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Dampak Content Marketing, Hedonic Shopping Motivation &
Fashion Involvement terhadap Pembelian Impulsif
(Studi Pada Pengguna Media Sosial Tiktok Indonesia dalam Kategori Fashion)

Jihaan Nabiila Puspita®

ABSTRAK

Tugas Akhir dengan judul “Dampak Content Marketing, Hedonic Shopping
Motivation & Fashion Involvement terhadap Pembelian Impulsif”. Penelitian ini
memiliki tujuan untuk menganalisis dampak atau pengaruh dari Content Marketing,
Hedonic Shopping Motivation & Fashion Involvement terhadap Pembelian
Impulsif. Populasi yang digunakan pada penelitian ini yaitu wanita pengguna media
sosial TikTok di wilayah Jabodetabek dan diambil menggunakan teknik purposive
sampling. Metode pendekatan dalam penelitian ini yaitu, menggunakan metode
kuantitatif dengan pengumpulan data primer melalui kuesioner. Analisis yang
digunakan pada penelitian ini yaitu analisis logistik multinomial serta pengujian
hipotesis yang dilakukan yaitu uji parsial dan uji serentak. Hasil dalam penelitian
ini menunjukkan bahwa secara parsial variabel fashion involvement tidak
berpengaruh terhadap pembelian impulsif, variabel content marketing dan hedonic
shopping motivation berpengaruh terhadap pembelian impulsif. Secara serentak
variabel Content Marketing, Hedonic Shopping Motivation & Fashion Involvement
berpengaruh terhadap pembelian impulsif.

Kata kunci: Content Marketing, Hedonic Shopping Motivation, Fashion
Involvement, Pembelian Impulsif
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The Impact of Content Marketing, Hedonic Shopping Motivation &
Fashion Involvement on Impulse Buying

(Study on Indonesian Tiktok Social Media Users in the Fashion Category)

Jihaan Nabiila Puspita®
ABSTRACT

Final Project with the title "Impact of Content Marketing, Hedonic Shopping
Motivation & Fashion Involvement on Impulse Buying". This study aims to analyze
the impact or influence of Content Marketing, Hedonic Shopping Motivation &
Fashion Involvement on Impulse Buying. The population used in this study were
women who used TikTok social media in the Greater Jakarta area and were taken
using purposive sampling technique. The approach method in this study is using
guantitative methods with primary data collection through questionnaires. The
analysis used in this study is multinomial logistic analysis and hypothesis testing is
carried out, namely partial and simultaneous tests. The results in this study indicate
that partially the fashion involvement variable has no effect on impulse buying,
content marketing variables and hedonic shopping motivation have an effect on
impulse buying. Simultaneously, the variables of Content Marketing, Hedonic

Shopping Motivation & Fashion Involvement have an effect on impulse buying

Keywords: Content Marketing, Hedonic Shopping Motivation, Fashion

Involvement, Impulse Buying
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