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Engagement

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Fear of Missing Out
(FOMO) terhadap keputusan pembelian impulsif Generasi Z pada platform lokapasar di
Indonesia, baik secara langsung maupun tidak langsung melalui social media engagement
sebagai variabel mediasi. Fenomena tingginya perilaku pembelian spontan tanpa
perencanaan di kalangan Generasi Z saat ini ditengarai kuat didorong oleh faktor psikologis
dan interaksi sosial digital. Menggunakan pendekatan kuantitatif dengan desain kausal,
penelitian ini mengumpulkan data primer melalui kuesioner dari 96 responden Generasi Z
di Indonesia yang dipilih menggunakan teknik purposive sampling. Analisis data dilakukan
dengan metode Structural Equation Modeling-Partial Least Squares (SEM-PLS)
menggunakan bantuan perangkat lunak SmartPLS 4. Hasil pengujian hipotesis
menunjukkan bahwa FOMO berpengaruh positif dan signifikan secara langsung terhadap
keputusan pembelian impulsif dan terhadap social media engagement. Namun, social
media engagement ditemukan tidak memiliki pengaruh langsung yang signifikan terhadap
keputusan pembelian impulsif. Lebih lanjut, pengujian efek mediasi membuktikan bahwa
social media engagement tidak berperan sebagai variabel mediasi dalam hubungan antara
FOMO dan keputusan pembelian impulsif. Dorongan FOMO bekerja secara instan sebagai
pemicu emosional langsung (direct emotional driver) yang menekan rasionalitas konsumen
tanpa harus disalurkan melalui keterlibatan aktif di media sosial. Oleh karena itu, para
pelaku bisnis lokapasar disarankan untuk lebih mengoptimalkan strategi pemasaran
berbasis urgensi dan kelangkaan seperti flash sale atau promosi terbatas guna
meningkatkan konversi penjualan secara efektif pada segmen Generasi Z.

Kata Kunci: Fear of Missing Out (FOMO), Keputusan Pembelian Impulsif, Social
Media Engagement, Generasi Z, Lokapasar.
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Thesis Title . The Effect of Fear of Missing Out (FOMO) on Impulse
Buying Decisions of Generation Z on the Marketplace
Platform Mediated by Social Media Engagement

ABSTRACT

This study aims to analyse the influence of the Fear of Missing Out (FOMO) on
the impulsive buying decisions of Generation Z on marketplace platforms in Indonesia,
both directly and indirectly through social media engagement as a mediating variable. The
phenomenon of high spontaneous, unplanned buying behaviour among Generation Z today
is strongly suspected to be driven by psychological factors and digital social interactions.
Using a quantitative approach with a causal design, this study collected primary data
through questionnaires from 96 Generation Z respondents in Indonesia selected using a
purposive sampling technique. Data analysis was performed using the Structural Equation
Modelling-Partial Least Squares (SEM-PLS) method with the assistance of SmartPLS 4
software. The results of the hypothesis testing indicate that FOMO has a positive and
significant direct effect on impulsive buying decisions and on social media engagement.
However, social media engagement was found to have no significant direct effect on
impulsive buying decisions. Furthermore, mediation effect testing proves that social media
engagement does not play a role as a mediating variable in the relationship between
FOMO and impulsive buying decisions. The urge of FOMO works instantly as a direct
emotional driver that overrides consumer rationality without having to be channelled
through active engagement on social media. Therefore, marketplace businesses are
advised to further optimise urgency- and scarcity-based marketing strategies, such as flash
sales or limited-time promotions, to effectively increase sales conversion in the Generation
Z segment.

Keywords: Fear of Missing Out (FOMO), Impulsive Buying Decision, Social Media
Engagement, Generation Z, Marketplace.
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