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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. 
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