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ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui pengaruh fashion involvement, shopping 

lifestyle, dan content marketing terhadap impulse buying produk Roughneck 1991 

di Kabupaten Kebumen. Pengumpulan data dalam penelitian ini dilakukan dengan 

menggunakan kuesioner. Penelitian ini menggunakan teknik purposive sampling, 

penelitian ini mengambil sampel 100 responden yang pernah melakukan transaksi 

impulse buying produk Roughneck 1991 di Kabupaten Kebumen. Variabel yang 

digunakan pada penelitian ini adalah fashion involvement (X1), shopping lifestyle 

(X2), content marketing (X3) dan impulse buying (Y). Penelitian ini menggunakan 

teknik analisis data menggunakan teknik analisis deskriptif dan statistik meliputi 

uji validitas, uji reliabilitas, uji asumsi klasik, uji hipotesis, analisis regresi linear 

berganda dengan menggunakan bantuan program SPSS 25 for windows. Hasil 

penelitian ini menunjukkan bahwa semua variabel valid dan reliabel, tidak terdapat 

multikolinearitas, tidak terjadi heteroskedastisitas dan memenuhi asumsi 

normalitas. Variabel fashion involvement (X1) secara parsial berpengaruh positif 

dan signifikan terhadap impulse buying produk Roughneck 1991 di Kabupaten 

Kebumen, variabel shopping lifestyle (X2) secara parsial berpengaruh positif dan 

signifikan terhadap impulse buying produk Roughneck 1991 di Kabupaten 

Kebumen, variabel content marketing (X3) secara parsial berpengaruh positif 

namun tidak signifikan terhadap impulse buying produk Roughneck 1991 di 

Kabupaten Kebumen. Secara simultan variabel fashion involvement, shopping 

lifestyle dan content marketing berpengaruh positif dan signifikan terhadap impulse 

buying produk Roughneck 1991 di Kabupaten Kebumen. Nilai Adjusted R2 

persamaan sebesar 0,395 artinya bahwa variabel impulse buying (dependent) yang 

dijelaskan oleh variabel fashion involvement, shopping lifestyle dan content 

marketing (independent) dalam penelitian ini sebesar 39,5%, sedangkan sebesar 

60,5% dipengaruhi oleh variabel lain yang tidak dijelaskan oleh penelitian ini. 

Kata kunci: fashion involvement, shopping lifestyle, content marketing, impulse 

buying  
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ABSTRACT 

This study aims to determine the effect of fashion involvement, shopping lifestyle, 

and content marketing on impulse buying  of 1991 Roughneck products in Kebumen 

Regency. Data collection in this study was carried out using questionnaires. This 

study used purposive sampling techniques, this study took a sample of 100 

respondents who had made impulse buying transactions of  Roughneck products in 

1991 in Kebumen Regency. The variables used in this study were fashion 

involvement  (X1), shopping lifestyle  (X2), content marketing  (X3) and impulse 

buying (Y). This research uses data analysis techniques using descriptive and 

statistical analysis techniques including validity tests, reliability tests, classical 

assumption tests, hypothesis tests, multiple linear regression analysis using the help 

of the SPSS 25 for windows program. The results of this study show that all 

variables are valid and reliable, there is no multicollinearity, heteroscedasticity 

does not occur and meets the assumption of normality. The fashion involvement  

variable (X1) partially has a positive and significant effect on impulse buying of 

1991 Roughneck products in Kebumen Regency, the shopping lifestyle  variable 

(X2) partially has a positive and significant effect on impulse buying  of  1991 

Roughneck products in Kebumen Regency, the content marketing variable   (X3) 

partially had a positive but not significant effect on impulse buying of 1991 

Roughneck products in Kebumen Regency. Simultaneously, the variables  of fashion 

involvement, shopping lifestyle   and content marketing have a positive and 

significant effect on impulse buying of Roughneck products 1991 in Kebumen 

Regency. The Adjusted R2 equation value of 0.395 means that  the impulse buying  

(dependent) variable described by the fashion involvement, shopping lifestyle and 

content marketing (independent)  variables in this study is 39.5%, while 60.5% is 

influenced by other variables not explained by this study. 

Keywords: fashion involvement, shopping lifestyle, content marketing, impulse 

buying 
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