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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 /mpulse 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.
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