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ABSTRAK

Perkembangan media sosial telah mendorong munculnya fenomena kolaborasi
merek berbasis budaya populer yang berdampak pada perilaku konsumsi,
khususnya dikalangan komunitas penggemar. Salah satubentuk kolaborasi tersebut
adalah merchandise hasil kerja sama antara Demon Slayer dan FamilyMart yang
banyak diperbincangkan di media sosial, khususnya pada komunitas penggemar
anime di Base Twitter KNYFESS. Penelitian ini bertujuan untuk menganalisis
pengaruh Fear of Missing Out (FoMO), Brand image, dan Media Sosial terhadap
Keputusan Pembelian merchandise kolaborasi Demon Slayer dan FamilyMart.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Data
dikumpulkan melalui kuesioner yang disebarkan kepada 100 responden yang
merupakan pengikut Base Twitter KNYFESS dan pernah membeli merchandise
kolaborasi tersebut. Teknik pengambilan sampel menggunakan purposive
sampling, sedangkan analisis data dilakukan dengan regresi linier berganda. Hasil
penelitian menunjukkan bahwa FoMO berpengaruh signifikan terhadap keputusan
pembelian, Brand image berpengaruh signifikan terhadap keputusan pembelian,
dan Media Sosial juga berpengaruh signifikan terhadap keputusan pembelian.
Temuan ini mengindikasikan bahwa tekanan psikologis untuk tidak tertinggal tren,
yang diperkuat oleh interaksi media sosial dan citra merek yang positif, berperan
penting dalam mendorong keputusan pembelian merchandise kolaborasi berbasis
budaya populer. Penelitian ini diharapkan dapat memberikan kontribusi teoritis
dalam kajian perilaku konsumen digital serta menjadi referensi praktis bagi pelaku
bisnis dalam merancang strategi pemasaran kolaboratif berbasis komunitas.

Kata Kunci : Fear of Missing Out, Brand image, Media Sosial, Keputusan
Pembelian, Merchandise Kolaborasi
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ABSTRACT

The development of social media has encouraged the emergence of popular
culture—based brand collaborations that influence consumer behavior, particularly
within fan communities. One such collaboration is the merchandise partnership
between Demon Slayer and FamilyMart, which has been widely discussed on social
media, especially within the anime fan community on the Twitter base KNYFESS.
This study aims to analyze the influence of Fear of Missing Out (FoMO), Brand
image, and Social Media on purchasing decisions regarding Demon
Slayer and FamilyMart collaboration merchandise. This research employs a
quantitative approach using a survey method. Data were collected through
questionnaires  distributed to 100 respondents who are followers of
the KNYFESS Twitter base and have previously purchased the collaboration
merchandise. Purposive sampling was applied as the sampling technique, while
data analysis was conducted using multiple linear regression. The results indicate
that FoMO has a significant effect on purchasing decisions, Brand image has a
significant effect on purchasing decisions, and Social Media also has a significant
effect on purchasing decisions. These findings suggest that psychological pressure
to avoid missing trends, reinforced by social media interactions and a positive
brand image, plays a crucial role in driving purchasing decisions for popular
culture—based collaboration merchandise. This study is expected to contribute
theoretically to the literature on digital consumer behavior and serve as a practical
reference for businesses in designing community-based collaborative marketing
strategies.

Key Words: Fear of Missing Out, Brand image, Social Media, Purchasing
Decision, Collaborative Merchandise
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