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FEAR OF MISSING OUT, ELECTRONIC WORD OF MOUTH, DAN STORE 

ATMOSPHERE TERHADAP IMPULSE BUYING DI AM:PM COFFEE 

SURABAYA 

 

Muhammad Keril Dymal Abrar, Taufik Setyadi, Dita Atasa 

 

ABSTRAK 

 

Tujuan dari penelitian ini adalah untuk melihat bagaimana Fear of Missing Out, 

Electronic Word of Mouth, dan Store Atmosphere mempengaruhi pembelian 

impulsif di AM: PM Coffee Surabaya. Peneliti menggunakan strategi non-

probability sampling dalam penelitian ini. Studi ini menggunakan analisis SEM-

PLS dengan pendekatan SmartPLS. Hasil penelitian ini menunjukkan bahwa nilai 

R-square adalah 0,644. Fear of Missing Out berpengaruh positif dan signifikan 

terhadap Impulse buying. Konsumen melakukan pembelian secara impulsif karena 

takut kehilangan atau terlewatkan sesuatu yang dianggap penting atau menarik. 

Electronic Word of Mouth berpengaruh positif dan signifikan terhadap Impulse 

Buying di AM : PM Coffee. Informasi produk yang didapat melalui media sosial 

baik berupa konten maupun ulasan positif dapat mendorong seseorang untuk 

melakukan pembelian secara impulsif. Store Atmosphere berpengaruh positif dan 

signifikan terhadap Impulse buying. Suasana nyaman yang diberikan AM : PM 

Coffee mendorong konsumen untuk membeli produk tambahan yang tidak 

direncanakan sebelumnya. 

Kata Kunci : Coffee Shop Fear of Missing Out, Electronic Word of Mouth, Store 

Atmosphere, Impulse Buying 
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FEAR OF MISSING OUT, ELECTRONIC WORD OF MOUTH, AND STORE 

ATMOSPHERE AGAINST IMPULSE BUYING AT AM:PM COFFEE 

SURABAYA 

 

Muhammad Keril Dymal Abrar, Taufik Setyadi, Dita Atasa 

 

ABSTRACT 

 

The purpose of this study is to see how Fear of Missing Out, Electronic Word of 

Mouth, and Store Atmosphere influence impulsive buying at AM: PM Coffee 

Surabaya. Researchers used a non-probability sampling strategy in this study. This 

study used SEM-PLS analysis with the SmartPLS approach. The results of this study 

show that the R-square value is 0.644. Fear of Missing Out has a positive and 

significant effect on Impulse buying. Consumers make impulsive purchases because 

they are afraid of losing or missing something that is considered important or 

interesting. Electronic Word of Mouth has a positive and significant effect on 

Impulse Buying at AM: PM Coffee. Product information obtained through social 

media, both in the form of content and positive reviews, can encourage someone to 

make impulsive purchases. Store Atmosphere has a positive and significant effect 

on Impulse Buying. The comfortable atmosphere provided by AM: PM Coffee 

encourages consumers to buy additional products that were not previously planned. 

Keywords : Coffee Shop Fear of Missing Out, Electronic Word of Mouth, Store 

Atmosphere, Impulse Buying
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