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HALAMAN MOTTO 

 

 

 

“Being brave means knowing that when you fail, you don't fail forever.” 

 – Lana Del Rey – 

 

“There’s nowhere you can be that isn’t where you’re meant to be. 

There’s nothing you can do that can’t be done.”  

– The Beatles – 

 

 

“You are not the opinion of someone who doesn’t know you” 

– Taylor Swift – 

 

 

…and most importantly, you must always have faith in yourself. 
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HUBUNGAN FEAR OF MISSING OUT (FOMO) DENGAN 

ONLINE IMPULSIVE BUYING PADA GENERASI Z 

PENGGUNA TIKTOK SHOP DI SURABAYA DENGAN 

SELF-CONTROL SEBAGAI MEDIATOR 
  

Monica Dwi Octri Virna 

Universitas 17 Agustus 1945 Surabaya 
monica.octrivirna1001@gmail.com 

 

ABSTRAK 

 

Penelitian ini dilakukan bertujuan untuk mengetahui hubungan antara fear of 

missing out (FoMO) dengan online impulsive buying dengan self-control 

sebagai mediator pada Generasi Z pengguna TikTok Shop di Surabaya. Subjek 

akhir dari penelitian ini adalah 122 responden, Teknik pengambilan sampel 

adalah purposive sampling, dan pengumpulan data dilakukan melalui 

kuesioner menggunakan Google Form. Penelitian ini adalah jenis penelitian 

kuantitatif yang menggunakan teknik analisis mediasi (mediation analysis). 

Hasil uji hipotesis menunjukkan nilai estimate sebesar 0,294 dengan p<0,001 

dan nilai z = 4,102. Artinya terdapat hubungan positif yang sangat signifikan 

antara fear of missing out (FoMO) dengan online impulsive buying dengan self-

control sebagai mediator. 

 

Kata Kunci: Generasi Z, Fear of missing out, Online impulsive buying, Self-

control, TikTok Shop 
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THE RELATIONSHIP BETWEEN FEAR OF MISSING OUT 

(FOMO) AND ONLINE IMPULSIVE BUYING AMONG 

GENERATION Z TIKTOK SHOP USERS IN SURABAYA, 

WITH SELF-CONTROL AS A MEDIATOR 
  

Monica Dwi Octri Virna 

Universitas 17 Agustus 1945 Surabaya 
monica.octrivirna1001@gmail.com 

 
ABSTRACT 

 

This study was conducted to examine the relationship between fear of missing 

out (FoMO) and online impulsive buying with self-control as a mediator 

among Generation Z users of TikTok Shop in Surabaya. The final sample 

consisted of 122 respondents. The sampling technique used was purposive 

sampling, and data were collected through a questionnaire distributed via 

Google Form. This is a quantitative study that employed mediation analysis. 

The hypothesis testing results showed an estimate value of 0.294 with p < 0.001 

and a z-value of 4.102. This indicates a highly significant positive relationship 

between fear of missing out (FoMO) and online impulsive buying, with self-

control serving as a mediator. 

 

Keywords: Generation Z, Fear of missing out, Online impulsive buying, Self-

control, TikTok Shop  
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