
i 
 

SKRIPSI 

KESESUAIAN PREFERENSI KONSUMEN DAN 

KEMAMPUAN UNTUK MENGEKSPRSIKAN 

PREFERENSI TERHADAP INTENSI 

MENGGUNAKAN KUSTOMISASI MASSAL 

PAKAIAN SECARA ONLINE TERHADAP 

KONSUMEN DI JAKARTA BARAT 

 

DIAJUKAN OLEH: 

NAMA : YOLA METRY 

NIM   : 115150420 

 

UNTUK MEMENUHI SEBAGIAN DARI SYARAT-SYARAT 

GUNA MENCAPAI GELAR SARJANA EKONOMI 

 

PROGRAM STUDI S1 MANAJEMEN 

FAKULTAS EKONOMI 

UNIVERSITAS TARUMANAGARA 

JAKARTA BARAT 

2019







iv 
 

ABSTRAK 

 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI 

JAKARTA 

 

(A) YOLA METRY (115150420)  

(B) KESESUAIAN PREFERENSI KONSUMEN DAN KEMAMPUAN UNTUK 

MENGEKSPRESIKAN PREFERENSI TERHADAP INTENSI 

MENGGUNAKAN KUSTOMISASI MASSAL PAKAIAN SECARAONLINE 

PADA KONSUMEN DI JAKARTA BARAT 

(C) xiv + 63 Halaman, 2019, tabel 20, gambar 3, lampiran 4  

(D) KEWIRAUSAHAAN  

(E)Tujuan dari penelitian ini adalah untuk mengetahui apakah kesesuaian 

preferensi, kemampuan mengekspresikan preferensi, pengendalian perilaku, sikap, 

dan keterlibatan pakaian memiliki pengaruh terhadap intensi menggunakan 

kustomisasi massal online. Jenis penelitian yang digunakan adalah  penelitian 

kuantitatif dengan menggunakan teknik pengumpulan sampel purposive sampling 

dan pengumpulan data yang dilakukan menggunakan kuesioner. Ukuran sampel 

yang diambil sebesar 100 responden yang berasal dari wilayah jakarta barat. 

Penelitian ini di bantu dengan menggunakan software smart PLS 3.0. Temuan 

pada penelitian ini menunjukkan bahwa kecocokan preferensi dan kemampuan 

mengekspresikan preferensi  berpengaruh positif dan signifikan terhadap intensi 

menggunakan kustomisasi massal online.mengenai hasil penelitian ini. 

(F) Daftar Acuan 76 (1991-2019)  

(G) Andi Wijaya, S.E., M.M. 

ONLINE



v 
 

ABSTRACT 

 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI 

JAKARTA 

 

(A) YOLA METRY (115150420)   

(B) KESESUAIAN PREFERENSI KONSUMEN DAN KEMAMPUAN UNTUK 

MENGEKSPRESIKAN PREFERENSI TERHADAP INTENSI 

MENGGUNAKAN KUSTOMISASI MASSAL PAKAIAN SECARAONLINE 

PADA KONSUMEN DI JAKARTA BARAT  

(C) xiv + 63 Halaman, 2019, tabel 20, gambar 3, lampiran 4   

(D) KEWIRAUSAHAAN  

 (E) The purpose of this study was to determine whether preference fit, ability to 

express preferences, control behavior, attitudes, and clothing involvement had an 

influence on intention to use mass customization online. The used type of this 

research is quantitative research using purposive sampling as technique of 

sample collection and data collection using a questionnaire. The sample size are 

taken 100 respondents from the west Jakarta region. This research was helped by 

using smart PLS 3.0 software. The findings in this study indicate that the 

preferences fit  and the ability to express preferences has a positive and 

significant effect on intention to use mass customization online. 

(F) Daftar Acuan 76 (1991-2019)  

(G) Andi Wijaya, S.E., M.M. 

ONLINE



64 

 

DAFTAR PUSTAKA 

 

Ajzen, I. (1988), Attitudes, Personality, and Behavior, Dorsey Press, Homewood 

Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and 

Human Decision Process, Vol. 50 No. 2, 179-211. 

Ajzen, I. (2005),  Attitudes, Personality, and Behavior. United Kingdom: 

McGraw-Hill Education. 

Ajzen, I. (2002), “Perceived behavioral control, self-efficacy, locus of control, 

and the theory of planned behavior”, Journal of Applied Social Psychology, 

Vol. 32 No. 4, pp. 665-683. 

Ajzen Icek and Thomas J. Madden, 1986, “ Predictions of Goal- Directed 

Behavior Control : Attitudes, Intentions And Perceived Behavior Control”, 

Journal of Experimental Social Psycology 22; 453-474. 

Anderson-Connell, L.J., Ulrich, P.V. and Brannon, E.L. (2002), “A consumer-

driven model for mass  customization in the apparel market”, Journal  of 

Marketing and Management, Vol. 6 No. 3, 240-258. 

Baggozzi, Richard P. (2002), “Attitudes, Intentions and Behavior: A Test of 

Some Key Hypothesis.” Journal of Personality and Social Psychology 41, 

607-627 

Bandura, A., Adams, N. E., Hardy, A. B., & Howells, G. N. (1980). Tests of the 

generality of self-efficacy theory. Cognitive Therapy and Research, 4, 39-

66. 

Bardakci, A. and Whitelock, J. (2004), “How “ready” are customers for mass 

customization? an exploratory  investigation”,  European  Journal  of  

 Marketing,  Vol.  38  Nos.  11/12, 1396-1416. 

Bentler, Peter M and George Specktart (1979), “ Models of Attitude-Behavior 

Relations.” Psychological Review 86, 452-464. 

Bettman, J.R., Luce, M.F. and Payne, J.W. (1998), “Constructive consumer 

 choice processes”,Journal of Consumer Research, Vol. 25 No. 3, pp.187-

217. 

Bird, B. (2016) "Implementing Entrepreneurial Ideas: The Case For Intention." 

Academy of Management Review 13, no. 3, 442-453. 

Blecker, T. and Abdelkafi, N. (2006), “Modularity and delayed product 

differentiation in assemble tooder  systems:  analysis  and  extensions  form  

a  complexity  perspective”,  in  Blecker, T and Friedrich, G. (Eds), Mass 

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&amp;isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&amp;isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&amp;isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1559-1816.2002.tb00236.x&amp;isi=000175641600001
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090560410560164
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090560410560164
http://www.emeraldinsight.com/action/showLinks?crossref=10.1086%2F209535&amp;isi=000077542600001


65 

 

Customization: Challenges and Solutions, Springer Publishing, New York, 

NY. 

Cho, H. and Fiorito, S.S. (2009), “Acceptance of online customization for 

apparel shopping”,International Journal of Retail and Distribution 

Management, Vol. 37 No. 5, 389-407. 

Coia, A. (2003), “Channeling e-tail resources”, Apparel, Vol. 44 No. 8, pp. 18-

20. 

Davis, F.D. (1993), “User acceptance technology: system characteristics, user 

perceptions and behavioral impacts”, International Journal of Man Machine 

Studies, Vol. 38 No. 3, 475-487. 

Dellart, B.G.C. and Stremersch, S. (2005), “Marketing mass-customized 

products: striking a balance between utility and complexity”, Journal of 

Marketing Research, Vol. 42 May, 219-227. 

Fang, E. (2008), “Customer participation and the trade-off between new product 

innovativeness and speed to market”, Journal of Marketing, Vol. 72 No. 4, 

pp. 90-104. 

Fiore, A.M. (2008), “The digital consumer: valuable partner for product 

development and production”, Clothing and Textiles Research Journal, Vol. 

26 No. 2,177-190. 

Fischhoff, B. (1991), “Value elicitation: Is there anything there?”, American 
Psychologist, Vol. 46 No. 8, 835-837. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An 
introduction to theory and research. Reading, MA: Addison-Wesley.  

Fogel, J. and Schneider, M. (2010), “Understanding designer clothing purchases 

over the internet”,Journal of Fashion Marketing and Management, Vol. 14 
No. 3,  367-396. 

 Franke, N., Keinz, P. and Steger, C. (2009), “Testing the value of customization: 

when do customers really prefer products tailored to their preferences?”, 
Journal of Marketing, Vol. 73 No. 5, pp. 103-121.  

Gilmore, J.H. and Pine, B.J. (1997), “The four faces of mass customization”, 
Harvard Business Review, Vol. 75 No. 1, 91-101. 

Grewal, D., Gopalkrishnan, R.I. and Levy, M. (2004), “Internet retailing: 
enablers, limiters and market consequences”, Journal of Business Research, 
Vol. 57, 703-13. 

Goldsmith, R.E. and Freiden, J.B. (2004), “Have it your way: consumer attitudes 
toward personalized marketing”, Marketing Intelligence Planning, Vol. 22 
No. 2, 228-239. 

http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09590550910954892
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09590550910954892
http://www.emeraldinsight.com/action/showLinks?crossref=10.1006%2Fimms.1993.1022
http://www.emeraldinsight.com/action/showLinks?crossref=10.1006%2Fimms.1993.1022
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkr.42.2.219.62293&amp;isi=000228614200011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkr.42.2.219.62293&amp;isi=000228614200011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.72.4.90&amp;isi=000257335800007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0887302X07306848
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0003-066X.46.8.835&amp;isi=A1991FZ16100002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0003-066X.46.8.835&amp;isi=A1991FZ16100002
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13612021011061843
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.73.5.103&amp;isi=000269096400007
http://www.emeraldinsight.com/action/showLinks?isi=A1997VZ98400013
http://www.emeraldinsight.com/action/showLinks?isi=A1997VZ98400013
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02634500410525887


66 

 

Hair, J., et al. (2014). Partial least squares structural equation modeling (PLS-

SEM):  

 An emerging tool in business research. European Business Review. Vol 26 

No  

 2, 106-121.  

Huffman, C. and Kahn, B.E. (1998), “Variety for sale: mass customization or 
mass confusion?”, Journal of Retailing, Vol. 74 No. 4, 491-513. 

Kodzi Jr., E.T., and R. Gazo, (2007). A Study of Mode-Specific Interactions 
between Customers and Manufacturing Systems in Mass Customization 
Proceedings. 2007 World Congress on Mass Customization, Boston, MA. 

Koufaris, M. (2002), “Applying the technology acceptance model and flow 
theory to online consumer behavior”, Information Systems Research, Vol. 
13 No. 2, pp. 205-223. 

Kramer, T. (2007), “The effect of measurement task transparency on preference 
construction and evaluations of personalized recommendations”, Journal of 
Marketing Research, Vol. 44  No. 2, pp. 224-233. 

Lee, H.H. and Chang, E. (2011), “Consumer attitudes toward online mass 
customization”, Journal of Computer-Mediated Communication, Vol. 16 
No. 2, pp. 171-200. 

Lee, H.H., Damhorst, M.L., Campbell, J.R., Locker, S. and Parsons, J.L. 
(2011), “Consumer satisfaction with a mass customized internet apparel 
shopping site”, International Journal of Consumer Studies, Vol. 35 No. 3, 
316-329. 

 Lee, H.H., Fiore, A.M. and Kim, J. (2006), “The role of the technology 
acceptance model in explaining effects of image interactivity technology on 
consumer responses”, International Journal of Retail and Distribution 
Management, Vol. 34 No. 8, 621-644. 

Martin, C. (1998), “Relationship marketing: a high-involvement product attribute 
approach”, Journal of Product & Brand Management, Vol. 7 No. 1, 6-26. 

Mathieson, K. (1991), “Predicting user intentions: comparing the technology 
acceptance model with the theory of planned behavior”, Information 
Systems Research, Vol. 2 No. 3, pp. 173-191. 

Mathieson, K., Peacock, E. and Chinn, W.C. (2001), “Extending the technology 
acceptance model”, The Data Base for Advances in Information Systems, 
Vol. 32 No. 3, 86-112. 

Mavridou, E., Kehagias, D.D., Tzovaras, D. and Hassapis, G. (2013), “Mining 
affective needs of  automotive industry customers for building a mass-
customization recommender system”, Journal of Intelligent Manufacturing, 
Vol. 24 No. 2, 251-265. 

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0022-4359%2899%2980105-5&amp;isi=000078590400002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.13.2.205.83&amp;isi=000175929200007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkr.44.2.224&amp;isi=000246541700005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkr.44.2.224&amp;isi=000246541700005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2010.01530.x&amp;isi=000286210700001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2010.01530.x&amp;isi=000286210700001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1470-6431.2010.00932.x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1470-6431.2010.00932.x
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09590550610675949
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09590550610675949
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09590550610675949
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.2.3.173
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.2.3.173
http://www.emeraldinsight.com/action/showLinks?crossref=10.1145%2F506724.506730
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10845-011-0579-4&amp;isi=000316689000004


67 

 

Moon, H. and Lee, H.H. (2012), “Product recommendation service in online mass 
customization: consumer’s cognitive and affective responses”, Journal of 
Korean Society of Clothing and Textiles, Vol. 36 No. 11, pp. 1222-1236. 

O’Cass, A. (2000), “An assessment of consumers’ product, purchase decision, 
advertising and consumption involvement in fashion clothing”, Journal of 
Economic Psychology, Vol. 21,545-76. 

O’Cass, A. (2004), “Fashion clothing consumption: antecedents and 
consequences of fashion clothing involvement”, European Journal of 
Marketing, Vol. 38 No. 7, pp. 869-82. 

Ouellette, J. A., and Wood, W. "Habit and Intention in Everyday Life: The 
Multiple Processes By Which Past Behavior Predicts Future Behavior." 
Psychological Bulletin  124, no. 1 (1998): 54-74. 

Peterson, R.A., Balasubramanian, S. and Bronnenberg, B.J. (1997), “Exploring 
the implications of the internet for consumer marketing”, Journal of the 

Academy of Marketing Science, Vol. 25 No. 4, 329-346. 

Piccoli, G. and Ives, B. (2003), “Trust and the unintended effects of behavior 
control in virtual teams”, MIS Quarterly, Vol. 27 No. 3, pp. 365-395. 

Piller, F.T. (2004), “A new marketing approach to mass customization”, 
International Journal of Computer Integrated Manufacturing, Vol. 17 No. 
7, 583-593. 

Piller,  F.,  Schubert,  P.,  Koch,  M.  and  Möslein,  K.  (2005),  “Overcoming  
mass  confusion: collaborative customer co-design in online communities”, 
Journal of Computer-Mediated Communication, Vol. 10 No. 4, available at:  
http://jcmc.indiana.edu/vol10/issue4/piller.html  (accessed 20 May 2011). 

Pine, B.J. II (1993), Mass Customization: The New Frontier in Business 

Competition, Harvard Business School Press, Boston, MA. 

Pine, B.J., Peppers, D. and Rogers, M. (1995), “Do you want to keep your 
customers forever?”, Harvard Business Review, Vol. 73 No. 2, 103-115. 

Randall, T., Terwiesch, C. and Ulrich, K.T. (2007), “User design of customized 
products”, Marketing Science, Vol. 26 No. 2, pp. 268-280. 

Sekaran, U., & Bougie, R. (2013). Research Methods for Business (6th ed.). 

Italy: Printer Trento Srl 

Silveira, G.D., Borenstein, D. and Fogliatto, F.S. (2001), “Mass customization: 

literature review and research directions”, International Journal of 

Production Economics, Vol. 72, 1-13. 

http://www.emeraldinsight.com/action/showLinks?crossref=10.5850%2FJKSCT.2012.36.11.1222
http://www.emeraldinsight.com/action/showLinks?crossref=10.5850%2FJKSCT.2012.36.11.1222
http://www.emeraldinsight.com/action/showLinks?crossref=10.5850%2FJKSCT.2012.36.11.1222
http://www.emeraldinsight.com/action/showLinks?isi=000185196400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0951192042000273140&amp;isi=000223741200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0951192042000273140&amp;isi=000223741200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2005.tb00271.x&amp;isi=000237112400008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2005.tb00271.x&amp;isi=000237112400008
http://jcmc.indiana.edu/vol10/issue4/piller.html
http://www.emeraldinsight.com/action/showLinks?isi=A1995QJ96600013
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fmksc.1050.0116&amp;isi=000248659400010


68 

 

Simonson, I. (2005), “Determinants of customers’ responses to customized 

offers: conceptual framework and research propositions”, Journal of 

Marketing, Vol. 69 No. 1, pp. 32-45. 

Smith, S., Jiao, R. and Chu, C. (2012), “Editorial: advances in mass 

customization”, Journal of Intelligent Manufacturing, September, available 

at: http://link.springer.com/article/ 10.1007%2Fs10845-012-0700-3# 

(accessed 17 February 2013). 

Statistics Denmark (2007), available at: www.dst.dk /Statistik/ Nyt/ Emneopdelt/ 

nytsingle.as px?countid¼12005 (accessed 2 February 2008). 

Udwadia, F.E. and Kumar, K.R. (1991), “Impact of customer construction in 

product/service markets”, Technological Forecasting and Social Change, 

Vol. 40 No. 3, 261-272. 

Ulrich, P.V., Anderson-Connell, L.J. and Wu, W. (2003), “Consumer co-design of 

apparel for mass customization”, Journal of Fashion Marketing and 

Management, Vol. 7 No. 4, pp. 398-412. 

Van Dolen, W.M., Dabholkar, P.A. and de Ruyter, K. (2007), “Satisfaction with 

online commercial group chat: the influence of perceived technology 

attributes, chat group characteristics, and advisor communication style”, 

Journal of Retailing, Vol. 83 No. 3, 339-358. 

Weathers, D., Sharma, S. and Wood, S.L. (2007), “Effects of online 

communication practices on consumer perceptions of performance 

uncertainty for search and experience goods”, Journal of Retailing, Vol. 83 

No. 4, 393-401. 

White, R.W. (1959), “Motivation reconsidered”, Psychological Review, Vol. 66 

No. 5, pp. 297-333. 

Zaichkowsky, J. L. "Measuring the Involvement Construct." Journal of 

Consumer Research, (1985): 341-352. 

 

 

http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.69.1.32.55512&amp;isi=000226189500003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.69.1.32.55512&amp;isi=000226189500003
http://link.springer.com/article/10.1007%2Fs10845-012-0700-3
http://link.springer.com/article/10.1007%2Fs10845-012-0700-3
http://link.springer.com/article/10.1007%2Fs10845-012-0700-3
http://www.dst.dk/Statistik/Nyt/Emneopdelt/nytsingle.as
http://www.dst.dk/Statistik/Nyt/Emneopdelt/nytsingle.as
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0040-1625%2891%2990056-L&amp;isi=A1991GM81400005
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13612020310496985
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13612020310496985
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jretai.2007.03.004&amp;isi=000249179500007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jretai.2007.03.009&amp;isi=000252001400003


 

71 

 

DAFTAR LAMPIRAN 

LAMPIRAN 1 Kuesioner Penelitian  

Identitas Responden  

1. Jenis Kelamin: 

 Laki-Laki 

 Perempuan 

2. Usia: 

 18-20 

 21-25 

 26-30 

 >30 

3. Domisili:  

 Jakarta Utara 

 Jakarta Selatan 

 Jakarta Pusat 

 Jakarta Barat 

 Jakarta Timur 

4. Seberapa sering Anda menggunakan Online Shop dalam Sebulan  

 1 kali 

 2-3 kali 

 Saat ada kebutuhan tertentu 

 Setiap kali berbelanja 

5. Pernakah Anda menggunakan Kustomisasi massal Online 

 Pernah 

 Tidak pernah 
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Kecocokan Preferensi Konsumen Dan Kemampuan Untuk Mengeksprsikan 

Preferensi Dalam Intensi Menggunakan Kustomisasi Massal Online Pakaian  

Terhadap Konsumen Di Jakarta Barat 

Pilih salah satu jawaban yang menurut Bapak/Ibu/Saudara/i  anggap paling tepat 

dengan memberi angka 1 sampai 6 pada kolom yang tersedia. Adapun keterangan 

pada pilihan jawaban adalah sebagai berikut: 

1= Sangat Tidak Setuju 

2= Tidak Setuju 

3= Kurang Setuju 

4= Cukup Setuju 

5= Setuju 

6= Sangat Setuju 

Clothing Involvement 

 

No Pernyataan 1 2 3 4 5 6 

1 
Keterlibatan pakaian pada kustomisasi 

massal online itu penting 
      

2 
Keterlibatan pakaian pada kustomisasi 

massal online membosankan 
      

3 
Keterlibatan pakaian pada kustomisasi 

massal online diperlukan 
      

4 
Keterlibatan pakaian pada kustomisasi 

massal online menarik perhatian 
      

 

Ability to Express Preferences 

No Pernyataan 1 2 3 4 5 6 

1 

Mudah bagi saya untuk 

mendeskripsikan seperti apa 

seharusnya pakaian itu . 

      

2 

Mudah bagi saya untuk memilih 

atribut pakaian yang terpenting bagi 

saya 

      

3 

Saya dapat dengan mudah 

menjelaskan kepada orang lain seperti 

apa pakaian yang paling saya sukai. 

      

 



 

73 

 

 

Perceived Preference Fit 

No Pernyataan 1 2 3 4 5 6 

1 

Saya  bisa mendapatkan produk 

dengan desain yang saya mau melalui 

proses kustomisasi massal online  

      

2 

Saya bisa mendapatkan produk 

dengan bahan yang saya mau melalui 

proses kustomisasi massal online  

      

3 

Saya bisa mendapatkan produk 

dengan ukuran yang saya mau melalui 

proses kustomisasi massal online  

      

 

Perceived Behaviour Control 

No Pernyataan 1 2 3 4 5 6 

1 
Membeli produk Kustomisasi Massal 

Online membuat saya merasa bingung 
      

2 
Membeli produk Kustomisasi Massal 

Online membuat saya merasa frustrasi 
      

3 

Membeli produk Kustomisasi Massal 

Online membuat saya merasa 

terkendali 

      

 

Attitudes Toward Online Mass Customization 

No Pernyataan 1 2 3 4 5 6 

1 
Bagi saya, proses Kustomisasi Massal 

Online akan menjadi baik 
      

2 
Bagi saya, proses Kustomisasi Massal 

Online akan menjadi bermanfaat 
      

3 
Bagi saya, proses Kustomisasi Massal 

Online akan diperlukan  
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Intention to Use Online Mass Customization 

No Pernyataan 1 2 3 4 5 6 

1 

Saya bersedia untuk mengunjungi 

kembali penjual online yang 

menawarkan produk kustomisasi 

massal online di masa mendatang. 

      

2 

Saya bersedia  membayar lebih untuk 

produk kustomisasi massal online 

melalui penjual online 

      

3 

Saya bersedia menunggu lebih lama 

untuk pembelian kustomisasi massal 

online melalui penjual online 
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LAMPIRAN 2: Hasil Jawaban Responden 

No  KP1 KP2 KP3 KP4 
KMP

1 

KMP

2 

KMP

3 

KPR

1 

KPR

2 

KPR

3 

KPD

1 

KPD

2 

KPD

3 

SKM

1 

SKM

2 

SKM

3 

IKM

1 

IKM

2 

IKM

3 

1 4 4 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

2 4 3 5 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 

3 6 5 6 6 4 4 5 4 4 5 6 5 4 4 3 5 5 5 5 

4 4 4 4 4 3 3 3 4 4 4 4 6 4 3 4 4 4 5 3 

5 5 6 6 5 5 5 4 5 6 6 4 4 4 5 6 6 5 5 5 

6 5 4 4 4 4 4 5 4 5 5 4 4 4 4 5 5 5 4 5 

7 5 5 5 6 5 6 6 4 5 4 6 5 4 4 4 5 5 6 6 

8 5 5 5 5 5 5 5 5 5 5 4 4 5 5 5 5 5 5 4 

9 6 4 5 6 6 5 6 5 5 4 5 5 4 5 5 6 4 5 6 

10 4 4 4 4 4 5 4 4 5 4 4 5 4 5 4 5 4 4 5 

11 6 6 6 5 6 5 6 6 6 6 6 6 6 6 6 6 6 6 6 

12 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

13 5 4 4 4 4 6 6 4 4 4 4 5 5 3 4 5 4 6 5 

14 6 6 6 6 6 6 6 6 6 6 5 5 5 4 4 4 5 6 5 

15 4 4 4 4 4 4 4 4 3 4 4 4 3 4 4 3 5 4 4 

16 5 5 4 4 4 4 4 4 5 4 5 4 3 3 1 2 4 4 3 

17 5 4 5 4 5 4 5 5 5 6 4 3 4 4 5 6 3 3 4 

18 4 5 4 4 4 5 5 5 4 5 5 4 5 5 5 5 5 5 5 

19 5 5 5 5 5 4 5 5 5 5 4 4 5 6 6 6 5 4 4 
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20 6 6 6 6 5 5 5 6 6 6 4 3 4 6 6 6 4 3 4 

21 5 6 5 5 5 5 6 6 5 6 4 6 5 5 6 6 6 5 6 

22 6 4 5 6 5 5 5 6 5 6 5 4 5 5 6 5 6 5 6 

23 4 4 4 5 4 5 4 4 5 4 4 4 3 2 2 4 4 5 4 

24 5 4 5 4 4 4 4 4 5 4 3 4 4 4 5 3 4 5 4 

25 4 4 4 4 6 4 5 4 5 4 5 5 4 2 4 5 4 5 5 

26 5 5 5 5 5 4 5 4 4 4 4 5 4 4 6 5 5 5 4 

27 4 5 5 5 4 4 4 4 4 3 4 4 4 2 3 4 4 4 4 

28 5 5 5 6 4 5 4 4 5 4 4 4 4 3 4 3 4 4 4 

29 5 5 6 6 4 5 4 5 4 4 4 5 4 4 2 4 4 4 4 

30 4 4 6 6 4 5 4 4 3 4 4 4 4 5 3 6 6 6 4 

31 5 5 6 6 4 5 6 6 6 4 4 4 4 4 5 5 5 5 5 

32 5 6 6 6 5 5 4 4 5 6 5 4 5 4 6 4 5 4 5 

33 5 5 5 5 4 5 5 4 5 4 4 4 5 4 4 4 5 4 5 

34 5 5 5 5 5 4 4 5 5 6 5 5 4 5 4 5 4 4 4 

35 5 5 6 6 6 5 5 5 4 4 4 5 4 5 4 5 4 5 5 

36 5 5 6 6 4 4 5 5 4 5 4 4 4 4 4 4 4 5 5 

37 5 5 5 6 6 4 5 4 4 4 4 4 5 5 6 5 5 5 5 

38 5 5 6 5 6 6 6 6 5 5 5 6 6 6 4 4 4 5 5 

39 5 5 6 6 5 5 5 5 6 6 6 6 5 4 4 4 4 5 6 

40 5 5 6 6 4 4 5 4 4 5 5 5 5 4 4 4 5 4 4 

41 4 4 5 5 6 5 4 4 4 5 5 5 4 4 5 5 4 4 4 

42 4 5 5 5 5 4 4 4 5 5 5 4 4 3 4 5 4 4 4 
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43 6 5 6 6 5 4 4 4 4 5 5 4 4 4 5 4 5 4 4 

44 6 6 5 5 6 5 5 5 5 5 6 6 6 5 5 5 5 5 5 

45 6 5 6 6 5 4 5 4 5 6 6 5 6 4 6 4 5 4 6 

46 5 6 4 6 5 6 5 4 6 6 5 5 4 4 5 3 6 5 5 

47 5 6 5 5 5 5 4 5 5 5 4 6 6 6 6 5 5 6 5 

48 5 5 4 5 5 6 5 4 4 5 5 6 5 5 4 4 4 6 4 

49 6 6 6 6 5 5 5 5 6 6 4 5 4 5 3 5 5 5 5 

50 5 5 5 5 5 5 5 6 6 6 6 5 5 5 5 6 6 6 6 

51 5 6 6 6 6 5 5 5 5 5 5 6 6 6 6 6 6 6 6 

52 5 5 5 6 6 6 6 6 6 6 5 5 5 5 5 5 5 5 5 

53 6 6 5 5 5 6 5 5 5 6 6 6 5 5 5 5 5 5 5 

54 6 6 5 5 5 5 6 5 6 4 4 4 4 5 5 5 5 5 6 

55 5 6 6 5 6 6 6 5 6 6 4 4 3 4 2 4 4 3 3 

56 5 6 6 6 4 6 5 6 5 6 4 5 5 5 5 6 5 6 6 

57 5 5 5 5 6 6 6 6 4 4 4 4 5 5 5 5 6 6 6 

58 4 4 4 4 5 5 5 5 6 6 6 6 4 4 4 4 4 4 4 

59 5 5 5 5 5 6 6 6 6 4 4 4 5 5 5 5 5 5 5 

60 5 5 5 5 6 6 6 6 6 6 5 5 5 5 5 5 6 6 6 

61 6 6 6 6 5 5 5 5 5 6 6 6 4 4 4 4 5 5 5 

62 6 6 6 6 6 6 5 6 4 4 4 4 4 5 5 5 5 5 5 

63 6 6 6 6 6 6 6 6 6 6 5 5 5 5 5 5 5 5 5 

64 4 4 4 4 4 4 4 4 5 5 5 5 4 4 4 4 4 4 4 

65 5 5 5 4 6 6 6 4 4 4 4 4 4 5 5 5 5 5 5 
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66 4 4 4 4 4 4 4 4 4 5 5 5 5 6 6 6 6 6 6 

67 4 4 4 4 4 4 6 4 4 4 4 5 5 5 5 5 4 4 4 

68 5 5 5 5 4 4 4 4 5 5 5 5 5 6 6 4 4 5 5 

69 6 6 6 5 5 5 5 4 5 5 4 4 4 4 5 5 5 4 5 

70 5 5 4 5 5 6 6 6 5 5 5 4 3 3 3 4 4 4 5 

71 5 5 5 5 4 5 4 5 5 5 4 4 5 5 4 4 4 4 5 

72 5 5 4 4 5 5 5 5 5 5 5 4 4 4 4 4 4 4 5 

73 5 5 5 5 4 4 4 5 5 5 5 6 5 5 5 6 6 5 6 

74 5 4 5 5 5 4 4 5 5 5 5 5 5 4 4 4 5 5 5 

75 4 4 4 4 4 4 5 5 4 4 5 5 5 5 4 4 5 5 5 

76 5 5 5 5 4 4 4 5 5 5 5 4 6 6 6 5 5 5 5 

77 4 4 4 4 3 4 3 3 3 3 4 4 3 3 3 3 4 3 3 

78 5 5 4 4 5 4 5 4 4 4 4 4 4 4 4 4 3 4 3 

79 4 4 4 4 3 4 4 5 4 4 4 5 6 3 3 3 5 5 5 

80 4 5 5 4 4 4 3 4 5 6 4 4 4 4 3 3 3 3 3 

81 4 4 4 4 4 3 3 3 4 4 4 4 3 3 3 4 4 4 5 

82 4 4 4 4 4 4 4 4 4 4 5 5 4 5 3 3 3 4 4 

83 5 4 4 5 4 4 4 4 5 4 5 5 4 4 4 5 5 5 6 

84 5 5 5 5 4 4 4 3 4 4 4 4 4 4 3 4 4 5 6 

85 4 4 4 4 4 4 5 5 5 6 6 6 4 4 4 4 5 5 5 

86 5 5 5 5 5 4 4 5 4 4 4 3 3 3 4 3 3 4 4 

87 4 4 4 5 5 5 4 4 4 4 5 5 5 5 5 4 4 4 4 

88 4 4 3 3 3 4 4 4 4 3 4 3 3 4 4 4 4 3 3 
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89 5 5 5 5 5 4 4 4 4 4 4 4 3 3 3 4 4 4 5 

90 4 4 4 4 3 3 3 4 4 4 4 4 3 3 3 4 3 4 3 

91 5 5 5 5 5 4 4 4 5 5 5 4 4 5 4 4 4 4 4 

92 4 4 4 4 4 5 5 5 5 5 4 4 4 4 5 5 5 4 4 

93 5 4 5 4 5 4 5 4 5 5 5 4 4 4 4 5 5 5 5 
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LAMPIRAN 3: Hasil Uji Validitas dan Reliabilitas (Outer Model) 

1. Loading Factor 

Indikator Keterlibat

an Pakaian 

Kemampuan 

dalam 

mengekspresi

kan 

preferensi 

Kecocokan 

Preferensi 

yang 

dipersepsik

an   

Pengenda

lian 

Perilaku 

yang 

Dirasakan 

Sikap 

Terhadap 

Kustomisasi 

Massal 

Online 

Intensi 

Menggunakan 

Kustomisasi 

Massal Online  

KP1 0,867      

KP2 0,853      

KP3 0.868      

KP4 0.844      

KMP1  0.841     

KMP2  0.860     

KMP3  0.867     

KPR1   0.844    

KPR2   0.847    

KPR3   0.821    

PPD1    0.720   

PPD2    0.842   

PPD3    0.831   

SKM1     0.843  

SKM2     0.860  

SKM3     0.842  

IKM1      0.861 

IKM2      0.864 

IKM3      0.875 
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2. Average Variance Extracted, Cronbach’s Alpha, Composite Reliability 

 

3. Fornell Larcker 
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4. Cross Loadings 
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LAMPIRAN 4 : Hasil Analisis Data (Inner Model) 

1. R-Square 

 

 
 

2. Path Coefficient 

 

 

 

3. Goodness of Fit (GoF) 
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4. Bootstrapping 
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