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ABSTRAK 

 

EFEK MEDIASI EMOSI YANG DIANTISIPASI PADA PERANAN MENTAL 

IMAGERY ELABORATION TERHADAP INTENSI PEMBELIAN ONLINE 

PRODUK PAKAIAN BERKELANJUTAN 

 

Ahmad Fauzi 

 

Produk fashion menjadi jenis barang/jasa kedua paling banyak terjual di platform 

e-commerce Indonesia. Namun, industri pakaian yang didominasi fast fashion 

memunculkan masalah pada lingkungan dan sosial. Sehingga perlu adanya 

peralihan penggunaan produk fast fashion menuju produk yang berkelanjutan. 

Semakin sadar konsumen pada isu industri fast fashion maka permintaan terhadap 

pakaian berkelanjutan akan meningkat. Penelitian ini bertujuan untuk mengetahui 

peranan mental imagery elaboration terhadap intensi pembelian online pakaian 

berkelanjutan dimediasi oleh emosi yang diantisipasi. Penelitian ini berbentuk 

kuantitatif desain cross-sectional dengan metode purposive sampling. Responden 

merupakan pengguna aplikasi belanja online berusia 18-35 tahun. Pengukuran 

menggunakan Imagery Elaboration Scale, Anticipated Emotion Scale, dan Online 

Purchase Intention Scale. Data dikumpulkan secara daring menggunakan Google 

Forms dengan total 214 responden. Analisis menggunakan software PROCESS 

pada IBM SPSS Statistic 26. Hasilnya diketahui emosi yang diantisipasi dapat 

memediasi peranan mental imagery elaboration terhadap intensi pembelian online. 

Mental imagery elaboration juga memiliki peranan terhadap intensi pembelian 

online. Sehingga kesimpulannya mental imagery elaboration menjadi prediktor 

intensi pembelian online baik secara langsung maupun tidak langsung melalui 

emosi yang diantisipasi. 

 

Kata kunci: mental imagery elaboration, emosi yang diantisipasi, intensi 

pembelian online, pakaian berkelanjutan.  
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ABSTRACT 

 

THE MEDIATION EFFECT OF ANTICIPATED EMOTION ON THE ROLE OF 

MENTAL IMAGERY ELABORATION IN ONLINE PURCHASE INTENTION 

FOR SUSTAINABLE FASHION PRODUCTS 

 

Ahmad Fauzi 

 

Fashion products are the second most sold type of goods/services on 

Indonesian e-commerce platforms. However, the fashion industry dominated by fast 

fashion raises environmental and social problems. There is a need to shift the use 

of fast fashion products towards sustainable products. The more the consumers 

become aware of the issues of the fast fashion industry, the higher the demand for 

sustainable fashion will be. This study aims to investigate the role of mental 

imagery elaboration in online purchase intention for sustainable fashion mediated 

by anticipated emotion. This study is a quantitative cross-sectional design with a 

purposive sampling method. Respondents were online shopping application users 

aged 18-35 years. Measurement instruments included the Imagery Elaboration 

Scale, Anticipated Emotion Scale, and Online Purchase Intention Scale. Data were 

collected online using Google Forms with a total of 214 respondents. Data were 

analyzed using the PROCESS software on IBM SPSS Statistics 26. The results 

showed that anticipated emotion could mediate the role of mental imagery 

elaboration in online purchase intention. Mental imagery elaboration also had a 

role in online purchase intention. It can therefore be concluded that mental imagery 

elaboration is a predictor of online purchase intention both directly and indirectly 

through anticipated emotion. 

 

Keywords: mental imagery elaboration, anticipated emotion, online purchase 

intention, sustainable fashion 
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