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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh Fear of Missing Out dan 
Hedonic Shopping Motivation terhadap Impulse Buying dengan variabel moderasi 
Content Marketing pada produk tumbler Corkcicle di TikTok Shop pada Generasi Z 
di Surabaya. Metode penelitian yang digunakan adalah kuantitatif dengan pendekatan 
survei, di mana data dikumpulkan dari 100 responden melalui penyebaran kuesioner 
online menggunakan teknik insidental sampling. Analisis data dilakukan dengan 
metode statistik menggunakan regresi linier berganda dan Moderated Regression 
Analysis (MRA) untuk menguji pengaruh langsung dan moderasi antar variabel. Hasil 
penelitian menunjukkan bahwa Fear of Missing Out (FoMO) berpengaruh terhadap 
Impulse Buying dengan nilai signifikansi sebesar 0,008, sedangkan Hedonic Shopping 
Motivation juga berpengaruh terhadap Impulse Buying dengan nilai signifikansi 
sebesar 0,003. Variabel Content Marketing tidak mampu memoderasi pengaruh Fear 
of Missing Out terhadap Impulse Buying dengan nilai signifikansi sebesar 0,117. 
Selain itu, Content Marketing juga tidak mampu memoderasi pengaruh Hedonic 
Shopping Motivation terhadap Impulse Buying dengan nilai signifikansi sebesar 0,094. 
Temuan ini menegaskan bahwa Fear of Missing Out dan Hedonic Shopping 
Motivation lebih dominan dalam mendorong perilaku Impulse Buying dibandingkan 
Content Marketing sebagai variabel moderasi. Oleh karena itu, direkomendasi-kan 
bagi pelaku bisnis untuk lebih memperhatikan faktor psikologis konsumen seperti rasa 
takut tertinggal tren dan motivasi belanja hedonis dalam meningkatkan pembelian 
impulsif pada TikTok Shop. Penelitian ini memberikan wawasan penting bagi pelaku 
usaha dalam meningkatkan efektivitas strategi pemasaran digital pada produk tumbler 
Corkcicle di TikTok Shop. 

 
Kata Kunci: Fear of Missing Out (FoMO), Hedonic Shopping Motivation, Content 
Marketing, Impulse Buying. 
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ABSTRACT 
 

This study aims to analyze the influence of Fear of Missing Out and Hedonic Shopping 
Motivation on Impulse Buying with Content Marketing as a moderating variable on 
Corkcicle tumbler products in TikTok Shop among Generation Z in Surabaya. The 
research method used was quantitative with a survey approach, where data were 
collected from 100 respondents through the distribution of online questionnaires using 
incidental sampling techniques. Data analysis was conducted using statistical 
methods, namely multiple linear regression and Moderated Regression Analysis 
(MRA), to examine the direct and moderating effects between variables. The results 
of this study indicate that Fear of Missing Out (FoMO) has a significant effect on 
Impulse Buying with a significance value of 0.008, while Hedonic Shopping 
Motivation also has a significant effect on Impulse Buying with a significance value 
of 0.003. The Content Marketing variable was unable to moderate the effect of Fear 
of Missing Out on Impulse Buying with a significance value of 0.117. In addition, 
Content Marketing was also unable to moderate the effect of Hedonic Shopping 
Motivation on Impulse Buying with a significance value of 0.094. These findings 
confirm that Fear of Missing Out and Hedonic Shopping Motivation are more 
dominant in encouraging Impulse Buying behavior compared to Content Marketing 
as a moderating variable. Therefore, business actors are recommended to pay more 
attention to consumers’ psychological factors, such as fear of missing trends and 
hedonic shopping motivation, in increasing impulsive purchases on TikTok Shop. This 
research provides important insights for business actors in improving the effectiveness 
of digital marketing strategies for Corkcicle tumbler products on TikTok Shop. 

 
Keywords: Fear of Missing Out (FoMO), Hedonic Shopping Motivation, Content 
Marketing, Impulse Buying. 



xv  

DAFTAR ISI 

TANDA PERSETUJUAN SKRIPSI ......................................................................... ii 
TANDA PENGESAHAN SKRIPSI ......................................................................... iii 
SURAT PERNYATAAN ORISINALITAS .............................................................. iv 
LEMBAR PERNYATAAN PERSETUJUAN PUBLIKASI ................................... v 
MOTTO ..................................................................................................................... vi 
DAFTAR RIWAYAT HIDUP .................................................................................. vii 
LEMBAR PERSEMBAHAN ................................................................................. viii 
KATA PENGANTAR ............................................................................................... xi 
ABSTRAK ............................................................................................................... xiii 
ABSTRACT .............................................................................................................. xiv 
DAFTAR ISI ............................................................................................................ xv 
DAFTAR TABEL ................................................................................................. xviii 
DAFTAR GAMBAR ............................................................................................... xix 
DAFTAR LAMPIRAN ............................................................................................ xx 
BAB I PENDAHULUAN .......................................................................................... 1 

1.1 Latar Belakang .......................................................................................... 1 
1.2 Rumusan Masalah .................................................................................. 10 
1.3 Tujuan Penelitian .................................................................................... 10 
1.4 Manfaat Penelitian .................................................................................. 11 
1.5 Sistematika Penulisan ............................................................................. 12 

BAB II TINJAUAN PUSTAKA ............................................................................. 13 
2.1 Penelitian Terdahulu ............................................................................... 13 
2.2 Landasan Teori ....................................................................................... 25 

2.2.1 Manajemen Pemasaran ................................................................. 25 
2.2.2 Bauran Pemasaran (Marketing Mix) ............................................. 26 
2.2.3 Komunikasi Pemasaran ................................................................ 29 
2.2.4 Digital Marketing ......................................................................... 33 
2.2.5 Perilaku Konsumen ...................................................................... 35 
2.2.6 Fear of Missing Out (Rasa Takut Ketinggalan) ............................ 41 
2.2.7 Hedonic Shopping Motivation (Motivasi Belanja Hedonis) ........ 44 
2.2.8 Content Marketing (Pemasaran Konten) ...................................... 47 
2.2.9 Impulse Buying (Pembelian Impulsif) .......................................... 50 

2.3 Definisi Konsep dan Operasional ........................................................... 52 
2.3.1 Definisi Konsep ............................................................................ 52 
2.3.2 Definisi Operasional ..................................................................... 53 



xvi  

2.4 Pola Hubungan Antar Variabel ............................................................... 56 
2.4.1 Pengaruh Variabel Fear of Missing Out Terhadap Impulse Buying 

. .................................................................................................... 56 
2.4.2 Pengaruh Variabel Hedonic Shopping Motivation Terhadap 

Impulse Buying ............................................................................ 56 
2.4.3 Pengaruh Variabel Content Marketing Terhadap Impulse Buying 

. .................................................................................................... 57 
2.4.4 Pengaruh Variabel Fear of Missing Out, Hedonic Shopping 

Motivation, Content Marketing Terhadap Impulse Buying .......... 58 
2.5 Kerangka Berpikir .................................................................................. 59 
2.6 Hipotesis ................................................................................................. 60 

BAB III METODOLOGI PENELITIAN .............................................................. 61 
3.1 Rancangan Penelitian ............................................................................. 61 
3.2 Populasi dan Sampel .............................................................................. 62 

3.2.1 Populasi ........................................................................................ 62 
3.2.2 Sampel .......................................................................................... 62 

3.3 Instrumen Penelitian dan Pengukuran Instrumen ................................... 63 
3.3.1 Instrumen Penelitian ..................................................................... 63 
3.3.2 Pengukuran Instrumen .................................................................. 64 

3.4 Jenis Data dan Sumber Data ................................................................... 66 
3.4.1 Jenis Data...................................................................................... 66 
3.4.2 Sumber Data ................................................................................. 66 

3.5 Teknik Pengumpulan Data ...................................................................... 67 
3.6 Teknik Analisis Data ............................................................................... 67 

3.6.1 Uji Asumsi Klasik ........................................................................ 67 
3.6.2 Analisis Regresi Linier Berganda ................................................. 69 
3.6.3 Pengujian Hipotesis ...................................................................... 70 

BAB IV PENYAJIAN, ANALISIS DAN PEMBAHASAN ................................... 71 
4.1 Penyajian Data ........................................................................................ 71 

4.1.1 Gambaran Objek Penelitian .......................................................... 71 
4.1.2 Karakteristik Responden .............................................................. 72 
4.1.3 Uji Instrumen ................................................................................ 76 

4.2 Tabulasi Data .......................................................................................... 79 
4.2.1 Tabulasi Data Setiap Variabel ...................................................... 79 
4.2.2 Analisis Rata-Rata Tabulasi Setiap Variabel ................................ 93 



xvii  

4.3 Analisis Data ......................................................................................... 101 
4.3.1 Uji Asumsi Klasik ...................................................................... 101 
4.3.2 Analisis Regresi Linier Berganda ............................................... 107 
4.3.3 Uji Hipotesis ............................................................................... 112 

4.4 Pembahasan .......................................................................................... 115 
4.4.1 Pengaruh Fear of Missing Out (FoMO) terhadap Impulse Buying 

. .................................................................................................. 115 
4.4.2 Pengaruh Hedonic Shopping Motivation terhadap Impulse Buying 

. .................................................................................................. 116 
4.4.3 Peran Content Marketing sebagai Variabel Moderasi antara Fear 

of Missing Out terhadap Impulse Buying ................................... 117 
4.4.4 Peran Content Marketing sebagai Variabel Moderasi antara 

Hedonic Shopping Motivation terhadap Impulse Buying ........... 118 
BAB V PENUTUP ................................................................................................. 121 

5.1 Kesimpulan ........................................................................................... 121 
5.2 Rekomendasi ........................................................................................ 121 

5.2.1 Bagi Corkcicle ............................................................................ 121 
5.2.2 Bagi Peneliti Selanjutnya ........................................................... 123 
5.2.3 Rekomendasi Teoritis ................................................................. 123 

DAFTAR PUSTAKA ............................................................................................. 125 
LAMPIRAN ........................................................................................................... 133 



xviii  

DAFTAR TABEL 
 

Tabel 1. 1 Pengguna Tiktok Berdasarkan Usia ............................................................ 3 
Tabel 2. 1 Penelitian Terdahulu ................................................................................. 13 
Tabel 2. 2 Definisi Konsep & Definisi Operasional ................................................... 54 
Tabel 3. 1 Skala Likert ............................................................................................... 65 
Tabel 3. 2 Kelas Interval ............................................................................................ 65 
Tabel 4. 1 Karakteristik Responden Berdasarkan Jenis Kelamin ............................... 72 
Tabel 4. 2 Karakteristik Responden Berdasarkan Usia .............................................. 73 
Tabel 4. 3 Karakteristik Responden Berdasarkan Pekerjaan...................................... 73 
Tabel 4. 4 Karakteristik Responden Berdasarkan Pendapatan ................................... 74 
Tabel 4. 5 Karakteristik Responden Berdasarkan Frekuensi Membeli Produk  

Corkcicle .................................................................................................. 74 
Tabel 4. 6 Hasil Uji Validitas ..................................................................................... 77 
Tabel 4. 7 Hasil Uji Reliabilitas ................................................................................. 78 
Tabel 4. 8 Tabulasi Data Variabel Fear of Missing Out (X1) ..................................... 79 
Tabel 4. 9 Tabulasi Data Variabel Hedonic Shopping Motivation (X2) ..................... 83 
Tabel 4. 10 Tabulasi Data Variabel Impulse Buying (Y) ............................................ 86 
Tabel 4. 11 Tabulasi Data Variabel Content Marketing (Z) ....................................... 90 
Tabel 4. 12 Indikator Fear of Missing Out................................................................. 94 
Tabel 4. 13 Indikator Hedonic Shopping Motivation ................................................. 95 
Tabel 4. 14 Indikator Impulse Buying ........................................................................ 97 
Tabel 4. 15 Indikator Content Marketing ................................................................... 99 
Tabel 4. 16 Uji Linearitas Variabel Fear of Missing Out (X1) ................................. 102 
Tabel 4. 17 Uji Linearitas Variabel Hedonic Shopping Motivation (X2) ................. 102 
Tabel 4. 18 Uji Linearitas Variabel Content Marketing (Z) ..................................... 103 
Tabel 4. 19 Uji Normalitas ....................................................................................... 104 
Tabel 4. 20 Hasil Uji Multikolinearitas .................................................................... 106 
Tabel 4. 21 Hasil Regresi Linier Berganda .............................................................. 108 
Tabel 4. 22 Tabel Koefisien Determinasi (R²) ......................................................... 109 
Tabel 4. 23 Hasil Regresi Linier Berganda Sesudah Dimoderasi ............................ 110 
Tabel 4. 24 Tabel Koefisien Determinasi (R²) Setelah Dimoderasi ......................... 112 



xix  

DAFTAR GAMBAR 

Gambar 1. 1 Pertumbuhan Tingkat Penetrasi Internet di Indonesia ............................. 1 
Gambar 1. 2 Total Pengguna Sosial Media .................................................................. 2 
Gambar 1. 3 Katalog Tumbler Corckcicle ................................................................... 4 
Gambar 1. 4 Content Marketing Corkcicle .................................................................. 7 
Gambar 2. 1 Kerangka Berpikir ................................................................................. 59 
Gambar 4. 1 Karakteristik Responden Berdasarkan Aktivitas ................................... 75 
Gambar 4. 2 Karakteristik Responden Berdasarkan Alasan Membeli  Produk 

Corkcicle ............................................................................................... 76 
Gambar 4. 3 Hasil Uji Normalitas Histogram .......................................................... 104 
Gambar 4. 4 Uji Normalitas Data Model P-PLOT .................................................. 105 
Gambar 4. 5 Uji Heteroskedastisitas Model Scatterplot .......................................... 107 
Gambar 4. 6 Content Marketing di Account Tiktok Corkcicle ................................ 118 



xx  

DAFTAR LAMPIRAN 

Lampiran 1 Kuesioner Penelitian ........................................................................... 133 
Lampiran 2 Uji Instrumen ...................................................................................... 137 
Lampiran 3 Uji Asumsi Klasik ............................................................................... 141 
Lampiran 4 Uji Regresi Linear Berganda dan R² ................................................... 143 
Lampiran 5 Uji Hipotesis ........................................................................................ 144 
Lampiran 6 Kartu Bimbingan Skripsi ..................................................................... 145 
Lampiran 7 Hasil Turnitin ...................................................................................... 147 
Lampiran 8 Letter of Acceptance ............................................................................ 148 
Lampiran 9 Bebas Laboratorium Kewirausahaan ................................................... 149 


