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ABSTRAK

Cahyaning Sasi Rizkia, 22042010136, Pengaruh Green Marketing
Communication, Brand Activism, dan Brand Transparency Terhadap Ethical
Brand Perception Pada Merek Fesyen SukkhaCitta.

Penelitian ini bertujuan menganalisis pengaruh Green Marketing Communication,
Brand Activism, dan Brand Transparency terhadap Ethical Brand Perception pada
SukkhaCitta. Penelitian ini menggunakan skala Likert dan metodologi kuantitatif
asosiatif. Rumus Slovin dan metode pengambilan sampel non-probabilitas
digunakan untuk memperoleh sampel sebanyak 156 responden. Setelah dipastikan
bahwa data memenuhi asumsi-asumsi klasik, regresi linier berganda digunakan
untuk menganalisis data. Uji F, uji t, dan koefisien determinasi digunakan untuk
pengujian. Temuan menunjukkan bahwa, baik secara bersamaan maupun terpisah,
ketiga karakteristik tersebut memiliki dampak positif dan signifikan, dengan
transparansi merek sebagai faktor yang paling penting. Dengan nilai R? sebesar
0,555, yang menunjukkan kontribusi sebesar 55,5%, model penelitian ini patut
diperhatikan. Keterbaruan penelitian ini terletak pada integrasi ketiga variabel
dalam konteks fesyen berkelanjutan di Indonesia.

Kata Kunci: Brand Activism, Brand Transparency, Ethical Brand Perception,
Fesyen Berkelanjutan, Green Marketing Communication.
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ABSTRACT

Cahyaning Sasi Rizkia, 22042010136, The Influence of Green Marketing
Communication, Brand Activism, and Brand Transparency on Ethical Brand
Perception of the SukkhaCitta Fashion Brand.

This study aims to analyze the influence of Green Marketing Communication,
Brand Activism, and Brand Transparency on Ethical Brand Perception at
SukkhaCitta. The study used a Likert scale and an associative quantitative
methodology. The Slovin formula and non-probability sampling methods were used
to obtain a sample of 156 respondents. After it was determined that the data met
the classical assumptions, multiple linear regression was used for data analysis.
The F-test, t-test, and coefficient of determination were used for testing. The
findings show that, both concurrently and separately, all three characteristics have
a positive and significant impact, with brand transparency being the most
important. With an R2 score of 0.555, which indicates a 55.5% contribution, the
study model is notable. The novelty of this study lies in the integration of these three
variables within the context of sustainable fashion in Indonesia.

Keywords: Brand Activism, Brand Transparency, Ethical Brand Perception, Green
Marketing Communication, Sustainable Fashion.
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