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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Fear of Missing Out (FOMO),
Emotional Branding, dan Brand Trust terhadap keputusan pembelian produk Mykonos
pada Generasi Z di Universitas Wijaya Kusuma Surabaya. Penelitian dilatarbelakangi
oleh pesatnya perkembangan media digital yang memengaruhi perilaku konsumsi
Generasi Z dalam mengikuti tren, membangun keterikatan emosional, dan membentuk
kepercayaan terhadap merek. Penelitian ini menggunakan pendekatan kuantitatif dengan
metode survei. Data dikumpulkan melalui kuesioner kepada mahasiswa Generasi Z
Universitas Wijaya Kusuma Surabaya yang pernah membeli produk Mykonos, dengan
teknik purposive sampling. Analisis data dilakukan menggunakan regresi linier
berganda. Hasil penelitian menunjukkan bahwa Fear of Missing Out (FOMO),
Emotional Branding, dan Brand Trust berpengaruh positif dan signifikan terhadap
keputusan pembelian, baik secara parsial maupun simultan. Temuan ini menunjukkan
bahwa faktor psikologis, emosional, dan kepercayaan berperan penting dalam
mendorong keputusan pembelian konsumen Generasi Z. Secara teoretis, penelitian ini
berkontribusi pada pengembangan kajian perilaku konsumen Generasi Z dalam
pemasaran digital. Secara praktis, hasil penelitian dapat menjadi acuan bagi perusahaan
dalam merancang strategi pemasaran melalui penguatan ikatan emosional, penciptaan
urgensi, dan peningkatan kepercayaan merek.

Kata kunci: Fear of Missing Out (FOMO), Emotional Branding, Brand Trust,
Keputusan Pembelian, Generasi Z.
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ABSTRACT

This study aims to analyze the influence of Fear of Missing Out (FOMO), Emotional
Branding, and Brand Trust on the purchase decisions of Mykonos products among
Generation Z at Wijaya Kusuma University Surabaya. The study is motivated by the
rapid growth of digital media, which affects Generation Z’s consumption behavior in
following trends, developing emotional attachment, and building trust in brands. This
research uses a quantitative approach with a survey method. Data were collected
through questionnaires distributed to Generation Z students at Wijaya Kusuma
University Surabaya who had purchased Mykonos products, using purposive sampling.
Multiple linear regression analysis was employed to examine the effect of the
independent variables on the dependent variable. The results show that Fear Of Missing
Out (FOMO), Emotional Branding, and Brand Trust have a positive and significant
effect on purchase decisions, both partially and simultaneously. These findings indicate
that psychological, emotional, and trust-related factors play an important role in
influencing Generation Z’s purchasing behavior. Theoretically, this study contributes to
the literature on consumer behavior of Generation Z in the context of digital marketing.
Practically, the findings may serve as a reference for companies in designing marketing
strategies by strengthening emotional bonds, creating a sense of urgency, and
enhancing brand trust

Keywords: Fear of Missing Out (FOMO), Emotional Branding, Brand Trust, Purchase
Decision, Generation Z.
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