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ABSTRAK 

Muhammad Riyani (2026). Pengaruh Omnichannel Marketing dan Fashion 

Lifestyle terhadap Keputusan Pembelian Produk Apparel Uniqlo pada Generasi Z. 

Pembimbing: Akhmad Supriyanto SE., MM. 

Penelitian ini bertujuan untuk (1) menguji pengaruh omnichannel marketing 

terhadap keputusan pembelian produk apparel Uniqlo pada Generasi Z, serta (2) 

menguji pengaruh fashion lifestyle terhadap keputusan pembelian produk apparel 

Uniqlo. 

Penelitian ini melibatkan 100 konsumen Generasi Z yang pernah membeli 

produk apparel Uniqlo dan berdomisili di Kota Banjarmasin. Teknik pengambilan 

sampel yang digunakan adalah purposive sampling. Pengumpulan data dilakukan 

melalui kuesioner online menggunakan Google Form. Metode analisis data yang 

digunakan adalah Structural Equation Modeling (SEM) berbasis Partial Least 

Squares (PLS) dengan bantuan software SmartPLS. 

Hasil penelitian menunjukkan bahwa omnichannel marketing berpengaruh 

positif dan signifikan terhadap keputusan pembelian produk apparel Uniqlo pada 

Generasi Z. Hal ini menunjukkan bahwa semakin baik integrasi antara saluran 

online dan offline, seperti kesesuaian informasi produk, harga, promosi, serta 

kemudahan layanan, maka semakin meningkat pula keputusan pembelian 

konsumen. Selain itu, fashion lifestyle juga berpengaruh positif dan signifikan 

terhadap keputusan pembelian. Hal ini menunjukkan bahwa semakin tinggi 

orientasi fashion lifestyle konsumen, seperti mengikuti tren dan mengekspresikan 

diri melalui penampilan, maka semakin besar pula kecenderungan konsumen untuk 

membeli produk apparel Uniqlo. 

Kata Kunci: Omnichannel Marketing, Fashion Lifestyle, Keputusan Pembelian, 

Generasi Z  
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ABSTRACT 

Muhammad Riyani (2026). The Influence of Omnichannel Marketing and Fashion 

Lifestyle on Purchasing Decisions of Uniqlo Apparel Products among Generation 

Z. Advisor: Akhmad Supriyanto SE., MM. 

The purpose of this research is to (1) examine the impact of omnichannel 

marketing on Uniqlo apparel product purchasing decisions among Generation Z, 

as well as (2) examine the impact of fashion lifestyle on Uniqlo apparel product 

purchase decisions. 

This study included 100 Generation Z customers who had purchased Uniqlo 

apparel products and lived in Banjarmasin. Purposive sampling was utilized in this 

study. Data were acquired via an online questionnaire delivered via Google Form. 

The data analysis method employed was Structural Equation Modeling (SEM) 

based on Partial Least Squares (PLS), which was assisted by SmartPLS software. 

The findings indicate that omnichannel marketing has a positive and 

significant impact on Uniqlo clothes purchasing decisions among Generation Z. 

This suggests that improved integration across online and offline channels, such as 

uniformity in product information, pricing, promotions, and service convenience, 

will lead to more consumer purchases. In addition, fashion lifestyle has a favorable 

and significant impact on shopping decisions. This suggests that the more fashion-

conscious the consumer is, such as following trends and expressing individuality 

through looks, the more likely they are to buy Uniqlo items. 

Keywords: Omnichannel Marketing, Fashion Lifestyle, Purchasing Decision, 

Generation Z 
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