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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Fear of Missing Out (FOMO),
Flash Sale, dan Content Marketing terhadap Impulsive Buying makeup produk
Somethinc di platform TikTok Shop pada mahasiswi Universitas Wijaya Kusuma
Surabaya. Penelitian ini menggunakan pendekatan kuantitatif dengan jenis
penelitian asosiatif kausal. Populasi dalam penelitian ini adalah mahasiswi
Universitas Wijaya Kusuma Surabaya yang pernah melakukan pembelian produk
Somethinc melalui TikTok Shop. Teknik pengambilan sampel yang digunakan
adalah purposive sampling dengan jumlah responden sebanyak 100 orang. Data
penelitian dikumpulkan melalui kuesioner dengan skala Likert dan dianalisis
menggunakan metode regresi linear berganda dengan bantuan program SPSS. Hasil
penelitian menunjukkan bahwa secara parsial Fear of Missing Out (FOMO), Flash
Sale, dan Content Marketing berpengaruh positif dan signifikan terhadap Impulsive
Buying. Selain itu, hasil pengujian secara simultan menunjukkan bahwa Fear of
Missing Out (FoMO), Flash Sale, dan Content Marketing secara bersama-sama
berpengaruh signifikan terhadap Impulsive Buying. Nilai Adjusted R Square
sebesar 0,656 menunjukkan bahwa 65,6% variasi Impulsive Buying dapat
dijelaskan oleh Fear of Missing Out (FoMO), Flash Sale, dan Content Marketing,
sedangkan sisanya sebesar 34,4% dipengaruhi oleh variabel lain di luar penelitian
ini.

Kata kunci: Fear of Missing Out (FoMO), Flash Sale, Content Marketing,
Impulsive Buying.
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ABSTRACT

This study aims to analyze the effect of Fear of Missing Out (FOMO), Flash Sale,
and Content Marketing on Impulsive Buying of Somethinc makeup products on the
TikTok Shop platform among female students of Universitas Wijaya Kusuma
Surabaya. This research employs a quantitative approach with a causal associative
research design. The population of this study consists of female students of
Universitas Wijaya Kusuma Surabaya who have purchased Somethinc products
through TikTok Shop. The sampling technique used is purposive sampling with a
total of 100 respondents. Research data were collected through a questionnaire
using a Likert scale and analyzed using multiple linear regression with the
assistance of the SPSS program. The results show that partially Fear of Missing Out
(FOMO), Flash Sale, and Content Marketing have a positive and significant effect
on Impulsive Buying. In addition, the simultaneous test results indicate that Fear of
Missing Out (FOMO), Flash Sale, and Content Marketing jointly have a significant
effect on Impulsive Buying. The Adjusted R Square value of 0.656 indicates that
65.6% of the variation in Impulsive Buying can be explained by Fear of Missing
Out (FoMO), Flash Sale, and Content Marketing, while the remaining 34.4% is
influenced by other variables outside this study.

Keywords: Fear of Missing Out (FoMO), Flash Sale, Content Marketing,
Impulsive Buying.

viii



DAFTAR ISI

HALAMAN PERSETUJUAN ....ooiiii e I
HALAMAN PENGESAHAN ..o I
PERNYATAAN ORISINALITAS SKRIPSI ....coooiiiiiee, ii
KATA PENGANTAR ..o 1\
ABSTRAK .ot vii
ABSTRACT bbbt b e n e viii
D I B ] SRS IX
DAFTAR TABEL ..ottt xii
DAFTAR LAMPIRAN ...ttt nne s Xiii
BAB | PENDAHULUAN ..o 1
1.1 Latar BelaKang .......c.covevieiiieieiiceeececee ettt 1
1.2 RUmMuUSsan Masalah ...........ccoooiiiininiee e 6
1.3 TUJUAN PENEHITIAN ..ottt e 7
1.4 Manfaat PeNelitian ...........coeeviireineirccc e 7
15 Sistematika PenUIISAN. ........c.coeiriiiriiiiceeeee s 8
BAB Il TELAAH PUSTAKA DAN PENGEMBANGAN HIPOTESIS......... 10
2.1 LanNdasan TEOKT ..c..cuevueuirieiirieiiricesieiet ettt 10
211, Grand TREOKY ....ooeeeeceeee ettt sttt sreesae e 10
2.1.2.  Perilaku KONSUMEN.......cccciiiiiiiiieiectcceeeee e 11
2.1.3. Fear of Missing Out (FOMO) ........ccoiiiieeeieeeceeeeee e 12
2.1.3.1.  Definisi Fear of Missing Out (FOMO)........ccoceiininienirieeeeee, 12
2.1.3.2.  Faktor-Faktor yang Mempengeruhi FOMO..........cccccovvrvrveennne. 13
2.1.3.3.  Indikator Pembentuk FOMO........cccoeiieiiiiininineneneseeeeeeeee 13

2.1.4. FIash SalE ..o 14
2.1.4.1.  Definisi Flash Sale .........ccooooiinieeee 14
2.14.2.  Faktor-Faktor yang Mempengaruhi Flash Sale............ccccccc....... 15
2.1.43.  Indikator Pembentuk Flash Sale............ccccooriiniinninininieen 16

2.1.5.  Content Marketing ........cccocveeevierieierie et eee e eee et sre e eseeae 17
2.15.1.  Definisi Content Marketing........ccccoeevveveeeeniseeseseeeese e 17
2.15.2.  Faktor-Faktor yang Mempegaruhi Content Marketing................. 18
2.15.3. Indikator Pembentuk Content Marketing..........c.ccoccevveeervnveienne. 19



2.1.6.  IMPUISIVE BUYING....cc.eiieieirieieeesieeiese sttt ste e eee e eea et sesreesaeae 21

2.1.6.1.  Definisi ImpulSive BUYING.......ccccoveiriiiieieeceeeseeeee et 21
2.1.6.2.  Faktor-Faktor yang Mempengaruhi Impulsive Buying................. 22
2.1.6.3.  Indikator Pembentuk Impulsive BUying........c.cccoerereneneeenennne 24

2.2 Penelitian TerdahulU...........cccviiniiniinicce e 25
2.3 Pengembangan HipOtESIS ........couieveviiiieieseceeeceete e 27
2.4 Kerangka KONSEPLUAL........c..ccveiiiriririreriesieieeeee e 28
BAB 11l METODE PENELITIAN ...c.ooiiiiieitee et 29
3.1 Pendekatan Penelitian ...........ccoieirirenineneeeee e 29
3.2 Populasi dan SAMPEl .......c..ccvoieiririrereee e 30
32,1, POPUIBSI ..ottt sttt st s b et re et 30
32,20 SAMPEL ..t aesb e e ra et 31
3.3 Identifikasi Variabel............coooeiiininicc s 32
3.3.1.  Variabel X (BeDAS) ....ccecueveieiriieiirierientesieseeeee et 32
3.3.2. Variabel Y (Terikart) .....ccccoveceerierieieeseeeseeeee e 33
3.4 Definisi Operasional Variabel ..o 33
3.4.1. Fear of Missing Out (FOMO) .......occoeoiiieieceeeeeeeeee e 33
34.2. FIash Sale.....ccoccciiiiiiiiiicecc e 33
3.4.3.  Content Marketing ........ccceeieeeriereeiereseeseseeeeste s eee e see e ssesreeseense s 34
3.5 Jenis dan SUMDEE Data .........ccccueeviiinieinieiiciccee s 35
3510 JENIS DALA.....c.eieiuiieiirieieteetee ettt 35
3.5.2.  SUMDEE DALA.....c.eoiiiieiieieieieeteeee e 35
3.6 Prosedur Pengumpulan Data ...........ccceevveeieniineenieseeeseeeee e 36
3.7 Teknik ANAlISIS DAta ........cccveeriiiriiiieiccce s 37
371, UJi Validitas .....ccceeeieciieeeieeeesieeee ettt ae st ne 38
3.7.2. UjJi REHADIITAS ...oeeeeeieeieeeee e 38
3.7.3.  Uji Regresi Linear Berganda .........ccccooceoeiieeninieeeeeesce e 39
374, UJi HIPOLESIS....coiiieeeiecieceesee ettt st sreseeenne 40
BTAL. UJiF oot ees s s s s s eseess e es e 40
B.74.2.  UJi T oo ee e es e 40
3.7.4.3.  Koefisien Determinan (R?).......ccccoeueveveveeeeeeeeeeeeeeeesesese e 41
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......cccooiiiiiiniiee 42
4.1. HaSH PENEIITIAN ......oeeieiiieec e 42



4.1.1. Gambaran Objek Penelitian ..........cccccoevveviiievereceececeeeeeeee e 42

4.1.2.  Statistik DeSKIIPLIT .....c.ooveieieeeceeeeeee s 43
4.1.3. Deskripsi Jawaban Responden Mengenai Variabel Penelitian............. 45
4.1.3.1.  Deskripsi Jawaban Responden Variabel FOMO (Fear of Missing
Out) 46
4.1.3.2.  Deskripsi Jawaban Responden Variabel Flash Sale...................... 47
4.1.3.3.  Deskripsi Jawaban Responden Variabel Content Marketing........ 48
4.1.3.4.  Deskripsi Jawaban Responden Variabel Impulsive Buying.......... 50
4.1.4. HaSil ANAlISIS DALA.......cccevvireerieieieiieerisesese e 51
4.1.4.1.  Hasil Pengujian Validitas............ccoceeevieiiiineninineneseeeeeeenene 51
4.1.4.2.  Hasil Pengujian Reliabilitas..........cccoceeveeieveeeecisicececeeeceeee, 52
4.1.4.3.  Hasil Pengujian Regresi Linear Berganda..........ccccccovevvevienveennenne. 53
4.1.4.4.  Hasil Pengujian HIipotesiS......ccccceeveiiiiecececeeeseeece e 54
4.1.45. [ T O 55
4146 HaSH UJi T oot 56
4.1.4.7. Hasil Koefsien Determinasi (R?).........ccoveveveveveeeeveeeeereeeeeseseeseennns 56
4.2 Pembahasan Hasil Penelitian ............coccoeneinenncnnieeeeeeeeeeee 57
4.2.1. Pengaruh Fear of Missing Out (FOMO) Terhadap Impulsive Buying
Makeup Product SOMEtNINC...........coiiieiiiiieececee e 57
4.2.2. Pengaruh Flash Sale Terhadap Impulsive Buying Makeup Product
SOMELNINC. ... 58
4.2.3. Pengaruh Content Marketing Terhadap Impulsive Buying Makeup
Product SOMELNINC........ccooiiiiiie s 59
BAB V SIMPULAN DAN SARAN ... ..ottt 60
5.1 Kesimpulan Penelitian .........ccocveveviiieiiiieeseceee et 60
5.2 Keterbatasan Penelitian...........cccoeoveviieniiniiinccncceeeeeee 60
53 SAMAN . e 62
DAFTAR PUSTAKA ..ottt 63
Lampiran 1 Kuisioner Penelitian ..........ccccoceiiiiiiiiiic i 66
Lampiran 11 Tabulasi Data...........ccccoviiiiiiiiiccees e 70
Lampiran 11 Hasil Olah Data ..o 76

xi



Tabel 2.
Tabel 3.
Tabel 3.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.

DAFTAR TABEL

1 Penelitian Terdahulu...........ccooooiiiini s 25
1 Total MahaSISWa.......cc.coiiiiiiiiiieieiee s 30
2 SKalA LIKEIT ..o 37
1 Kriteria ReSPONUEN ......ceeiviiiiiiece e 43
2 ldentitas Responden Berdasarkan Nama Fakultas........................ 44
3 Kategori Masing-masing Variabel...........c.ccccoocvviviiieicie e, 45
4 Jawaban Responden Variabel FOMO ..........cccccoccviviviiiciiecc e, 46
5 Jawaban Responden Variabel Flash Sale...........c.ccccoocovviviiieienne. 47
6 Jawaban Responden Variabel Content Marketing ..............cc.ce...... 48
7 Jawaban Responden Variabel Impulsive Buying...........cc.ccocevenee. 50
8 Hasil Uji Validitas ..o 51
9 Hasil Uji Relabilitas .........ccccooieiiiiiiieiiieeeee e 52
10 Hasil Uji Regresi Linier Berganda ...........ccoccoovvvviienenenencnenene 53
LLHASH UJIF oo 55
12 Hasil Uji Koefisien Determinasi (R2) .......ccccvvvvveienenenencncnenes 57

Xii



DAFTAR LAMPIRAN

Lampiran 1 Kuisioner Penelitian ...

Lampiran Il Tabulasi Data......

Lampiran 111 Hasil Olah Data

Xiii



