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Penelitian ini bertujuan untuk mengetahui pengaruh gaya fashion, citra merek,
fashion involvement, dan review di media sosial terhadap minat beli Geoff Max di
Daerah Istimewa Yogyakarta, baik secara simultan maupun parsial. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei. Sampel penelitian
sebanyak 150 responden yang dipilih menggunakan teknik purposive sampling. Data
dikumpulkan melalui kuesioner online dan dianalisis menggunakan regresi linier
berganda dengan bantuan program SPSS versi 25. Hasil penelitian menunjukkan
bahwa: (1) gaya fashion, citra merek, fashion involvement, dan review di media sosial
secara simultan berpengaruh signifikan terhadap minat beli. (2) gaya fashion secara
parsial berpengaruh signifikan terhadap minat beli. (3) citra merek secara parsial
berpengaruh signifikan terhadap minat beli. (4) fashion involvement secara parsial
berpengaruh signifikan terhadap minat beli. (5) review di media sosial secara parsial
berpengaruh signifikan terhadap minat beli.
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ABSTRACT
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This study aims to determine the influence of fashion style, brand image,
fashion involvement, and reviews on social media on Geoff Max's purchase intention
in the Special Region of Yogyakarta, both simultaneously and partially. This study uses
a quantitative approach with a survey method. The research sample was 150
respondents selected using a purposive sampling technique. Data were collected
through an online questionnaire and analyzed using multiple linear regression with the
help of the SPSS version 25 program. The results of the study indicate that: (1) fashion
style, brand image, fashion involvement, and reviews on social media simultaneously
have a significant effect on purchase intention. (2) fashion style partially has a
significant effect on purchase intention. (3) brand image partially has a significant
effect on purchase intention. (4) fashion involvement partially has a significant effect
on purchase intention. (5) reviews on social media partially have a significant effect on
purchase intention.
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