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ABSTRACT

Sadna Najwa Alfisyah (2025). The Influence of Luxury Brand Perception,
Status Consumption, and Social Influence on Buying Interest in Buttonscarves in
Banjarmasin City People.

Advisor: M. Yudy Rachman.

Buttonscarves is a premium modest fashion brand in Indonesia, renowned
for its elegant designs and exclusivity. This present study has been conducted for
the purpose of ascertaining the manner ini which of luxury brand perception, status
consumption, and social influence affect the intention to purchase among the
population of Banjarmasin.

The methodology adopted in this study is a quantitative approach, with
purposive sampling technique. The data was collected via an online questionnaire,
the distribution of which was conducted among 100 respondents who resided in
Banjarmasin and who were familiar with and had seen Buttonscarves products. The
analysis was conducted using multiple linear regression with the assistance of SPSS
sofiware version 23 and 25.

The findings of this study suggest that luxury brand perception and social
influence have a positive and significant effect on purchase intention, while status
consumption is not significant. The findings of this study suggest that members of
the public, particularly Generation Z in the Banjarmasin, are more likely to be
motivated to purchase Buttonscarves products due to their luxury image and social
influence, rather than the desire to demonstrate status. The findings of this study
emphasise the necessity for Buttonscarves to fortify its luxury brand image and
employ marketing strategies centred on communities and influencers to appeal to
consumers.

Keywords: Luxury Brand Perception, Status Consumption, Social
Influence, Purchase Intention, Buttonscarves, Banjarmasin.
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ABSTRAK

Sadna Najwa Alfisyah (2025). Pengaruh Luxury Brand Perception, Status
Consumption, dan Social Influence terhadap Minat Beli Buttonscarves pada
Masyarakat Kota Banjarmasin.

Pembimbing: M. Yudy Rachman.

Buttonscarves merupakan salah satu brand fashion modest premium di
Indonesia yang dikenal dengan desain yang elegan dan eksklusivitasnya. Penelitian
ini bertujuan untuk mengetahui bagaimana pengaruh luxury brand perception,
status consumption, dan social influence terhadap minat beli Buttonscarves pada
masyarakat kota Banjarmasin.

Metode yang digunakan adalah pendekatan kuantitatift dengan teknik
purposive sampling. Data dikumpulkan melalui penyebaran kuesioner secara online
kepada 100 responden yang berdomisili di Banjarmasin yang mengetahui dan
pernah melihat produk Buttonscarves. Teknik analisis data yang digunakan adalah
regresi linear berganda dengan bantuan soffware SPSS versi 23 dan 25.

Hasil penelitian ini menunjukkan bahwa luxury brand perception dan social
influence berpengaruh positf dan signifikan terhadap minat beli, sedangkan status
consumption justru tidak signifikan. Hasil ini menunjukkan bahwa masyarakat,
khususnya Generasi Z di Banjarmasin, lebih cenderung terdorong untuk membeli
produk Buttonscarves karena citra mewah dan pengaruh sosialnya, daripada
dorongan untuk menunjukkan status. Hasil studi ini menyoroti pentingnya bagi
Buttonscarves untuk memperkuat citra mewah mereknya dan menerapkan strategi
pemasaran yang berfokus pada komunitas dan influencer, guna menarik minat
konsumen.

Kata Kunci: Luxury Brand Perception, Status Consumption, Social
Influence, Minat Beli, Buttonscarves, Banjarmasin.
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