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ABSTRAK 
Akhmad Faisal Rifki. 2026. Pengaruh Price Fairness dan Fashion Involvement terhadap 

Keputusan  Pembelian Produk Pre-Owned Branded Bags melalui Perceived Value 
(Studi pada Generasi Z di Indonesia). Pembimbing: Dr. Raden Roro Yulianti 
Prihatiningrum, S.E., M.Si., CMA, CPM (Asia); Dr. Siti Aliyati Al Bushairi, S.E., 
M.M.; Prof. Laila Refiana Said, S.Psi., M.Si., Ph.D. 

Penelitian ini bertujuan untuk menganalisis pengaruh price fairness dan fashion 
involvement terhadap keputusan pembelian produk pre-owned branded bags pada 
Generasi Z di Indonesia, baik secara langsung maupun secara tidak langsung melalui 
perceived value sebagai variabel mediasi. Penelitian ini juga bertujuan untuk 
menjelaskan peran perceived value dalam memediasi pengaruh kedua variabel tersebut 
terhadap keputusan pembelian. 

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis explanatory 
research. Penelitian dilakukan di Indonesia melalui penyebaran kuesioner secara online 
kepada konsumen Generasi Z yang memiliki pengalaman membeli produk pre-owned 
branded bags sekurang-kurangnya satu kali. Sampel penelitian berjumlah 241 responden 
yang dipilih menggunakan teknik non-probability sampling dengan metode purposive 
sampling. Data dianalisis menggunakan metode Partial Least Squares–Structural 
Equation Modeling (PLS-SEM) dengan bantuan perangkat lunak SmartPLS 4. Evaluasi 
model dilakukan melalui pengujian model pengukuran, model struktural, serta pengujian 
hipotesis menggunakan prosedur bootstrapping. 

Hasil penelitian menunjukkan bahwa price fairness berpengaruh positif dan 
signifikan terhadap keputusan pembelian dengan nilai Path Coefficient sebesar 0,262. 
Fashion involvement berpengaruh positif dan signifikan terhadap keputusan pembelian 
dengan nilai Path Coefficient sebesar 0,298. Selanjutnya, price fairness dan fashion 
involvement berpengaruh positif dan signifikan terhadap perceived value, masing-
masing dengan nilai Path Coefficient sebesar 0,480 dan 0,443. Perceived value juga 
berpengaruh positif dan signifikan terhadap keputusan pembelian dengan nilai Path 
Coefficient sebesar 0,385. Selain itu, perceived value memediasi secara parsial pengaruh 
price fairness dan fashion involvement terhadap keputusan pembelian. Temuan 
penelitian ini memperkuat teori consumer decision making yang menjelaskan bahwa 
keputusan pembelian merupakan hasil dari proses evaluasi konsumen terhadap berbagai 
pertimbangan, termasuk price fairness, fashion involvement dan perceived value. 

Kata Kunci: Price Fairness, Fashion Involvement, Perceived Value, Keputusan 
Pembelian, Pre-owned Branded Bags. 
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ABSTRACT 
Akhmad Faisal Rifki. 2026. The Influence of Price Fairness and Fashion Involvement on 

Purchase Decisions for Pre-Owned Branded Bags Product through Perceived Value 
(Study on Indonesia’s Gen Z). Supervisor: Dr. Raden Roro Yulianti Prihatiningrum, 
S.E., M.Si., CMA, CPM (Asia); Dr. Siti Aliyati Al Bushairi, S.E., M.M.; Prof. Laila 
Refiana Said, S.Psi., M.Si., Ph.D. 

This study aims to examine the effects of price fairness and fashion involvement on 
the purchase decisions of pre-owned branded bags among Generation Z consumers in 
Indonesia, both directly and indirectly through Perceived Value as a mediating variable. 
The study also seeks to explain the mediating role of Perceived Value in the relationship 
between Price Fairness, Fashion Involvement, and Purchase Decisions. 

This study employed a quantitative approach using an explanatory research design. 
The research was conducted in Indonesia through an online questionnaire distributed to 
Generation Z consumers who had purchased pre-owned branded bags at least once. A 
total of 241 respondents were selected using a non-probability sampling technique with a 
purposive sampling method. The data were analyzed using the Partial Least Squares–
Structural Equation Modeling (PLS-SEM) approach with SmartPLS 4 software. Model 
evaluation was conducted through measurement model assessment, structural model 
assessment, and hypothesis testing using the bootstrapping procedure. 

The results indicate that Price Fairness has a positive and significant effect on 
Purchase Decisions, with a path coefficient of 0.262. Fashion Involvement also has a 
positive and significant effect on Purchase Decisions, with a path coefficient of 0.298. 
Furthermore, Price Fairness and Fashion Involvement have positive and significant 
effects on Perceived Value, with path coefficients of 0.480 and 0.443, respectively. 
Perceived Value also has a positive and significant effect on Purchase Decisions, with a 
path coefficient of 0.385. In addition, Perceived Value partially mediates the effects of 
Price Fairness and Fashion Involvement on Purchase Decisions. The findings of this study 
reinforce the consumer decision-making theory, demonstrating that purchase decisions 
result from consumers’ evaluation of multiple considerations, including Price Fairness, 
Fashion Involvement, and Perceived Value. 

Keywords: Price Fairness, Fashion Involvement, Perceived Value, Purchase Decisions, 
Pre-owned Branded Bags. 
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