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ABSTRAK

Perkembangan media sosial telah mengubah pola perilaku konsumsi
generasi muda, khususnya dalam mendorong pembelian impulsif pada produk
fashion. Penelitian ini bertujuan untuk menganalisis pengaruh Social Media
Marketing Instagram, Fear Of Missing Out, dan Lifestyle terhadap Impulsive
Buying produk fashion tas Christy Ng pada kalangan mahasiswa Fakultas Ekonomi
dan Bisnis Universitas Wijaya Kusuma Surabaya. Penelitian ini menggunakan jenis
penelitian kuantitatif dengan pendekatan asosiatif. Teknik pengumpulan data
dilakukan melalui penyebaran kuesioner kepada mahasiswa yang pernah membeli
atau mengenal produk tas Christy Ng, dengan sampel yang ditentukan
menggunakan teknik purposive sampling. dan melibatkan sebanyak delapan puluh
lima responden mahasiswa. Data dianalisis menggunakan regresi linier berganda.
Hasil penelitian menunjukkan bahwa Social Media Marketing Instagram belum
menjadi faktor utama yang secara langsung memengaruhi Impulsive Buying,
sedangkan Fear Of Missing Out dan Lifestyle berpengaruh signifikan dalam
mendorong pembelian impulsif. Secara simultan, ketiga variabel tersebut
berkontribusi terhadap terbentuknya perilaku impulsive buying. Penelitian ini
menyimpulkan bahwa faktor psikologis dan gaya hidup memiliki peran dominan
dibandingkan aktivitas pemasaran digital.

Kata Kunci : Social Media Marketing Instagram, Fear of Missing Out (FoMo),
Lifestyle, Impulsive Buying
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ABSTRACT

The rapid growth of social media has transformed consumption patterns
among young consumers, particularly in encouraging impulsive buying behavior in
the fashion industry. This study aims to examine the effects of Instagram social
media marketing, fear of missing out, and lifestyle on impulsive buying of Christy
Ng fashion bag products among students of the Faculty of Economics and Business,
Wijaya Kusuma University Surabaya. This research employs a quantitative
approach with an associative research design. Data were collected through
questionnaires distributed to students who were familiar with or had purchased
Christy Ng products, with the population comprising all students of the faculty and
the sample selected using purposive sampling and involving eighty-five student
respondents. Data analysis was conducted using multiple linear regression. The
findings indicate that Instagram social media marketing does not directly play a
dominant role in driving impulsive buying behavior, while fear of missing out and
lifestyle have a significant influence on impulsive buying. Simultaneously, these
three variables collectively contribute to the formation of impulsive buying
behavior. The study concludes that psychological factors and lifestyle exert a
stronger influence than digital marketing activities alone. The findings imply the
need for more ethical and consumer-oriented digital marketing strategies, as well
as greater awareness of young consumers’ financial behavior in the digital era.

Keys : Social Media Marketing Instagram, Fear of Missing Out (FoMo), Lifestyle,
Impulsive Buying
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