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ABSTRAK

Penelitian ini bertujuan untuk menganalisis Pengaruh Fashion Involvement,
Hedonic Consumption dan Shopping Lifestyle terhadap Preferensi Konsumen
Generasi Z, dengan Hedonic Shopping Motivation sebagai variabel intervening.
Fokus penelitian ini adalah Reseller Hijab Inzia Scarf di Kota Kediri. Jenis
Penelitian ini merupakan penelitian asosiatif dengan pendekatan kuantitatif dan
menggunakan daftar pertanyaan tertutup/kuesioner sebagai teknik pengumpulan
data. Responden yang dilibatkan adalah 150 konsumen/reseller Generasi Z yang
aktif berbelanja Hijab Inzia Scarf. Berdasarkan teknik analisis data uji validitas,
uji reliabilitas, uji bootstrapping, uji kebaikan model (goodness of fit) dan uji
hipotesis dengan menggunakan analisis jalur dengan bantuan program
pengolahan data menggunakan analisis Structural Equation Modeling (SEM)
dengan SmartPLS (Partial Least Square). Hasil penelitian menunjukkan bahwa
Fashion Involvement dan Hedonic Consumption tidak berpengaruh signifikan
terhadap Preferensi Konsumen, sedangkan Shopping Lifestyle, Hedonic Shopping
Motivation berpengaruh signifikan terhadap Preferensi Konsumen. Hedonic
Shopping Motivation juga memediasi pengaruh Fashion Involvement, Hedonic
Consumption dan Shopping Lifestyle terhadap Preferensi Konsumen. Variabel
yang paling berpengaruh terhadap Preferensi Konsumen adalah Hedonic
Shopping Motivation, diikuti Shopping Lifestyle, kemudian Fashion Involvement
dan Hedonic Consumption. Penelitian ini memberikan implikasi teoritis dalam
menambah wawasan dalam studi perilaku konsumen dan segmentasi pasar, serta
implikasi praktis bagi perusahaan dalam meningkatkan strategi pemasaran,
pengembangan produk dan pengalaman belanja sesuai dengan preferensi
Generasi Z.

Kata Kunci: Fashion Involvement, Hedonic Consumption, Shopping Lifestyle,
Hedonic Shopping Motivation



ABSTRACT

This study aims to analyze the influence of Fashion Involvement, Hedonic
Consumption and Shopping Lifestyle on the preferences of Generation Z
consumers, with Hedonic Shopping Motivation as an intervening variable. The
focus of this research is Inzia Scarf resellers in Kediri City. This type of research
is associative, employing a quantitative approach and using calosed-ended
questionnaires asthe data collection technique. The respondents involved are 150
Generation Z consumers/resellers who actively shop for Inzia Scarf. Based on
data analysis techniques including validity tests, reliability tests, bootstrapping
tests, goodness-of-fit tests and hypothesis testing using path analysis, the data
were processed using Structural Equation Modeling (SEM) with SmartPLS
(Partial Least Square). The results indicate that Fashion Involvement and
Hedonic Consumption do not significantly affect Consumer Preferences, while
Shopping Lifestyle and Hedonic Shopping Motivation have a significantimpact on
Consumer Preferences. Furthermore, Hedonic Shopping Motivation mediates the
influenceof Fashion Involvement, Hedonic Consumption, and Shopping Lifestyle
on Consumer Preferences. The variable that most significantly affects Consumer
Preferences is Hedonic Shopping Motivation, followed by Shopping Lifestyle,
then Fashion Involvement and Hedonic Consumption. This study provides
theoretical implications by enriching the understanding of consumer behavior
and market segmentation, as well as practical implications for companies in
enhancing marketing strategies, product development and shopping experiences
in accordance with Generation Z preferences.

Keywords: Fashion Involvement, Hedonic Consumption, Shopping Lifestyle,
Hedonic ShoppingMotivation
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