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ABSTRAK

NISRINA GHAISANI. Pengaruh Perceived Greenwashing dan Perceived Brand
Authenticity terhadap Minat Beli Produk Fast Fashion. Dibimbing oleh UJANG
SUMARWAN.

Industri fast fashion kini semakin disorot seiring meningkatnya kesadaran
konsumen terhadap isu keberlanjutan, terutama terkait praktik greenwashing yang
dapat memengaruhi kepercayaan merek dan minat beli. Penelitian ini menganalisis
pengaruh perceived greenwashing dan perceived brand authenticity terhadap minat
beli produk fast fashion pada konsumen Gen Z di Indonesia, menggunakan
pendekatan kuantitatif dengan analisis deskriptif dan analisis SEM-PLS melalui
survei kuesioner daring kepada 211 responden. Hasil penelitian menunjukkan
bahwa perceived greenwashing berpengaruh negatif terhadap perceived brand
authenticity maupun minat beli, dengan dimensi misleading information dan
selective disclosure sebagai pembentuk persepsi tertinggi. Sebaliknya, perceived
brand authenticity berpengaruh positif terhadap minat beli, dengan dimensi
continuity dan symbolism yang paling dominan. Penelitian ini menyarankan agar
perusahaan mengurangi praktik yang memicu persepsi greenwashing sekaligus
membangun brand authenticity yang kredibel sebagai bagian dari strategi
pemasaran yang berkelanjutan.

Kata kunci: brand authenticity, fast fashion, greenwashing, minat beli, perilaku
konsumen.

ABSTRACT

NISRINA GHAISANI. The Influence of Perceived Greenwashing and Perceived
Brand Authenticity on the Interest in Purchasing Fast Fashion. Supervised by
UJANG SUMARWAN.

The fast fashion industry is facing growing scrutiny as consumers become
more aware of sustainability issues, particularly greenwashing practices that can
erode brand trust and purchase intention. This study examines how perceived
greenwashing and perceived brand authenticity influence purchase intention among
Gen Z consumers in Indonesia, using a quantitative approach with PLS-SEM
analysis based on a survey of 211 respondents. The results show that perceived
greenwashing negatively affects both brand authenticity and purchase intention,
with misleading information and selective disclosure as the most influential
dimensions. In contrast, perceived brand authenticity positively influences purchase
intention, with continuity and symbolism as the dominant dimensions. The study
recommends that companies minimize greenwashing practices while strengthening
credible brand authenticity as part of a sustainable marketing strategy.

Keywords: brand authenticity, consumer behavior, fast fashion, greenwashing,
purchase intention.
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