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ABSTRAK

Penelitian ini bertujuan untuk menjelaskan pengaruh Electronic Word Of Mouth,
Fear of Missing Out, dan Impulsive Buying terhadap Keputusan pembelian pada
produk makanan yang dipromosikan melalui konten video pendek di TikTok pada
generasi Z di Surabaya. Latar belakang penelitian ini berdasarkan dari semakin
kuatnya peran media sosial dalam membentuk perilaku konsumen, khusunya pada
kelompok usia muda yang responsive terhadap tren digital. penelitian ini
menggunakan pendekatan kuantitatif dengan penyebaran kuesioner kepada
responden yang memenuhi kriteria, kemudian dianalsisi melalui Teknik regresi
linier berganda untuk mengetahui hubungan dan pengaruh antar variabel. Hasil
penelitian menunjukkan bahwa Electronic Word Of Mouth, Fear of Missing Out,
dan Impulsive Buying berpengaruh positih terhadap Keputusan pembelian.
Penelitian ini menunjukkan bahwa aktivitas komunikasi digital, tekanan psikologis
akibat ketertinggalan informasi, serta dorongan pembelian spontan memiliki
kontribusi yang signifikan dalam mendorong Keputusan pembelian pada platform
video pendek TikTok. Kesimpulan akhir dari penelitian ini menyatakan bahwa
ketiga variabel tersebut merupakan faktor penting yang dapat diperhatikan pelaku
usaha dalam merancang strategi pemasaran yang lebih efektif.

Kata kunci : Electronic Word Of Mouth, Fear of Missing Out, impulsive buying,
keputusan pembelian
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ABSTRACT

This study aims to explain the influence of Electronic Word of Mouth, Fear of
Missing Out, and Impulsive Buying on purchasing decisions for food products
promoted through short video content on TikTok among Generation Z in Surabaya.
The background of this study is based on the increasingly strong role of social
media in shaping consumer behavior, especially among young people who are
responsive to digital trends. This study uses a quantitative approach by distributing
questionnaires to respondents who meet the criteria, then analyzing them using
multiple linear regression techniques to determine the relationship and influence
between variables. The results show that Electronic Word of Mouth, Fear of
Missing Out, and Impulsive Buying have a positive effect on purchasing decisions.
This study shows that digital communication activities, psychological pressure due
to information overload, and spontaneous purchasing impulses have a significant
contribution in driving purchasing decisions on the short video platform TikTok.
The final conclusion of this study states that these three variables are important
factors that businesses should consider when designing more effective marketing
strategies.

Keywords: Electronic Word Of Mouth, Fear of Missing Out, impulsive buying,
purchasing decisions
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