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ABSTRAK 

 

Maria Belen Septiana, 2024; Pengaruh Brand Image, Content Quality, Dan 

Brand Engagement Terhadap Purchase Intention Generasi Z Pada Produk 

Sustainable Fashion. Skripsi, Jakarta: Program Studi S1 Manajemen, 

Fakultas Ekonomi, Universitas Negeri Jakarta. Tim Pembimbing Dr. Setyo 

Ferry Wibowo, S.E., M.Si. dan Dewi Agustin Pratama Sari, S.E., M.S.M. 

 

Kehidupan manusia saat ini sangat berhubungan dengan media sosial. Media sosial 

sangat bermanfaat salah satunya pada sustainable fashion. Sustainable fashion 

adalah fashion yang ramah lingkungan, yang menyiratkan bahwa produk yang 

diproduksi dan dijual bertujuan pada keberlanjutan. Salah satu contoh brand yang 

menganut konsep sustainable fashion yaitu Sejauh Mata Memandang (SMM). 

Tujuan penelitian ini adalah untuk menganalisis faktor-faktor yang mampu 

mempengaruhi Purchase Intention pada Produk Sustaianble Fashion. Jenis 

penelitian yang dilakukan yaitu menggunakan metode kuantitatif untuk 

mengumpulkan data secara sistematis dan menggunakan analisis statistik untuk 

menemukan pola dan hubungan antar variabel. Populasi dalam penelitian ini adalah 

Gen Z yang bertempat tinggal di DKI Jakarta yang mengikuti Sejauh Mata 

Memandang di sosial media. Sampel penelitian dipilih menggunakan teknik non-

probability sampling, khususnya teknik purposive sampling sebanyak 200 orang. 

Hasil penelitian menunjukkan bahwa Brand Image dan Brand Engagement secara 

parsial mampu mempengaruhi Purchase Intention. Sedangkan Content Quality 

tidak berpengaruh terhadap Purchase Intention. Lalu Brand Image dan Content 

Quality secara parsial juga memiliki pengaruh terhadap Brand Engagement pada 

Produk Sustainable Fashion. 

 

Kata Kunci : Sustainable Fashion, Brand Image, Content Quality, Brand 

Engagement, Purchase Intention.  
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ABSTRACT 

 

Maria Belen Septiana, 2024; Brand Image, Content Quality And Brand Loyalty 

In Relation To The Purchase Intention Of Generation Z For Sustainable 

Fashion Products. Thesis, Jakarta: S1 Management Study Programme, Fakulty 

of Economics, State University of Jakarta. Supervisory Team. Dr. Setyo Ferry 

Wibowo, S.E., M.Si. dan Dewi Agustin Pratama Sari, S.E., M.S.M. 

 

Human life nowadays is closely related to social media. Social media is very useful, 

one of which is in sustainable fashion. Sustainable fashion is environmentally 

friendly fashion, which implies that the products produced and sold aim at 

sustainability. One example of a brand that embraces the concept of sustainable 

fashion is Sejauh Mata Memandang (SMM). The purpose of this study is to analyze 

the factors that can influence Purchase Intention on Sustaianble Fashion Products. 

The type of research conducted is using quantitative methods to collect data 

systematically and use statistical analysis to find patterns and relationships 

between variables. The population in this study is Gen Z who lives in DKI Jakarta 

who follows Sejauh Mata Memandang on social media. The research sample was 

selected using non-probability sampling technique, specifically purposive sampling 

technique as many as 200 people. The results showed that Brand Image and Brand 

Engagement were partially able to influence Purchase Intention. While Content 

Quality has no effect of Purchase Intention. Then Brand Image and Content Quality 

partially also have an effect to Brand Engagement on Sustainable Fashion 

Products. 

 

Keyword : Sustainable Fashion, Brand Image, Content Quality, Brand 

Engagement, Purchase Intention.  
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