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ABSTRAK 

PENGARUH KOREAN BRAND AMBASSADOR CREDIBILITY, SOCIAL 

MEDIA MARKETING, DAN FEAR OF MISSING OUT TERHADAP 

IMPULSE BUYING 

(Studi Pada Konsumen Kolaborasi Scarlett Whitening X EXO  

di Kalangan Penggemar EXO) 

 

DITA KEYSIA ARMELIA DWI PUTRI 

 

Program Studi Administrasi Bisnis 

Universitas Pembangunan “Veteran” Jawa Timur 

 

20042010073@student.upnjatim.ac.id 
 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh Korean 

brand ambassador credibility, social media marketing, dan fear of missing out 

(fomo) terhadap impulse buying pada produk kolaborasi Scarlett Whitening X EXO 

baik secara simultan maupun parsial. Penelitian ini menggunakan pendekatan 

kuantitatif dengan jenis penelitian asosiatif. Adapun pengumpulan data 

menggunakan kuesioner dengan populasi yang melibatkan penggemar EXO yang 

aktif bermain media sosial serta pernah melakukan pembelian produk kolaborasi 

Scarlett Whitening X EXO. Teknik pengambilan sampel yang digunakan adalah 

dengan Rumus Lemeshow dan diperoleh sampel penelitian sebanyak 100 

responden. Metode pengolahan data dalam penelitian ini menggunakan aplikasi 

SPSS 26. Pengujian instrumen menggunakan uji validitas dan uji reliabilitas dengan 

hasil menunjukkan bahwa keseluruhan instrumen dinyatakan valid dan reliabel. 

Teknik analisis data menggunakan regresi linier berganda, uji asumsi klasik, uji f, 

uji t, dan uji determinasi. Hasil dari penelitian ini berdasarkan analisis uji t 

menunjukkan bahwa Korean brand ambassador credibility, social media 

marketing, dan fear of missing out (fomo) secara parsial berpengaruh signifikan 

terhadap impulse buying, serta secara simultan Korean brand ambassador 

credibility, social media marketing, dan fear of missing out (fomo) berpengaruh 

signifikan terhadap impulse buying. Nilai koefisiensi determinasi sebesar 0,590. 

Artinya 59% menunjukkan bahwa impulse buying dipengaruhi oleh variabel korean 

brand ambassador credibility, social media marketing, dan fear of missing out 

(fomo). Sisanya sebesar 41% dipengaruhi oleh variabel lain yang belum diteliti. 

Kata kunci: Kredibilitas Brand Ambassador, Pemasaran Media Sosial, FoMO, 

Pembelian Tidak Terencana 
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ABSTRACT  

 

THE INFLUENCE OF KOREAN BRAND AMBASSADOR CREDIBILITY, 

SOCIAL MEDIA MARKETING, AND FEAR OF MISSING OUT ON 

IMPULSE BUYING  

(Study on Consumers of Scarlett Whitening X EXO 

Collaboration Among EXO Fans) 

 

DITA KEYSIA ARMELIA DWI PUTRI 

 

Departement of Business Administration, Faculty of Social and Political Science 

Universitas Pembangunan Nasional “Veteran” Jawa Timur 

 

20042010073@student.upnjatim.ac.id 
 

The study aims to find out and analyze the impact of Korean brand ambassador 

credibility, social media marketing, and fear of missing out (fomo) on impulse 

buying for the collaboration product Scarlett Whitening X EXO, both 

simultaneously and partially. This research uses a quantitative approach with the 

type of associative research. As for data collection using questionnaires with 

populations involving EXO fans who are active on social media and have 

purchased collaboration products like Scarlett Whitening X EXO, The sampling 

technique used is the Lemeshow formula, and samples of research were obtained 

from as many as 100 respondents. The data processing method in this study uses 

the SPSS 26 application. Instrument testing uses validity tests and reliability tests, 

with results showing that the entire instrument is declared valid and reliable. Data 

analysis techniques use double linear regression, classical assumption tests, f tests, 

t tests, and determination tests. The results of this study based on trial analysis 

showed that Korean brand ambassador credibility, social media marketing, and 

fear of missing out (fomo) partially had a significant influence on impulse buying, 

while simultaneously Korean brand ambassador credibility, social media 

marketing, and fear of missing out (fomo) had significant influences on impulsive 

buying. The determination coefficient is 0.590. That is, 59% indicated that impulse 

buying was influenced by Korean brand ambassador credibility, social media 

marketing, and fear of missing out (fomo) variables, while the remaining 41% were 

affected by other variables that have not been studied. 

Keywords: Brand Ambassador Credibility, Social Media Marketing, FoMO, and 

Impulse buying 
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