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ABSTRAK

Era globalisasi memberikan pengaruh yang besar bagi seluruh penduduk Indonesia.
Salah satunya pada industri fashion yang saat ini berkembang sangat pesat. Skripsi
ini berjudul “Pengaruh Citra Merek, Trend Fashion, dan Fear of Missing Out
(FOMO) Terhadap Keputusan Pembelian Produk Von Dutch Pada Mahasiswa—
ahasiswi Universitas Wijaya Kusuma Surabaya”. Penelitian ini bertujuan untuk
mengetahui pengaruh signifikan Citra Merek, Trend Fashion, dan Fear of Missing
Out (FOMO) Terhadap Keputusan Pembelian Produk Von Dutch Pada Mahasiswa-
mahasiswi Universitas Wijaya Kusuma Surabaya. Penelitian ini menggunakan
metode kuantitatif data dikumpulkan melalui kuisioner yang disebarkan kepada 100
responden di 8 Fakultas Universitas Wijaya Kusuma Surabaya dan data diolah
menggunakan aplikasi IBM SPSS. Analisis dilakukan dengan menggunakan teknik
analisis linear berganda. Hasil pengujian menunjukkan bahwa : 1. Citra merek tidak
berpengaruh signignifikan terhadap keputusan pembelian, 2. Trend fashion
berpengaruh secara signifikan terhadap keputusan pembelian dan, 3. Fear of
missing out berpengaruh secara signifikan terhadap keputusan pembelian.
Penelitian ini dihadapkan dapat memberikan pemahaman bagi pelaku bisnis dan
akademisi terhadap citra merek, trend fashion dan fear of missing out dalam
memahami perilaku konsumen dikalangan mahasiswa-mahasiswi Universitas
Wijaya Kusuma Surabaya.

Kata Kunci : Citra Merek, Trend Fashion, Fear of Missing Out dan
Keprutusan Pembelian
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ABSTRACT

The era of globalization has a great influence on the entire population of Indonesia.
One of them is the fashion industry which is currently growing very rapidly. This
thesis is entitled “The Effect of Brand Image, Fashion Trend, and Fear of Missing
Out (FOMO) on Purchasing Decisions for Von Dutch Products for Students of
Wijaya Kusuma University Surabaya”. This study aims to determine the significant
influence of Brand Image, Fashion Trend, and Fear of Missing Out (FOMO) on
Purchasing Decisions for Von Dutch Products for Students of Wijaya Kusuma
University Surabaya. This study uses quantitative methods, data is collected
through questionnaires distributed to 100 respondents at 8 Faculties of Wijaya
Kusuma University Surabaya and the data is processed using the IBM SPSS
application. The analysis was carried out using multiple linear analysis techniques.
The test results show that: 1. Brand image has no significant effect on purchasing
decisions, 2. Fashion trends have a significant effect on purchasing decisions and,
3. Fear of missing out has a significant effect on purchasing decisions. This
research is faced with providing an understanding for business people and
academics of brand image, fashion trends and fear of missing out in understanding
consumer behavior among students of Wijaya Kusuma University Surabaya.

Key Words: Brand Image, Fashion Trend, Fear of Missing Out and Purchase
Decision
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