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ABSTRAK 

Jerry Nathanael Hadiwibowo 

Skripsi 

Persepsi Masyarakat Terhadap Produk Thrifting dan Dampak Terhadap Produk 

Lokal Di Surabaya 

Penelitian ini bertujuan untuk menganalisis persepsi masyarakat Surabaya terhadap 

produk thrifting impor serta dampaknya terhadap produk fashion lokal. Fenomena 

meningkatnya minat masyarakat, khususnya generasi muda, terhadap produk 

thrifting mendorong perubahan perilaku konsumsi yang berpotensi mengancam 

eksistensi produk lokal. Penelitian ini menggunakan metode campuran (mix 

method) yang menggabungkan pendekatan kuantitatif dan kualitatif. Data 

kuantitatif diperoleh melalui kuesioner yang disebarkan kepada responden yang 

pernah membeli produk thrifting dan produk lokal, sedangkan data kualitatif 

diperoleh melalui wawancara mendalam dengan beberapa narasumber. Hasil 

penelitian menunjukkan bahwa persepsi harga tidak berpengaruh signifikan 

terhadap keputusan pembelian, sementara persepsi kualitas dan citra merek 

memiliki pengaruh signifikan. Selain itu, citra merek produk thrifting yang 

dianggap unik dan bernilai tinggi menjadi alasan utama konsumen memilih produk 

tersebut dibandingkan produk lokal. Temuan ini menunjukkan bahwa untuk tetap 

bersaing, produk lokal perlu meningkatkan nilai merek, kualitas produk, serta 

strategi komunikasi yang relevan dengan tren dan kebutuhan konsumen saat ini. 

Kata Kunci: persepsi harga, persepsi kualitas, citra merek, thrifting, produk lokal, 

keputusan pembelian. 
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ABSTRACT 

Jerry Nathanael Hadiwibowo 

 

Thesis 

 

Public Perception of Thrifting Products and Their Impact on Local Products in 

Surabaya 

The purpose of this study is to analyze the public perception in Surabaya toward 

imported thrifting products and their impact on local fashion products. The rising 

interest in thrifting, especially among the younger generation, has led to changes 

in consumer behavior that may threaten the existence of local brands. This research 

employs a mixed-method approach, combining both quantitative and qualitative 

methods. Quantitative data were collected through questionnaires distributed to 

respondents who had purchased both thrifting and local products, while qualitative 

data were obtained through in-depth interviews with several informants. The results 

indicate that price perception does not have a significant influence on purchasing 

decisions, whereas quality perception and brand image do have a significant 

impact. Furthermore, the unique and high-value brand image associated with 

thrifting products is a major factor influencing consumer preference over local 

products. These findings suggest that, in order to remain competitive, local products 

must improve brand value, product quality, and communication strategies aligned 

with current trends and consumer needs. 

Keywords: price perception, quality perception, brand image, thrifting, local 

products, purchase decision. 
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