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ABSTRAK 

 

EFEK MEDIASI BRAND PRESTIGE PADA PERANAN FACE 

CONSCIOUSNESS TERHADAP INTENSI PEMBELIAN ONLINE PADA 

LUXURY BRAND DI INDONESIA 

 

Meisya Rohadi 

 

Tingkat pembelian secara online dari tahun 2022 hingga awal tahun 2023 

diketahui mengalami peningkatan sebanyak 12,8%, dapat diketahui sebesar 178,9 

juta orang melakukan pembelian online dan berdampak pada munculnya gaya 

hidup hedonis dan implusif di kalangan masyarakat termasuk dalam keinginan 

(intensi) membeli barang dengan kategori luxury brand. Penelitian ini bertujuan 

untuk mengungkap intensi pembelian online melalui variabel face consciousness 

dan variabel brand prestige sebagai variabel mediasi dengan mengacu pada teori 

Model Costumer Journey and Experince. Subjek penelitian ini berjumlah 322 orang 

dan dipilih berdasarkan teknik non-probability sampling metode purposive 

sampling dengan kriteria warga negara Indonesia berusia 20-40 tahun. Keseluruhan 

data dianalisis menggunakan simple mediation model oleh Hayes dengan software 

PROCESS pada aplikasi IBM SPSS. Hasil penelitian menunjukkan bahwa variabel 

brand prestige mampu memediasi peranan Face consciousness terhadap intensi 

pembelian online pada luxury brand (indirect effect). Variabel Face consciousness 

diketahui juga signifikan memprediksi intensi pembelian online pada luxury brand 

secara langsung (direct effect). Kesimpulannya adalah Face consciousness mampu 

memprediksi intensi pembelian online pada luxury brand baik dengan perantara 

brand prestige maupun secara langsung.  

 

Kata kunci : Consciousness, brand prestige, intensi, luxury brand 
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ABSTRACT  

 

THE MEDIATING EFFECT OF BRAND PRESTIGE ON THE ROLE OF FACE 

CONSCIOUSNESS IN ONLINE PURCHASE INTENTION FOR LUXURY 

BRANDS IN INDONESIA 

 

Meisya Rohadi 

 

The online purchases from 2022 to early 2023 increased by 12.8%. It is 

evident that 178.9 million people have made online purchases and this has had an 

impact on the emergence of hedonic and impulsive lifestyles among the public, 

including the desire (intention) to buy goods in the luxury brand category. This 

study aims to reveal online purchase intention through the face consciousness 

variable and the brand prestige variable as mediating variables, referring to the 

Customer Journey and Experience Model theory. The subjects of this study were 

322 people and were selected based on a non-probability sampling technique using 

a purposive sampling method with the criteria including being Indonesian citizens 

aged 20-40 years. Data were analysed using the simple mediation model by Hayes 

with PROCESS software in the IBM SPSS application. The study results showed 

that the brand prestige variable was able to mediate the role of the Face 

consciousness variable in online purchase intention for luxury brands (indirect 

effect). The Face consciousness variable was also known to significantly predict 

online purchase intention for luxury brands directly (direct effect). It can be 

concluded that Face Consciousness is able to predict online purchase intention for 

luxury brands either through the mediation of brand prestige or in a direct way. 

 

Keywords: Consciousness, brand prestige, intention, luxury brandKeywords : 

Consciousness, brand prestige, intention, luxury brand 
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