affected consumers for exagperating
or d ramani zing the damage). Incontrasy, ifthe affected brand &
nol welleabhdhed, comsumers end w blame the brand el
(Laczniak ar ol , 2001; Lauferand Coombs, 2006). The severity
af negative brand inbrmation & abo importnt. A sumber of
audies have found people ane Hkely to place more blame on the
rand when the negative brand b mnation fsmon severe (eg.
causing injury or death mther than causng incowvenience o
minor health problems) (Robbemnol, 2000; Lafer e of,
200%). Laufer and Comnbs (2006 found people who blaned a
brand for a negadve publidty inddent were less likely 1o
purchase that brand's products,

Megative brand information

The limdted mesearch undenaken into the mpact of negative
brand information suggeds i has a gonger nfleence on
comsumers than dos posidve brand informaton (Mierskd,
1982 Mahajan er ol, 1984 To & ol, 1008 Wangenheim,
3005). It seems negative brand information anmacts more
altenition than podtive brand information because it & more
“diagnoatie or informatve” (Skowronsd and Cadswon, 1980;
Mabswaran and Meyers-Levy, 1900). Thus, people tend 1o
categonze a product @ having lower quality after being exposed
1o negative brand mbomaton, In contrast, if they are exposed
10 pisitive ornentral brand information, they are les motivaed
10 issess relevant product atributes (Herretal, 1991),

The cument gudy focused on two key brand equity
components (brand image and brand aminde) i examining
blame anrbutons, The sudy ako emmined the nfluence
brand mmage and brand atnde had on brand purdase
mtenion i a negative nbmaton stuaton, Brand aninde
reflects 3 consumer’s evaluation of a brand, which & an
wmportant component of brand equity (Keller, 1963, 2016,
Brand arrude 15 one of the mos frequently sodied comstmas
in negative brand nformation research (Uldch and Brumner,
2015 Uim and Kim, 2016), and mest previous studies have
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found negative brand i fomation has a drea, significat and
negative effect on comumen’ owerl aninds wwank the
affected brand (Ahluwalls and Girhan-Canl, 2000; Dentond
eral,2011),

A mimber of factor influence the etent to wich brand
amiude 15 infuenced by exposure 1w negative brand
information, For mstance, the impact negative online reviews
have on brand atmdes intersifies with the proportion of
nepative comment and the wriimg quality of such reviews (Lee
et al, 2008), Different types of negative brand information
have different effects on comumer anide wwands an affected
brand. Por example, although performance-related and value-
related negative publicty harm brand ammde (Dura and
Pullig, 2011}, value-related negative publicity has a greater
impact (Lin and Kanso, 2001). In addivon, negarive publiciy
may notl mfvence brand anitudes §f a comsumer's prior brand
amfrude & held with a high level of certamuy (e they are loyal
o the brand) (Pullig etal , 2006).

Further, negave mbmmaton sbour a brand’s celebrity
endomers (Amos o of, 2008; Um and Kim, 2016) or a brand
extersion (Fhang and Taylor, 20000 can ako influence brand
amfrudes, When a celebrty endorser & involved in a negative
fssue, comumen’ views of the endomer beoome les positive,
which impacts brand amimude (Murray and Price, 2002). It
seems the more severe the negative publidry about a brand
extersion, the smnger & the negtive mpact on aminde
vowards the parent brand (Fhang and Taylor, 2009).

Brand image & a comumer’s perception of specfic brand
anributes (eg. whether the brand & imovadve, siylish or
fashionable) and & an important component of brand equity
(Keller, 1903 Magruson e al, 2014). Some studies have
found negative brand information damages brand image
(Romeq, 1991; Dean, 2004; DeCardo & al, 2007; Raju & al,
2009). More speeifically, brand fmage s Hely wo be damaged
by negatve brand nformation assodated with a brand's
endomer (White ef al, 2000, brand founder (Zhu and Chang,
2002) or brand extension (Mg, 2010). The damage 10 brand
image 15 Hkely to influence purchase mtenton (Wa, 2011).
However, different types of negaive brand mbrmation (eg.
negative publicty or negative WOM) seem to mfluence brand
image differently (Utban, 2005). For matance, Balley (2007)
found negative publicity sssodaed with a brand's endorser had
a significant mfluence on a new brand's image, but not on a
well-eaablihed brand's image. Stadlady, if comsumens already
held strong positve beliefs aboum a brand, thelr posidve
perceptions of the brand are less Heely w be danged by
negative publidry (Johnand Park, 2016).

Very Bnle mseanch has evamined the influence annbution
hig on brand image, An exception {5 Louke and Obemniller
[2002), who found the blame comsumersatached o a celebrity
brand endomer mfluenced brand mage. Por esample, if a
comsumer beleved a celeébrity should be held regpomible for
the negative fsue, the comumer would have ks fromble
perceptions of the brand image than when the celebrity was not
believed o be responsible,

The impact negitive publicity his on purdiase ntenton, an
important outcomse of brand equity, his dlso been snadied
(Yoon, 201% Beneke a ol 2015). Numerow studies suggest
negative brand information (such @ negatve publicdty or
negative WOM) has a negative effedt on consimens” purchase
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mtentons (Wyant and Badger, 1 984 Huang and Chen, 2006)
and or their acual purchase belaviowr (Mahagn e al, 1984
Liu, 2006). The wmpact negative brand nfomation has on
purchase mlention appears 1w be comsigently negtive acos
mdwiris, nduding goods-dominated indwmes, such &
books, dothing, sungsses, cameras and films (Gaffin e al,
1991; Skowronsk and Carston, 1989; Huang and Chen,
3006; Wyt and Badger, 1984), and service-dominated
mditries, such @ restavrants, health spas and beaury saloms
(W etnberger and Dillon, 1980; Cheng etal , 2006).

As disensied eadier, atmbution may influence comsumers’
purchase itentions, Lavfer and Coombs (2006) found people
who blamed a brand for a negarive indden were less likely w
purchase ther products, Stmilarly, Leong et al (2008) found
the more comumers annbuted an fssue exernally, the greater
was thedr resttance 1o purchasdng relevant products orbrands,

Characteristics of negative information

The duradenstics of the negatve information may abo
mfluence the atmbution proces. Thi process ha been
axplined by the dswounting-sugnenting prindple (Phare
and Wikson, 1972), Discowting refers o people's rendency w
atach less importance 1o a potential cavse of some behaviour
when other potentlal cises are abo present, wheres
augmentation mefers to people’s wadency 1o anach greater
nportance to a potential cme of belaviour # the belaviour
occus depite the presence of other causes (Kelley, 1971).
Further, f negarive brand informatfon 13 more severe (22, Bkely
o have severe consequences), consumers may anribute the
medent more tw the brand than v other factors.

The severity of the mfbymmaton may alo nfluence
comsu ers’ motation 1o proces the daformation (Chiou & af,
2013). For example, Keler and Block (1996 found people
who weme exposed 10 high-Barappeal negatve brand
mfirmation nereased ther elaboraton, diose o ke defensive
actions and displayed more negative amitude changes than did
thiose exposed w low-fear-appeals. They suggeied exposure 1w
low-Ear-appeal negative brand infomation may not be strong
enotigh 1o motvate elboration on negative detalls and iy
lead 1o a lower Heelbood of wking defersive actions and,
consequently, produce fewer negative attitade changes.

Previows research has als shown nformation severity &
relaved 1o the informarion diagoss level, Her a ol (1991)
found more severe megative brand information was more
dagneatic, leading to a more negative evaluation of the brand.
However, if the mfommation was not from a credible source, its
dagnostic power was reduced (Panand Chiow, 2011). Severity
of the mformation dso influenced comsumer responses w an
affected brand. For example, people's andrude wwards a brand
was les favourable when they wem exposed w sever negative
brand information than when they were expised to mild
negative brand information [ Zhang and T aylor, 2009). Severity
meay ko mpad brand wmage GendebGuierman and Levy
(20T bund mild negative publidy nfluenced produa-
related image bur did not influence swrerelated image.
However, when negative publicity became exweme, produa-
related and swre-relaed image were both affected. Further,
when the negaive brand nfommaton we estreme (very
o), consumers were more Bkely to search for mformation
about the brand. However, if the negative brand i fonmation
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wis mikd, consumers generally had Bue imens in searching
for orsharing nfomation (Shaw and Steers, 2000).
Based on this dseusdon, it canbe hypothested thar:

Hia. Consumers' anribution of negative publicity vo a brand
has a negarive effect on brand image after a negative
publidry exposure,

Hib  The perceved severity of the negative publicity has a
moderating  efect on the relaomship berwesn
attribution and brand mage.

Hiz, Consumers' anribution of negative publicity vo a brand
has a negative effect on brand atvrude after a negative
publicity exposure.

Hib, The percetved severity of the negative publicry has a
moderating  effet on the reladomship  betwesn
anrdbutionand brand avitude.

Hiaz. Consumers' attribution of negative publicity vo a brand
has a negative effect on purdhase inention after a
negative publicity exposure,

Hib  The perceved severity of the negative publicity has a
moderating  effect on the reladomship  beween
attribution and puschase fntenton,

Hia. Brand image has a positive effect on niention 1o
purchise after a negative publicity exposure,

Hib, The percetved severity of the negative publicry has a
moderating effect on the reltionship between brand
i and purchase intention.

Hia. Brind amirude has a podive effedt on miention o
purchise after a negative publicity sxposure.

Hsb The perceved severity of the negative publicity has a
moderating effect on the reltionship between brand
attinude and purchae ineation,

Héa,  Brand image has apoduive effed on brand atotode after
anegative publicity exposure.

Hib,  The perceved severity of the negative publicity has a
moderating effect on the eliondip beween brand
irmage and brand ammde.

Thise hypothess suggested a research model that cn be seen
in Figure 1, The siudy that wa undemalen w examine thi
mode] & discussed insubsequent sections.

Research method

Design and stimuli

China was selected for this srudy, &t & one of the wodd's
largest and fagest-emerging econommies [ Rugman and Verbeke,
3004 Yin and Choi, 200%) and has a highly competitive
market, Puber, although Chines comumen am nol
surprised by negative brand information in their daily Bfe,
research into negative brand {nformation i China is scarce
(Liu and Kanso, 2001), In the curment sudy, a food product
was chosen,  such producs are ofien affected by negative
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Figure 1 The conceptual madel

brand information in China (Liu and Yu, 2013). Previow
comumer research has suppested pat experience may be
mportant (Arora and Huber, 2001). This, the snady adopred
one of the best-known local julee brands,

Two type of negative publicty (mild- and high-seventy)
wene deigmed baed on a qualiative review of past negalive
news about food in China. The mid-sevedty condivon
mduded a plece of negative news from a major newspaper in
Shanghal suggesting the juice brand contaned escessive
amounts of auramine (3 chemical often wed a8 an indusidal
colouring material) that might case a &gkt stomack adke, The
high-severty condivion meluded a plece of negative news from
the same medium that sugrested the juice brand contaned
enceatve amounts of auramine that might cise cance To
control for the believability of the news, both conditions ated
that the Chinse Assodatin of Consumer Protection (the
govermment authorty dear deak with corsumer complatns)
had confimned the reported news wis true.

Twenty-two uwndergmduate studens fom a univesity in
Shanghal were mited 1o partictpate in 4 pre-tst o order o
s the severity of the conditfors on a five-point scale (1
bedng the lowed and 5 being the highest). A Mann—Whitney
1, which was used owing to the small sample siee, found a
dgificint difference boween the mild- and Mgh-severiy
scenano in the expected direction (Meang, = 3.1 wd
Metiege = 4.6, p < 0.001). Thus, the manipulation seemed 10
besucresful. Afier the pre-tea, the participants were infmed
it the fews they had eeposed 1o was fctional.

Sarmple selection

Comurmers' egpomes 1o negitive publicity may be different
from thise of non-consumers, FKeller (1993) found people who
had never used a brand were more lkely o have negative vews
of that brand afier a negative brand mfvonaton eepoure.
However, Winchester and Bomaniuk (2008) found that, after
expeiure 1o negative publicity, cumrent comsumers were more
Blely 1o have negative evaluations of a brand and 1o dhare
negative views than were nireconsumers. Consumers akio
often recedve positive updates and messages from 4 compay

Inifrsmatinn ety
7 [Mib, Hit, Wb, b,
Kb, gk

through mobile o fterne source, whiteas pOR-C0TEUMEeR
have les opporiunity 1 recelwe such positive nfommation.
Therefore, current consumers are Heely to be exposed 1w mone
posttive brand momaton, and dis may impact on ther
rsponss o negative brand informaton (Windhester and
Rorwaniuk, 2008) . Cumrent comume s were chisen as the focis
in this study, as they are more Blely o affeat a brand's sale
than non-consumers, epectally in a frequenty purchased
calegory.

Measures

Chen et al's (2014) mwo-tem anribution measune (eg. the
problem was cased by comumenithe problem was cised by
the brand) was wed, with higher seones implying greater blame
was attributed 1o the brand, Brand image was measured usinga
tegritenm seale adaped from previow sodis (o.g wsesdul’
succesful) (Roth, 1992 Padk, 2000 Mesner and Reinhard,
200Z), with higher scores implyng a more podtive brand
tmage. Brind atvude was measured though gy ems (eg.
unfavourable favourable) adapred from previows studies (Liu
et al, 2012), with higher scoms implying a mone posiive
attitude. Purchase intention wis meaured through three items
adapted from previous reseanch (e.g. “Tintend 1w purchase de
brand") (He a al, 2014), with higher scores implying a greater
fritesiton 1o purchase.

Data collection and analyses

Data collection

Thive hundred and seventy-sit respomes were obaned from
third-year busineis students anending a wiversityin Shanghai,
China. However, only resporses from the 203 students who
wene current comumers of the juce brand were esamined. Of
these, 102 (50 per cent) were exposed to the mld condition and
101 (50 per cent) wene exposed 1o the seer condition. b each
condition, the smdens cmpleted the  gQuestonnaire:
independently after reading the negatie news. Affer
completing the quastonnares, all of the partepants wen
triformed that the nevws wasfictonal
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Drata analyses

The hypotheses were vested through a panfal least squares
(PLS) approach, which was used because of itsabiling o handle
skewed dara, model latent varables, asess measurement and
estimate structural models (Chin, 2001). The WarpPLS
computer package (Kock, 2015) was wed o test the model.
Belbre estmating a model, it 18 necessary 1w emsure the
corstructs have acceptable measurement propertes. Ths,
urddimengonality, reliability and comergent and dscminant
validity were msessed by wing Fornell and Larcker's (1981)
and Rivard af al "s (199 7) recommendations.

Table I shows the construos’ mesuement properties for
the mild and kigh severity scenaros. The lowest loading was
0.77 (in the purchase inention comstruct), which was higher
than Rivard et ol (1997) suggested 0.50 minimum, The
corstruct reltability coeffidents were all above 0.79 and higher
than Fomell and Larcker's (1981) suggested 0.70 mdnimum,
Maoreover, all of the average varance extracted (AVE) scores
were higher than 0.65 and higher than Fornell and Larcke's
(195 1) suggested (.50 minimum.

The lowest square root of any of the AVE scores in the mild
scenarto was (LB, whereas the highest comelation berween any
aifthe two corstrucs was 0,49, Similady, the lowes square root
of any of the AVE scores in the severe scenario was (.80,
whereas the highest comelation berwesn any of the wo
corstructs was 0.3 5, supporting dicriminant validity berween
the comstructs in both scenarios (Fornell and Larcker, 1981).
The R coefficients for the endogenows comtructs in the model
rnged fom 001 (hrand fmage) 1o 0.20 (brand amivode),
suggesting some of these comtruct were reasomubly wel
explained by the model, although brand image cleady wasnor.

The model's wsefulnes was determined by examining three
main mdicaton: avwerge path coeffident (APC), aveng K
swquared (ARS) and Tenenhaus' GoF measum (GoF)
(Tenenhaws a ol 2005 Wemels ot ol 2009). According 1o
Kock (2015), a model's fit can be comsddered satsfaciory if the
GoF exceeds 0,25 and the pvalues for the APC and ARS
coeffidents are les than 0.05. As can be seen in Table T5 the

Table | The construc’ measuremen prm pesties
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mode] meen these requirements, suggesting it wa worth
lookingar the resuls in deal

Hypuothesis wsting

Ina PLS analyds, path coefficients are stand ardized megresion
coeffidents thatr can be used w wst the significance of
relatiorships  bertween comstructs (Lourdro & of, 2012).
However, the standard erroms in a PLS analyss are generally
determined  through  bootswapping  procedures  and,
comsequently, do not rely on the nommality assumptions thar
underbe such a 1 i ondinary kestsquars mgresion
anmalyss. The reuls obtained canbe seen in Table [

The indtial analyss vsed both groups (N'= 203). In this case,
the path coefficlent suggested anrbuton dd nor influence
brand image (§ = —0.08, p = 0.11). Hence, Hia was not
supported, However, anribution did have a sigrificant direct
influence on brand ammde (8 = —0.28, p < 0.01) mnd on
purchase intention (§ = —0.16, p = 0.01), supporting H2a and
Hia. In other words, the more a comumer blamed the brand,
the les fvourable was their brand amimde and ther purchase
imtention. There was a significant and positive reladomship
berween brand image and brand amrde (8 = 0.20, p < 0.01),
supporting Hoa, There were also dgnificam and positive
relatiorships berween brand image and brand purchase
imtention (§ = 0.19, p < 0.01) and between brand anitude and
brand purdhase ntenton (5 = 0.24, p< 0.01),supporting Héa
and Hia.

Each of the paths was then estimated in each of the mwo
conditors (Le. the mild and the severe mesage), and these
results ame ako shownin Table T As can be seenin the mable,
there were some differences berween the coefficients, bur a
serles of st w examine the differences berween them thar
used Samenbwate's (1946) approach, & suggested by Kok
(2014), fund there was only one statistically significant
difference, which was the path berween brand image and brand
artirude. Inthis case, there was a stong positive relatonship in
themild severity case (8 =045, p < 0.01), but the reladomship
was not sigrdficant in the high sevedry case (p = 0.46).
Corsequently, H6b was supported. This result might be owing

Construd Composite reliability imildhigh)  AVE scove imildhigh)  #°(mildhighl  Lowest loadingsweight (mild/high)
Attribution 0.790.50 0660056 - 0anaaz
Brand image 09708 07074 0.00m 081093
Brand attitude 0950.% 0.707% 1 M0m 079087
Purchase intent ion 8808 0.1 nes LN TN 077083
Notes: Wil = mikdseserity condibon; high = high-severity cond ibon
Table Il The model fit indicators
ARC MRS GoF {small =01, i’ for purchase
Condition {good if p < 0.05) {goodif p < 0.08) medium 0.25, large >0.36) intent
Mild 024,p <001 017, p=0 036
High 014,p =003 031, p=001 034
Overall 019,p <0 0.0, p=008 07 a7

Notes: Mild = mildseserity condifon; high = high-severity condifon
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Table Il Comparions between the mild- and high-severity scenaris
Coefficlent Coeffickat Coufficlent Muideration

Path fovesall) [ {mild) P {high} P {Satterthevalte)
Atribution to brand image (H1b) -0 on -o17 004 -0.a7 04 013
Atribution to brand attitude (H2h) -0 <00 -0 <001 -i.31 <00 015
Attributionto purchase intention {H3b) -0.16 om -0 <00 -7 05 (AL
Brand image to purchase intention ) 019 <00 i 004 0a7 [ 0
Brand attitude to purchase intention (W55} 0 <00 [AE} 003 03 <0 008
Brand image to brand attitude (H6h) 0 <00 045 <00 am 0% «001*

Motes Mild = mikdsesenity condiian; high = high-severity conditon

1o the very severe nature of the message (cancer cawsing) that
mfluenced brand image o heavily that the subsequent
relationship was disturbed. Indeed this seemed 1o be the case,
o the mean of the brand image in the mild evedly cse we
446 bur 229 in the high severity case, a difference that was
dgnificant well beyond the 0.001 level. Further, the standand
deviation in the high severity case was only 038 [compared
with 132 in the mild severty eme), supgeating thise negative
viewswere strongly held across most of the respondents,

Summary and discussion

The major objective of the present dudy was 1w etamine the
ifluence the annbution of negative publicy had on brand
mmage, brand attitude and purchase miention. Comumers'
attributton of fault w a brand had a stgnificant and negaive
mpad on their band ammde and purdhase fientons,
irrespective of the severty of the negatve publicity. In other
words, the more a comsumer believed the brand should be
blamed, the les favourable were ther brand aminde ad
purchase imtertiors, spportng Wu oand Lo's (2009)
suggestion that aminde nfluences purchase intention when
negative publidtyis encountered.

Unlike brand amrude, this study suggested brand image w
ot influenced by consumer arrbution, This finding, on one
Tuard, suprponts our conceptual asumption that anribution dos
ot trifluence the different components of brnd equity in the
same way. As respondents were comsumers of the brand, this may
abo suggest brand image (pnce sablidied) & mon enduring
than brand aminde and that cugomers’ image of a brand may
1ot be easdy i fluenced by external factors [ Shinp and Andrews,
3013). On the other hand, the finding rabes questions about
comsurmers’ procesing of negatve infommation. For eample, i1t
becauwse of the charactersties of the product or he nformation
provided o & it becanse of people's pesonal processing sryle
fe.g anaytizal or hobenic? Previows research finds annbution
ity b disposdtinal or situational (Yo, 2013, which suggeas
farwe  gudies should examine te imerction  berween
attribution, products and comsumers,

The findings on information severity were mixed. The
severity of the negarive publicity did notappear vo influence the
relitinships berween atnbution and brand amimdes or
between andbution and purchase inteatons, This sugres a
comumer’s brand amude and purdiase intention may be
ifluenced negatively even if the negative publicity encoustered
& fuot severe. However, another important finding was that the
relationship between brand mmage and brand aminde dianged

with the severity of the negative publicity. b the mild negative
publicity scenario, brand mage had both direct and indirect
(via brand arude) efecs on purchasing nientions. In other
words, i the mild negative publiciy sinsation, the etablished
brand fmage had an imporant role o predicing buying
intentions, Conversely, in the sewer negtve publiciy
situation, brand image dd not have any stgndficant effect on
brand amimdes or purchae imentdors. The finding &
particularly ineresting, @ 1t suggedts comsumen’ evaluation of
brands may go theough central route processing, which ane
cogritivelybased (brand aminde) rather than mnagery-based
(brand image). These findings aso suggest communication
should be pipointed w the brand specs thal are mone
stgnificanly impacted by negative publicry.

When a brand suffers negative publicry, marketess shoukd
allocate resources to the communication channels that can
effectively communicate with consumers. Although preventing
negative publicity is ideal, once it happens, maketers should
poat positive fymmation onlbine w mintize further damage,
such @ negative WOM. Marketers need w engage in public
relatiors with the media. Bener public relatiors can help a
brand obtain media suppart when negative lssues adse. Even
after consumers are exposed to negative publicity, managers
should wse public relations campatgrs w reassure consumers of
the brand's quality and value. In recemt yeas, wel-known
brands, suchas McDonald's, have developed risk manage ment
plar 1o deal with potential problems (Tybout and Roehm,
2004, and the possibility of negative publicty needs 1o be
included in such plans. Withow effectively managing negative
publicity, the brand & |leely 1o face more senous comsequence,
such as brand have (Hegnerer d., 2017).

Orverall, the results support the notion that the anribution of
negative  publicity has a sigificam impact. Howewer,
antributions nfluenced brand amindes and purchase intentions
more tuan it did on brand image. More research & needed 10
help marketess berter understand their targer markes and,
therefore, betmer manage negative information (Pee, 2016).

Limi etion, future smdies and eonclusion

As always there are some lmivation 1o note. Although the
sample induded current consumers of the poduct
examined, they were university studers, who are younger
and bemer educated than most Chinese. Hence, their
respified 10 negative publicry may notbe the same as thise
from other groups i the Clinese market Nonetheless,
young well-educated consumers are a key segment for most
product citegories becawse of thelr customer lfetme value.
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Therefore, it is important for marketers o understand how
such comumers respond w negative publeiry. Ivwould also
e weful to extend the sudy 1o examine potential customers
o see if they respond differently wo similar information.

The current study examined only one product (a juice).
As product type (le. service or good) can influence
oonsumers’ response o negtive publidy, frure studies
should include services 1 see if negative publicity's impact
& different in such contexs. Further, brand image may be
multidimendonal and these dimensdom may be influenced
differently by negative information. For example, Liu and
Sweeney (2011) found that, when consumers were exposed
w0 negative publicity, functional brand image (e.g. quality
and durability) was more serlously affected than was
symbolic image (eg fashiomable and srylish) Pumme
mesearch should examine this comtruct in more derad.
Fumre research should abko examine different types of
negative publicity, as Liv and Kanso (2011) found values
melated negatve publicdiy impacted negatvely on brand
wnage and brand amitude, whemas performance-mlated
publidry did nor.

As dscusmed in previows sectiom, brand equity has been
measured i different ways. Thus, fuure research can
mvestigate how negative publidy 15 mfluenced by differem
brand equity components other than brand image and brand
amitude. For example, Baalbald and Gueman (2016) recently
suggesed “sodal mfluence” and “sumainabiliy” were brand
equity dimensions. It would be interesting 1o look ar the impact
negative publiicy has on these dmemions,

Future studies should also examine the influence of cultural
and persorual factons. It has long been recomized that culnore &
important in explining behaviowr (Haeh a o, 2004),
suggesing comumen’ atnbution may be miluenced by ther
culural backgrounds, Mishett er al (2001) found Easterners
feg. Chinese comumen) and Westerners (eg Amedecan
oomsumers) evaliated negative brand nformaton (eg. brand
extendon fallures) dfferenty. When they were exposed 10 two
plecesof negative brand information, Eagem oomumers found
a podtion between them. However, Wetern comsumerns
preferred 1o evaluate each independently. Further, Lauferet ol
(2005); and Swan and Zou (2012) bund comumers from a
high-uncertainty avoddance culture were more likely o blame
brands The blame factor may abko be influenced by
persomality. For example, Monga and Joln (2008) found
aalytical consumers were more likely vo blame the brand and
change their amiude and beliek about a brand afier being
epoded to negative brand information. Further, a number of
recent studies have found the mfluence negative publicoy has
on consumer attiodingd and behavioural responses are
moderated by the strengrh of the brand —comsumer relatiombdp
(Ulrich and Brunner, 2015% Um and Kim, 2016). Purure
researchisabo needed in this area.
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Pengaruh Publisitas Negatif Terhadap
Ekuitas Merek: Atribusi, Citra, Sikap
Terhadap Merek, dan Niat Beli Pada
Produk H&M

Hai! Perkenalkan saya Elysabet Anggi Saputri, mahasiswi program studi Manajemen,
Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini saya sedang
melakukan penelitian Tugas Akhir mengenai " Pengaruh Publisitas Negatif Terhadap Ekuitas
Merek: Atribusi, Citra, Sikap Terhadap Merek, dan Niat Beli Pada Produk H&M"

Saya mohon kesediaan teman-teman untuk mengisi kuesioner penelitian skripsi saya.
Adapun kriteria untuk mengisi kuesioner ini adalah sebagai berikut:

1. Berusia > 17 tahun.

2. Mengetahui tentang produk H&M.

3. Pernah berkunjung ke gerai H&M, baik offline maupun online.

Apabila ada pertanyaan mengenai penelitian ini, dapat menghubungi peneliti melalui email :
elysabetanggis@gmail.com ataupun instagram : @elysabetanggis

Semua informasi yang terkait identitas diri dalam kuesioner ini akan dijaga kerahasiaannya
dengan aman dan hanya digunakan untuk kepentingan penelitian. Atas perhatian dan
waktunya, saya ucapkan terima kasih.

* Required



Usia *

O 17-20
21-24
25-29

30-35

O O OO0

>35

Jenis Kelamin *

(O Laki- laki

O Perempuan

Pekerjaan *

Pelajar
Mahasiswa
Pengusaha

Karyawan

OO 0OO0O0

Other:
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Rata-rata uang saku / pendapatan per bulan *

O < Rp. 500.000,00

Rp. 500.001,00 - Rp. 1000.000,00
Rp. 1.000.001,00 - Rp. 1.500.000,00
Rp. 1.500.001,00 - Rp. 2.000.000,00

Rp. 2.000.001.00 - Rp. 2.500.000,00

O O OO0O0

> Rp. 2.500.000,00

Domisili *

Your answer

Apakah anda mengetahui brand H&M? *

O Ya
(O Tidak

Apakah anda pernah berkunjung ke gerai H&M, baik itu offline maupun online? *

O Ya
(O Tidak

Apakah anda pernah membeli produk H&M? *

O Ya
(O Tidak
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Gerai H&M

Website H&M

My H&M  Signin/Join  English v W F

#M

LADIES MEN DIVIDED KIDS SALE #HMxME

Your items will arrive soon

Due to a large amount of orders, we are currently experiencing delays in our deliveries.
We apologize for the inconvenience and thank you for understanding.

Limited time only!

Ramadan shopping



Apakah anda mengetahui tentang merek H&M dan produknya? *

O Ya
(O Tidak

Apakah anda memiliki produk H&M? contoh : Pakaian, tas, sepatu, aksesoris, dll. *

O ya
(O Tidak

Berapa jumlah produk H&M yang anda miliki? *

O 13
O 46
O 710
O >0
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Terhadap Merek, dan Niat Beli Pada
Produk H&M

* Required

Merek fast fashion favorite anda (boleh lebih dari satu) *

H&M
Pull&Bear
Zara

Uniglo
Stradivarius
Forever 21
Cotton On
GAP

Other:

ocO000000000

This is a required question

Seberapa sering anda membeli produk fast fashion? *

O Setiap minggu
O 1 bulan sekali
O 2 bulan sekali
O 4 bulan sekali

O 1 tahun sekali

O Other:
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Kuesioner selanjutnya akan berisi 4 bagian pertanyaan variabel yaitu Atribusi, Citra, Sikap Terhadap Merek,
dan Niat Beli produk H&M.
Dimohon untuk mengisi dengan teliti dan jujur.

Isi jawaban yang ada pada kuesioner ini dengan memilih salah satu tanda pada kolom yang tersedia yang
sesuai dengan penilaian anda.

Penelitian ini meggunakan Skala Likert dengan makna sebagai berikut:
1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5= Sangat Setuju
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22.44 Tue 15 Jun > @ 93% (%
& docs.google.com

Sebelum mengisi kuesioner di bawabh ini, diharapkan responden membaca secara cermat mengenai berita
dan gambar tentang H&M. Anda akan menjawab pertanyaan terakait setelahnya.

Di Ethiopia, upah minimum sepertiga Bangladesh, dengan rata-rata £5,75, sekitar
Rp100.000 seminggu. Seorang pekerja di Addis Ababa - yang minta dirahasiakan
namanya - menceritakan kondisi kerja yang tidak layak - seperti misalnya toilet
yang sangat jorok dan banyaknya bentakan.Keadaan lain misalnya pembayaran
lembur yang ditunda-tunda serta diperiksanya perut perempuan untuk
memastikan ia tidak hamil ketika mereka melamar pekerjaan.Hal ini sudah
dilaporkan oleh Workers Rights Consortium, tetapi belum ada perbaikan
berbulan-bulan sejak laporan itu terbit. Demi menghadapi persaingan,
pemerintah Ethiopia seakan menyatakan keunggulan negara mereka adalah upah
murah. https://www.bbc.com/indonesia/majalah-49279288

Harga tersembunyi pakaian
murah: Eksploitasi buruh dan
biaya lingkungan produksi
tekstil

Dharshini David
Wartawan ekonomi

11 Agustus 2019

- - - S mgdctotiond |

B s

i i :
findonesia/indonesia-56879354 “; k
Lomtm cmmee " ~ = ;a - e A& A e /
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22.44 Tue 15 Jun

> @ 93% (4

& docs.google.com

KONTROVERSI
DI BALIK INDUSTRI i
“FAST FASHION” =i

SEPTIYANTI

e TN L O

Ekonografik

SUMBER: GLOBAL
FASHION AGENDA

& THE BOSTON

CONSULTING GROUP,
WORLD ECONOMIC
FORUM, THE ASEAN

Industri fesyen siap pakai berkonsep fast
fashion dinilai sebagai bisnis yang inovatif.
Sistem produksi dan distribusinya

yang efisien, menghasilkan produk
berharga murah. Namun ada

kontroversi di balik industri ini.

DIBALIKINDUSTRI
FAST FASHION

Sosial

t@ s 34% pekerja
="I—;j13 ada di Asia

Lebih 50% pekerja
tidak dibayar sesuai
upah minimum

Rata-rata 5,6 cedera
% per 100 pekerija tiap
tahun
@
‘ Pekerja di bawah umur

R |
‘ ' Ekonomi

US$ 500 miliar/ tahun potensi
rugi dari pakaian yang jarang
dipakai & tidak terdaur ulang

A\\ N, %’ N\
LA (‘-‘-ﬁ"”_ s \

24 "'\

N7
«>
%

Lingkungan ;

Hasilkan 1 kaos katun

mikrofiber habiskan Hasilkan emisi
= 50 miliar 2.700 liter air = 1.715 juta ton
plastik/ air minum 1 orang CO,/ tahun
tahun selama 2,5 tahun

SOLUSI

#® Pilih pakaian berbahan katun organik
#® Hindari beli pakaian polyester & nilon
#® Kurangi membeli pakaian baru

n #® Perbanyak sewa atau pinjam pakaian
#® Daur ulang pakaian yang tak terpakai

NILAI INDUSTRI FAST
FASHION GLOBAL (2018)

US$ 35 miliar 7
Rp 495,1 triliun) -




Saya menganggap merek H&M tidak
berkualitas *

Sangat Tidak

Sangat Setuju
Setuju g )

Design H&M menyinggung beberapa etnik *

1T 2 3 4 3

Sangat Tidak

Sangat Setuju
Setuju g J

H&M tidak ramah lingkungan

1 2 3 4 5

Sangat Tidak

Sangat Setuju
Setuju g J

H&M mengeksploitasi pekerja

1 2 3 4 5

Sangat Tidak
Setuju

Sangat Set /
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Citra Merek : Setelah mengetahui berita tersebut, bagaimana anda menanggapi penyataan dibawah
ini:

Descriplion (cpEonal)

Sebelurn terpapar berita negatif secara keseluruban HAM memiliki citra vang baik

1 2 3 4 3

Sangat Tidak Setuju 'D {:} D D 'D Sangat Setuju

Sebelumn terpapar berita negatif merek H&M memberikan kesan positif bagi saya

1 2 3 4 5
Sangal Tidak Setuju O {:} D O O Sangal Setuju
Setelah mengetahui tentang informasi tersebut, secara keseluruhan H&M memiliki citra yang buruk
1 2 3 4 5

Sangai Tidak Setuju ':-:' D D '::I G' Sangat Setuju

Setelah mengetahui tentang informasi tersebut brand H&M memberikan kesan negatif bagi saya
1 z 3 4 5

Sangai Tidak Setuju D D 0 D ':' Sangat Setuju

ikap Terhadap Merek : Setelah mengetahui berita tersebut, bagaimana anda menanggapi penyataan
dibawiah ini:

Description (aptional)

Menurut sava informasi mengenai H&EM tersabut sangat terpercaya
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Gambar, dan berita tersebut memberikan informasi negatif tentang HEM

' 3y
Sangal Tidak Seluju O {-F’ G [::I {J Sangal Seluju

Sotelah mengetahui permasalahannya, saya tetap menyukai merek HEM

1 2 3 4 5

Sangat Tidak Setuju D G G D D Sangat Setuju

Miat Beli: Setelah mengetahui berita tersebut. bagai mana anda menanggap pervataan dibawab ini:

DPascription (opthanal)

Sebelum mengetahui tentang informasi tersebut, saya bersedia membeli produk HEM dalam waktu
dekat

Sebalum mengetahui tentang informasi tersebut, eaya berencana me mbeli produk H&EM dalam waktu
dekat

1 2 3 El 5
'S ) s
Sangal Tidak Setuju O L W W O Sangat Setuju

Sebelum mengetahui tentang informasi tersebut. saya akan berusaha membell produk HEM dalam

Sangal Tidak Setuju G ':.: D D :_:} Sangal Seluju

dekat
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Setelah mengetahui tentang informasi tersebut, saya bersedia membeli produk H&M dalam waktu
dekat

Sangat Tidak Setuju Sangat Setuju

Setelah mengetahui tentang informasi tersebut, saya berencana membeli produk H&M dalam waktu
dekat

Sangat Tidak Setuju Sangat Setuju

Setelah mengetahui tentang informasi tersebut, saya akan berusaha membeli produk H&M dalam

waktu dekat

Qannat Tidal, Satnin Cannat Catiin

Kuesioner asli
A. PROFIL RESPONDEN

1. Umur
- 17-20
- 21-24
- 25-29
- 30-35
- >35
2. Jenis Kelamin
- Laki — laki
- Perempuan
3. Pekerjaan
- Pelajar

- Mahasiswa
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- Pengusaha
- Karyawan
- Lainnya

4. Domisili :

B. Pengetahuan tentang produk

Do you know the brand Dolce&Gabbana and its products?

Do you own/have any Dolce&Gabbana products? e.g. Bags, Shoes, Clothing,

Accessories, etc

C. Keterlibatan dalam produk

Luxury Fashion Productvolvement

Luxury fashion products are very important to me ST T N S SS
S S

I have strong interest in luxury fashion products ST T N S SS
S S

How often do you buy luxury fashion product in a year?

Every week

- Twice a month

- Once a month

- Every two months
- Four times a year
- Once a year

- Other

Please name your favorite luxury brand(s), 1 or more
- Dolce&Gabbana
- Chanel

- Dior



Louis Vuitton
Prada
Versace
Hermes
Gucci
Balenciaga
Other

D. Attribution, Attitudes, Brand image, dan Niat beli terhadap merek
1. Atribution

I am well aware to the issue *
1 2 3 4 S

Totally

Disagres Totally Agree

| can boycott a product a product because

~

they have quality issue

1 2 3 a 3

Totally

Totally Agree
Disagree 24 =

I am concermned about the issue
1 2 3 4 5

Totally

Diaagrae Totally Agree

The issue maters to me

Totally

Totally A
Disagree RSO Y g

2. Attitudes

100
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How do you evaluate Dolce&Gabbana as
a brand?
12 3 4 5

VeryBad O OOO O Verygood

How do you evaluate Dolce&Gabbana as

a brand?

12 3 4 5
Dislike VeryO O OO O like very
Much much

How do you evaluate Dolce&Gabbana as

a brand?

12 3 4 5
unattractive O O OO O Attractive
very Much very
much

How do you evaluate Dolce&Gabbana as

a brand?

12 3 4 5
unappealing O O OO O Appealing
very much very
much

How do you evaluate Dolce&Gabbana as

a brand?

12 3 4 5
undesirable OO OO O Desirable
very much very
much

3. Brand Image



The overall images of D&G is positive

The overall image | have about D&G is favourable

Overall, I have a good image about the brand

4. Niat beli

I am willing to buy D&G product in the near future

I plan to buy Dolce&Gabbana product in the near future

ST

ST

ST

ST

ST
S

I will make an effort to buy Dolce&Gabbana product in the ST

near future

S
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TS

TS

TS

E. Attribution, Attitudes, Brand image, dan Niat beli terhadap merek setelah

terpapar publisitas negatif

1. Attitudes
How believable is this information about
Dolce&Gabbana in your opinion?

12 3 4 5

unbelievabl) O O O O believable

The video, image, and news above provided
negative information about
Dolce&Gabbana



12 3 4 5

totally OOOO QO totally

disagree agree

After acknowledging the issue, how do you
evaluate Dolce&Gabbana as a brand?
12 3 4 5

veybad OO OQOQO very

good

After acknowledging the issue, how do you
evaluate Dolce&Gabbana as a brand?

12 3 4 5
disike ~ OOOOQO like
very much very

much

After acknowledging the issue, how do you
evaluate Dolce&Gabbana as a brand?

12 3 4 5
unattractive O O OO CAttractive
very much very

much

After acknowledging the issue, how do you
evaluate Dolce&Gabbana as a brand?

12 3 4 5
unappealing O O OO (hppealing
very much very

much
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After acknowledging the issue, how do you
evaluate Dolce&Gabbana as a brand?

12 3 4 5
undesirable OO OO (ODesirable
very much very

much

104

2. Brand image. Setelah mengetahui mengenai isu tersebut, bagaimana respon

anda.

The overall images of D&G is positive

The overall image | have about D&G is favourable

Overall, I have a good image about the brand

3. Niat beli
I am willing to buy D&G product in the near future

I plan to buy Dolce&Gabbana product in the near

future

I will make an effort to buy Dolce&Gabbana

product in the near future

ST T N S
S S
ST S
S S
ST S
S S
ST S
S S
ST S
S S
ST S
S S
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Apakah ,;p:jaakah aBerap
anda Apakah o |
memiliki | jumla
pernah Apakah | anda
Apakah . produk h
Rata-rata uang anda berkunjun | anda mengetahu H&M? rodu Seberapa sering anda
. Jenis . saku / L g ke gerai | pernah | i tentang . P Merek fast fashion favorite anda (boleh lebih dari Pe g
Usia . Pekerjaan Domisili mengetahu contoh: |k membeli produk fast
Kelamin pendapatan per . H&M, membel | merek . satu) .
i brand . . Pakaian, | H&M fashion?
bulan baik itu i produk | H&M dan
H&M? . tas, yang
offline H&M? | produknya
sepatu, anda
maupun ? K . iliki
online? aksesoris | miliki
' , dll. ?
Rp.
1.000.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 1.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Zara 2 bulan sekali
> Rp.
25-29 | Laki - laki | Karyawan 2.500.000,00 Jakarta Ya Ya Ya Ya Ya 1-3 H&M;Uniglo;Stradivarius,GAP 1 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Uniglo;Stradivarius 1 bulan sekali
Rp.
1.500.001,00 -
Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
17 -20 | Laki-laki | Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 7-10 r 21;Cotton On 2 bulan sekali
Rp.
1.000.001,00 -
Perempua Rp.
17-20 |n Mahasiswa 1.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara;Uniglo 1 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 Uniqglo;Stradivarius 6 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 | n Karyawan 2.500.000,00 jakarta Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara;Uniglo 1 bulan sekali
> Rp.
17 -20 | Laki - laki | Mahasiswa 2.500.000,00 Serang,Banten Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo 2 bulan sekali
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17-20

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Merauke

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Cotton
On

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp. 500.001,00
- Rp.
1000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Pull&Bear;Stradivarius;Cotton On

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp. 500.001,00
- Rp.
1000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo

1 bulan sekali

17-20

Perempua
n

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Bekasi

Ya

Ya

Ya

Ya

Ya

> 10

H&M;Pull&Bear;Uniglo;Cotton On;Cotton ink

1 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
r 21;Cotton On

1 tahun sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Cilacap

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara

1 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

Pull&Bear

1 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

H&M;Zara;Cotton On

1 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Bekasi

Ya

Ya

Ya

Ya

Ya

1-3

H&M

Tidak tentu
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Rp. 500.001,00

Perempua - Rp.
21-24 |n Mahasiswa 1000.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Stradivarius;Cotton On 4 bulan sekali
Rp. 500.001,00
- Rp.
17-20 | Laki-laki | Mahasiswa 1000.000,00 Ponorogo Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Uniglo 4 bulan sekali
Perempua <Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
21-24 | n Mahasiswa 500.000,00 Lampung Ya Ya Ya Ya Ya > 10 r 21;Cotton On Setiap minggu
Rp.
1.500.001,00 -
Perempua Rp.
21-24 | n Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Uniglo 4 bulan sekali
Rp.
2.000.001.00 -
Rp.
21-24 | Laki-laki | Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Maternal 4 bulan sekali
Perempua > Rp.
25-29 |n Pengusaha 2.500.000,00 Jakarta Ya Ya Ya Ya Ya > 10 H&M;Pull&Bear;Zara;Uniglo Setiap minggu
Rp.
1.500.001,00 -
Perempua Rp.
21-24 | n Mahasiswa 2.000.000,00 Jogja Ya Ya Ya Ya Ya 1-3 H&M;Uniglo Saat ingin atau butuh
Rp.
1.000.001,00 -
Rp.
17-20 | Laki-laki | Pelajar 1.500.000,00 jogja Ya Ya Ya Ya Ya 1-3 H&M 4 bulan sekali
<Rp.
25 -29 Laki - laki | Karyawan 500.000,00 Ponorogo Ya Ya Ya Ya Ya 1-3 H&M;Zara 1 tahun sekali
Rp. 500.001,00
Perempua - Rp. Tidak ada rentang
21-24 |n Mahasiswa 1000.000,00 Jawa Barat Ya Ya Ya Ya Ya 7-10 H&M;Old navy waktu khusus
Rp.
1.000.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 1.500.000,00 Kngn Ya Ya Ya Ya Ya > 10 H&M;Uniqglo;C2 1 bulan sekali
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Rp. 500.001,00

Perempua - Rp. Tidak ada rentang
21-24 |n Mahasiswa 1000.000,00 Jawa Barat Ya Ya Ya Ya Ya 7-10 H&M;Old navy waktu khusus
> Rp.
25 -29 Laki - laki | Karyawan 2.500.000,00 Riau Ya Ya Ya Ya Ya 1-3 H&M;Zara 1 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 | n Mahasiswa 2.000.000,00 Pekanbaru Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Uniglo 1 tahun sekali
> Rp.
21-24 | Laki-laki | Karyawan 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Uniglo;Savior cloth 2 bulan sekali
Rp. 500.001,00
Perempua - Rp.
17-20 | n Mahasiswa 1000.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo;Stradivarius 4 bulan sekali
Rp. 500.001,00
- Rp.
21-24 | Laki - laki | Mahasiswa 1000.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M 1 tahun sekali
Rp.
1.000.001,00 -
Perempua Rp. H&M;Pull&Bear;Uniglo;Stradivarius;Forever
21-24 |n Mahasiswa 1.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 21:Cotton On 1 tahun sekali
Rp.
1.500.001,00 -
Perempua Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Cotton
17-20 |n Mahasiswa 2.000.000,00 Merauke Ya Ya Ya Ya Ya 7-10 On 2 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Pekanbaru Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Uniglo;Cotton On 1 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Yogya Ya Ya Ya Ya Ya 1-3 H&M;Uniqglo;Stradivarius;Cotton On 2 bulan sekali
Perempua > Rp.
17-20 | n Karyawan 2.500.000,00 Lampung Ya Ya Ya Ya Ya 4-6 H&M;Stradivarius;Cotton On 1 bulan sekali
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Perempua > Rp.
25-29 |n Pengusaha 2.500.000,00 Jakarta Ya Ya Ya Ya Ya > 10 H&M;Pull&Bear;Zara;Uniglo Setiap minggu
Perempua > Rp.
17-20 |n Karyawan 2.500.000,00 Lampung Ya Ya Ya Ya Ya 4-6 H&M; Stradivarius;Cotton On 1 bulan sekali
> Rp.
25 -29 Laki - laki | ASN 2.500.000,00 Palembang Ya Ya Ya Ya Ya > 10 H&M;Zara;GAP 1 bulan sekali
Perempua <Rp.
17-20 |n Mahasiswa 500.000,00 Sulawesi Utara | Ya Ya Ya Ya Ya 1-3 H&M 1 tahun sekali
Rp.
1.000.001,00 -
Rp.
17 -20 | Laki-laki | Mahasiswa 1.500.000,00 Ponorogo Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo 2 bulan sekali
Rp.
1.000.001,00 -
Rp.
21 -24 | Laki - laki | Mahasiswa 1.500.000,00 Solo Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;GAP 1 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp. H&M;Pull&Bear;Stradivarius;Forever 21;Cotton
21-24 |n Mahasiswa 2.000.000,00 Jogja Ya Ya Ya Ya Ya 4-6 On;GAP 1 bulan sekali
Rp.
1.000.001,00 -
Rp.
21-24 | Laki-laki | Mahasiswa 1.500.000,00 Solo Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;GAP 1 bulan sekali
Rp.
2.000.001.00 -
Perempua | Wiraswastawa | Rp.
30-35 |n n 2.500.000,00 Ponorogo Ya Ya Ya Ya Ya 1-3 H&M;Zara;Uniglo;GAP Tidak pasti
Perempua <Rp.
17-20 | n Mahasiswa 500.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 Uniglo 1 tahun sekali
Rp.
1.500.001,00 -
Perempua Rp. H&M;Pull&Bear;Stradivarius;Forever 21;Cotton
21-24 |n Mahasiswa 2.000.000,00 Jogja Ya Ya Ya Ya Ya 4-6 On;GAP 1 bulan sekali
Rp. 500.001,00
Perempua - Rp.
21-24 |n Mahasiswa 1000.000,00 Lombok Ya Ya Ya Ya Ya 4-6 H&M;Uniglo 4 bulan sekali
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> Rp.
30-35 | Laki-laki | Pengusaha 2.500.000,00 medan Ya Ya Ya Ya Ya 7-10 H&M;Zara;GAP 1 bulan sekali
Rp.
1.000.001,00 -
Perempua Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
21-24 |n Mahasiswa 1.500.000,00 Surakarta Ya Ya Ya Ya Ya > 10 r 21;Cotton On;GAP 1 bulan sekali
<Rp.
21-24 | Laki-laki | Mahasiswa 500.000,00 Pontianak Ya Ya Ya Ya Ya 1-3 H&M;Zara;Uniglo 2 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
17-20 |n Mahasiswa 2.000.000,00 Bali Ya Ya Ya Ya Ya 1-3 H&M;Uniqglo;Stradivarius;Cotton On 1 tahun sekali
Rp.
1.000.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 1.500.000,00 Surakarta Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Stradivarius;Cotton On 4 bulan sekali
Rp. 500.001,00
- Rp.
17 -20 | Laki-laki | Mahasiswa 1000.000,00 Jogja Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;Cotton On 1 bulan sekali
> Rp.
25 -29 Laki - laki | Karyawan 2.500.000,00 Jakarta Ya Ya Ya Ya Ya 4-6 H&M:;Zara;Forever 21;GAP 2 bulan sekali
> Rp.
25 -29 Laki - laki | Karyawan 2.500.000,00 Riau Ya Ya Ya Ya Ya 7-10 H&M;Uniglo 2 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp. 2-3 kali dalam
17-20 |n Mahasiswa 2.000.000,00 Medan Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Uniglo setahun
Perempua <Rp.
21-24 |n Mahasiswa 500.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Forever 21;Cotton On 4 bulan sekali
Perempua <Rp.
21-24 |n Mahasiswa 500.000,00 Jogja Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara;Uniglo 4 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
17-20 | n Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Uniglo Jarang
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Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Jakarta Ya Ya Ya Ya Ya 4-6 Zara;Uniglo;Cotton On 4 bulan sekali
> Rp.
25 -29 Laki - laki | Karyawan 2.500.000,00 Riau Ya Ya Ya Ya Ya 7-10 H&M;Uniglo 2 bulan sekali
Perempua > Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
21-24 |n Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 r 21;Cotton On 2 bulan sekali
Perempua <Rp.
17-20 | n Mahasiswa 500.000,00 Batam Ya Ya Ya Ya Ya 7-10 H&M;Pull&Bear;Uniglo 4 bulan sekali
> Rp.
25 -29 Laki - laki | Karyawan 2.500.000,00 Riau Ya Ya Ya Ya Ya 7-10 H&M;Uniglo 2 bulan sekali
> Rp.
25 -29 Laki - laki | Pengusaha 2.500.000,00 Surabaya Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo 2 bulan sekali
> Rp.
25 -29 Laki - laki | Pengusaha 2.500.000,00 Surabaya Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo 2 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Stradivarius;Cotton On 2 bulan sekali
> Rp.
25 -29 Laki - laki | Pengusaha 2.500.000,00 Surabaya Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo 2 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Jogja Ya Ya Ya Ya Ya > 10 H&M;Pull&Bear;Stradivarius;Cotton On 2 bulan sekali
Rp. 500.001,00
Perempua - Rp. H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
21-24 | n Mahasiswa 1000.000,00 Jawa tengah Ya Ya Ya Ya Ya > 10 r 21;Cotton On;GAP 1 bulan sekali
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21-24

Perempua
n

Mahasiswa

Rp. 500.001,00
- Rp.
1000.000,00

Jawa tengah

Ya

Ya

Ya

Ya

Ya

>10

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
r 21;Cotton On;GAP

1 bulan sekali

25 -29

Laki - laki

Pengusaha

> Rp.
2.500.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo

2 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp. 500.001,00
- Rp.
1000.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Forever 21

1 tahun sekali

21-24

Laki - laki

Karyawan

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Solo

Ya

Ya

Ya

Ya

Ya

H&M;Zara;Uniglo

1 tahun sekali

17-20

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

H&M;Pull&Bear;Zara;Uniglo

2 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Uniglo

1 tahun sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

DIY

Ya

Ya

Ya

Ya

Ya

.y

Pull&Bear;Uniglo

4 bulan sekali

17-20

Laki - laki

Pelajar

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

1-3

H&M:;Zara

1 tahun sekali

25 -29

Laki - laki

Karyawan

> Rp.
2.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Forever 21

4 bulan sekali

30-35

Laki - laki

Pengusaha

> Rp.
2.500.000,00

Lampung

Ya

Ya

Ya

Ya

Ya

>10

H&M;Pull&Bear;Zara;Uniglo

1 bulan sekali

30-35

Laki - laki

Karyawan

> Rp.
2.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Zara;Uniglo

2 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Solo

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniglo

4 bulan sekali
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21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
r 21;GAP

4 bulan sekali

25 -29

Laki - laki

Pengusaha

> Rp.
2.500.000,00

Palembang

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Zara;Uniglo

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

>10

H&M;Pull&Bear;Uniglo;Cotton On

2 bulan sekali

25-29

Laki - laki

Pengusaha

> Rp.
2.500.000,00

Palembang

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Zara;Uniglo

2 bulan sekali

25-29

Laki - laki

Karyawan

> Rp.
2.500.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara

2 bulan sekali

25-29

Laki - laki

Karyawan

> Rp.
2.500.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara

2 bulan sekali

25-29

Laki - laki

Pengusaha

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

H&M;Zara;Uniglo

2 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Solo

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear

1 tahun sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniglo

2 bulan sekali

21-24

Laki - laki

Karyawan

> Rp.
2.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
r 21;Cotton On;GAP

2 bulan sekali

25-29

Perempua
n

Karyawan

> Rp.
2.500.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Pull&Bear;Forever 21

2 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Medan

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Zara

4 bulan sekali
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30-35

Perempua
n

Karyawan

> Rp.
2.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

>10

H&M;Zara;Uniglo;Stradivarius;Cotton On;GAP

1 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Bekasi

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Zara;Uniglo

1 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Bekasi

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Uniglo

1 bulan sekali

25 -29

Laki - laki

Karyawan

> Rp.
2.500.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara;Uniglo

4 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara

2 bulan sekali

21-24

Laki - laki

Mahasiswa

> Rp.
2.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo

2 bulan sekali

17-20

Laki - laki

Mahasiswa

Rp. 500.001,00
- Rp.
1000.000,00

Solo, Jawa
Tengah

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniglo;GAP

1 bulan sekali

21-24

Laki - laki

Karyawan

> Rp.
2.500.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Bandung

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara;Uniglo;Stradivarius

2 bulan sekali

21-24

Perempua
n

Karyawan

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Uniglo

1 tahun sekali

21-24

Perempua
n

IRT

> Rp.
2.500.000,00

SURABAYA

Ya

Ya

Ya

Ya

Ya

H&M;Zara;Uniglo;Stradivarius;Cotton On

1 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

H&M;Uniqglo

2 bulan sekali
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21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Pekanbaru

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara

4 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

H&M;Uniglo

4 bulan sekali

25 -29

Perempua
n

Pengusaha

> Rp.
2.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

7-10

H&M;Zara;Uniglo

1 bulan sekali

30-35

Perempua
n

Pengusaha

> Rp.
2.500.000,00

Malang

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo;Stradivarius

4 bulan sekali

25-29

Laki - laki

Karyawan

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Lamongan

Ya

Ya

Ya

Ya

Ya

H&M;Pull&Bear;Zara

1 tahun sekali

21-24

Perempua
n

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear

1 tahun sekali

30-35

Perempua
n

Karyawan

> Rp.
2.500.000,00

Kalimantan

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Uniglo;Stradivarius

1 tahun sekali

25-29

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Surabaya

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniglo

4 bulan sekali

21-24

Laki - laki

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Medan

Ya

Ya

Ya

Ya

Ya

H&M:;Zara

1 bulan sekali

25-29

Perempua
n

Karyawan

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Magelang

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Jakarta

Ya

Ya

Ya

Ya

Ya

4-6

Pull&Bear;Zara;Stradivarius;Cotton On

2 bulan sekali

21-24

Perempua
n

Karyawan

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Bekasi

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniglo;Cotton On

2 bulan sekali

17-20

Laki - laki

Pelajar

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Medan

Ya

Ya

Ya

Ya

Ya

1-3

H&M

Seperlunya
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Rp.
2.000.001.00 -
Perempua Rp.
21-24 | n Karyawan 2.500.000,00 Jakarta timur Ya Ya Ya Ya Ya 4-6 Uniglo;Forever 21;Cotton On 2 bulan sekali
Perempua > Rp.
25 -29 n Karyawan 2.500.000,00 Solo Ya Ya Ya Ya Ya 4-6 Pull&Bear;Zara;Forever 21;Cotton On 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
25 -29 n Karyawan 2.500.000,00 Surakarta Ya Ya Ya Ya Ya 4-6 Zara;Uniglo;Stradivarius;Cotton On 1 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
25 -29 n Pelajar 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Stradivarius;Cotton On 1 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
25 -29 n Pelajar 2.500.000,00 Madiun Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara;Uniglo;Cotton On 1 bulan sekali
Rp.
1.500.001,00 -
Rp.
17 -20 | Laki-laki | Mahasiswa 2.000.000,00 Medan Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara 4 bulan sekali
Rp.
1.000.001,00 -
Perempua Rp.
25 -29 n Mahasiswa 1.500.000,00 Mojokerto Ya Ya Ya Ya Ya 4-6 Pull&Bear;Zara;Stradivarius;Cotton On 2 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Malang Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;Forever 21 2 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Malang Ya Ya Ya Ya Ya 7-10 H&M;Pull&Bear;Uniqglo;Forever 21 4 bulan sekali
Perempua > Rp.
21-24 |n Mahasiswa 2.500.000,00 Pontianak Ya Ya Ya Ya Ya 4-6 H&M;Uniglo 1 tahun sekali
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Rp.
2.000.001.00 -
Perempua Rp.
25-29 |n Mahasiswa 2.500.000,00 Madiun Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;Cotton On 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp. H&M;Pull&Bear;Zara;Stradivarius;Forever
21-24 |n Pelajar 2.500.000,00 Madiun Ya Ya Ya Ya Ya 4-6 21;Cotton On 2 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Malang Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Uniglo;Forever 21;Cotton On 4 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Medan Ya Ya Ya Ya Ya 1-3 Uniglo;Stradivarius 1 tahun sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Solo Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;Forever 21;GAP 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Solo Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Uniglo;Forever 21;Cotton On 2 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp. H&M;Pull&Bear;Zara;Uniglo;Forever 21;Cotton
21-24 |n Mahasiswa 2.500.000,00 Solo Ya Ya Ya Ya Ya 4-6 On 2 bulan sekali
Rp.
2.000.001.00 -
Rp. H&M;Pull&Bear;Zara;Uniglo;Forever 21;Cotton
21 -24 | Laki-laki | Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 7-10 On 2 bulan sekali
Perempua Rp.
21-24 | n Mahasiswa 1.000.001,00 - Solo Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear 4 bulan sekali
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Rp.
1.500.000,00

21-24

Perempua
n

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara;Uniglo;Stradivarius;Foreve
r 21;Cotton On;GAP

2 bulan sekali

21-24

Laki - laki

Mahasiswa

> Rp.
2.500.000,00

PONTIANAK

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Uniglo;GAP; THANK INSOMNIA

hanya saat mendekati

hari raya

17-20

Perempua
n

Pelajar

Rp.
1.000.001,00 -
Rp.
1.500.000,00

Solo

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Uniglo;Stradivarius

4 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Cotton On

2 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Zara;Uniglo;Stradivarius

4 bulan sekali

17-20

Laki - laki

Pelajar

Rp. 500.001,00
- Rp.
1000.000,00

Madiun

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear

4 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

Uniglo;Cotton On

6 bulan sekali

21-24

Perempua
n

Mahasiswa

Rp.
2.000.001.00 -
Rp.
2.500.000,00

Klaten

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Zara;Stradivarius;Cotton On

4 bulan sekali

25-29

Perempua
n

Karyawan

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Pacitan

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Uniglo;Stradivarius

4 bulan sekali
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Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Klaten Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
25 -29 n Pengusaha 2.500.000,00 Madura Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo;Stradivarius 2 bulan sekali
Rp.
2.000.001.00 -
Rp.
21-24 | Laki - laki | Mahasiswa 2.500.000,00 Bandung Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear,GAP 1 tahun sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 4-6 H&M;Pull&Bear;Zara;Uniglo;Stradivarius 4 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Klaten Ya Ya Ya Ya Ya 1-3 H&M;Zara 2 bulan sekali
Rp.
1.500.001,00 -
Rp.
21-24 | Laki-laki | Pelajar 2.000.000,00 Klaten Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara;Cotton On 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Solo Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara 4 bulan sekali
Rp.
1.500.001,00 -
Perempua Rp.
21-24 |n Mahasiswa 2.000.000,00 Yogyakarta Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 | n Mahasiswa 2.500.000,00 Kediri Ya Ya Ya Ya Ya 1-3 H&M;Pull&Bear;Zara 4 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Klaten Ya Ya Ya Ya Ya 1-3 H&M:Zara 1 tahun sekali
Perempua > Rp.
21-24 |n IRT 2.500.000,00 SURABAYA Ya Ya Ya Ya Ya 4-6 H&M;Zara;Uniglo;Stradivarius;Cotton On 1 bulan sekali
Rp.
2.000.001.00 -
Perempua Rp.
21-24 |n Mahasiswa 2.500.000,00 Yogyakarta Ya Ya Ya Ya Ya 7-10 H&M;Pull&Bear;Zara;Stradivarius 2 bulan sekali
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21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Pull&Bear;Uniqlo;Stradivarius;Forever
21;Cotton On

1 bulan sekali

21-24

Laki - laki

Mahasiswa

> Rp.
2.500.000,00

PONTIANAK

Ya

Ya

Ya

Ya

Ya

4-6

H&M;Uniglo;GAP; THANK INSOMNIA

hanya saat mendekati

hari raya

21-24

Perempua
n

Mahasiswa

Rp.
1.500.001,00 -
Rp.
2.000.000,00

Yogyakarta

Ya

Ya

Ya

Ya

Ya

1-3

H&M;Pull&Bear;Uniglo

2 bulan sekali
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NBP3

NBP2

NBP1

NAP3

NAP2

NAP1

SAP4

SAP3

SAP1

CAP3

CAP2

CAP1

CBP3

CBP2

ATAP2

ATAP1

ATBP2

ATBP1
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LAMPIRAN IV
HASIL OLAH DATA
SMART-PLS V3.3.2.9
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Construct Crossvalidated Redundancy

“E| Total || =] Casel | =] Case2 |5 Case3

SSO SSE Q% (=1-S...
ATRIBUSI ..  668.000  668.000
CITRAME.. 668000  385.662 0.423
NIAT BELI 835.000  450.999 0.460
SIKAP TE.. 1002.000  630.786 0.370

R Square
| Matrix |i«% RSquare |i+# R Square Adjusted

R Square R Square ...

CITRA ME... 0.628 0.626
NIAT BELI 0.778 0.774
SIKAP TE... 0.626 0.621

Construct Reliability and Validity

| Matrix |i%# Cronbach's Alpha |+ rho A |ii# Composit

Cronbach... rho A Composi... Average ..
ATRIBUSI ... 0.891 0.892 0.925 0.755
CITRA ME... 0.856 0.857 0.897 0.635
NIAT BELI 0.868 0.869 0.901 0.603

SIKAP TE... 0.880 0.881 0.909 0.624



CAP1

CAP2

CAP3

CBP2

CBP3

_____ NAP1
T *tam CITRA MEREK . s
NAP2
ATAP2
,  NAP3
ATBP2 —
ATBP3 ;
a - f;iﬁf; NIAT BELI \
SIKpP
TERHADAP
, ' MEREK T —
 SAPT e ik
Discriminant Validity
|| Fornell-Larcker Criter...| || Cross Loadings |- Heterotrait-N
ATRIBUSI... CITRA M... NIAT BELI SIKAP TE...
ATRIBUSI ... 0.780
CITRA ME... -0.331 0.887
NIAT BELI -0.402 0.570 0.859
SIKAP TE... -0.433 0.655 0.780 0.825
Path Coefficients
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[=] Mean, STDEV, T-Values, P-... ‘d Confidence Intervals ||| Confidence Intervals Bias ... || -] Samples  COPY to Clipboard: | Eycel Format

R Format ‘

Original ... Sample ... Standard ... T Statistic.. P Values
EATRIBUSI NEGATIF -> CITRA MEREK -0.289 -0.294 0.085 3412 0.001
ATRIBUSI NEGATIF -> NIAT BELI -0.220 -0.219 0.076 2.894 0.004
ATRIBUSI NEGATIF -> SIKAP TERHADAP MEREK -0.258 -0.264 0.066 3914 0.000
CITRA MEREK -> NIAT BELI 0.176 0.171 0.085 2.060 0.040
CITRA MEREK -> SIKAP TERHADAP MEREK 0.576 0.579 0.051 11.299 0.000
SIKAP TERHADAP MEREK -> NIAT BELI 0.460 0.467 0.083 5.543 0.000



‘ ‘ CAP3 ‘

‘ CAPA H CAP2 cer2 |
'\ ™ N e
07 0888 0897  0.900

ATRIBUSI
NEGATIF

-0.331

-0.243

CITRA MEREK

-0.073
0.575

0.097

0.685

NIAT BELI

NAP1 ‘

B
0803 NAP2 |
0.889 "
0,003V =
076447 o
oz, L NEPL )
R
0872 ngp2 ‘

—

NBP3 ‘
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