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ABSTRAK
Penelitian ini bertujuan untuk menganalisis pengaruh Fomo Marketing, Sales
Promotion, dan Retargeted Advertisement terhadap perilaku Online Impulsive
Buying pada pengguna E-commerce Shopee, khususnya mahasiswa Fakultas Ilmu
Sosial dan Ilmu Politik Universitas Pembangunan Nasional "Veteran" Jawa Timur.
Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian
asosiatif. Pengumpulan data dilakukan melalui kuesioner online dengan sampel
sebanyak 130 responden. Teknik analisis data yang digunakan adalah Structural
Equation Modeling (SEM) dengan metode Partial Least Square (PLS).Hasil
penelitian menunjukkan bahwa Fomo Marketing tidak berpengaruh signifikan
terhadap Online Impulsive Buying, sedangkan Sales Promotion dan Retargeted
Advertisement berpengaruh signifikan terhadap Online Impulsive Buying.
Retargeted Advertisement juga memediasi pengaruh Sales Promotion terhadap
Online Impulsive Buying (mediasi parsial), tetapi tidak memediasi pengaruh
Fomo Marketing terhadap Online Impulsive Buying. Variabel yang paling
berpengaruh terhadap Online Impulsive Buying adalah Retargeted Advertisement,
diikuti Sales Promotion, kemudian Fomo Marketing. Penelitian ini memberikan
implikasi teoritis dalam menambah pengetahuan terkait hubungan antar variabel,
serta implikasi praktis bagi perusahaan dalam meningkatkan penjualan melalui
strategi pemasaran yang tepat.

Kata Kunci : Fomo Marketing, Sales Promotion, Retargeted Advertisement,
Online Impulsive Buying, Shopee.



ix

ABSTRACT
This research aims to analyze the influence of Fomo Marketing, Sales Promotion,
and Retargeted Advertisement on Online Impulsive Buying behavior among
Shopee E-commerce users, especially students at the Faculty of Social and
Political Sciences, East Java "Veteran" National Development University. This
research uses a quantitative approach with an associative type of research. Data
collection was carried out through an online questionnaire with a sample of 150
respondents. The data analysis technique used is Structural Equation Modeling
(SEM) with the Partial Least Square (PLS) method. The research results show
that Fomo Marketing has no significant effect on Online Impulsive Buying, while
Sales Promotion and Retargeted Advertisement have a significant effect on Online
Impulsive Buying. Retargeted Advertisement also mediates the effect of Sales
Promotion on Online Impulsive Buying (partial mediation), but does not mediate
the effect of Fomo Marketing on Online Impulsive Buying. The variable that has
the most influence on Online Impulsive Buying is Retargeted Advertisement,
followed by Sales Promotion, then Fomo Marketing. This research provides
theoretical implications in increasing knowledge regarding the relationship
between variables, as well as practical implications for companies in increasing
sales through appropriate marketing strategies.

Keywords: Fomo Marketing, Sales Promotion, Retargeted Advertisement, Online
Impulsive Buying, Shopee


