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ABSTRAK 

ATH THARIQ ATHRIZQULLAH GUNAWAN, 22042010112, 

PENGARUH INFLUENCER MARKETING, PERCEIVED QUALITY, DAN 

FEAR OF MISSING OUT (FOMO) TERHADAP PURCHASE INTENTION 

GENERASI Z PADA PRODUK PARFUM MYKONOS DI KOTA 

SURABAYA 

Perkembangan teknologi digital dan media sosial telah mengubah perilaku 

konsumen Generasi Z, khususnya dalam keputusan pembelian produk gaya hidup 

seperti parfum. Industri parfum lokal di Indonesia menunjukkan pertumbuhan 

signifikan, dengan Mykonos menjadi salah satu merek yang populer di kalangan 

anak muda. Penelitian ini bertujuan menganalisis pengaruh pemasaran influencer, 

persepsi kualitas, dan fear of missing out (FOMO) terhadap niat beli parfum 

Mykonos pada Generasi Z di Surabaya, baik secara parsial maupun simultan. 

Penelitian menggunakan pendekatan kuantitatif melalui survei terhadap 160 

responden yang dipilih secara purposif, dengan kriteria mengenal produk Mykonos 

dan aktif menggunakan media sosial. Data dikumpulkan menggunakan kuesioner 

berskala Likert dan dianalisis dengan regresi linier berganda menggunakan SPSS. 

Hasil penelitian menunjukkan bahwa pemasaran influencer, persepsi kualitas, dan 

FOMO secara simultan berpengaruh positif dan signifikan terhadap niat beli. Secara 

parsial, masing-masing variabel juga memiliki pengaruh positif dan signifikan. 

Temuan ini memberikan kontribusi empiris terhadap kajian perilaku konsumen di 

era digital serta menjadi referensi strategis bagi merek parfum lokal dalam 

menyusun strategi pemasaran yang efektif untuk Generasi Z. 

 

Kata Kunci:  Pemasaran Influencer, Kualitas yang Dirasakan,  Ketakutan 

Ketinggalan (FOMO), Niat Membeli; Generasi Z, Merek Parfum Lokal. 
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ABSTRACT 

ATH THARIQ ATHRIZQULLAH GUNAWAN, 22042010112, 

DETERMINANTS OF PURCHASE INTENTION BASED ON INFLUENCER 

MARKETING, PERCEIVED QUALITY, AND FEAR OF MISSING OUT 

(FOMO) OF MYKONOS PERFUME PRODUCTS AMONG GENERATION Z 

IN SURABAYA 

The rapid advancement of digital technology and social media has transformed 

consumer behavior, particularly among Generation Z, whose purchasing decisions 

are increasingly influenced by digital content, social factors, and psychological 

drivers. In Indonesia’s growing local perfume industry, Mykonos has emerged as a 

prominent brand among young consumers. This study examines the partial and 

simultaneous effects of influencer marketing, perceived quality, and fear of missing 

out (FOMO) on purchase intention toward Mykonos perfume among Generation Z 

in Surabaya. A quantitative approach was employed using a survey method. Data 

were collected through structured questionnaires from 160 respondents selected 

via purposive sampling, based on familiarity with Mykonos products and active 

social media use. Responses were measured using a Likert scale and analyzed 

through multiple linear regression using SPSS. The findings reveal that influencer 

marketing, perceived quality, and FOMO simultaneously exert a positive and 

significant effect on purchase intention. Partially, each variable also demonstrates 

a positive and significant influence. This study provides empirical insights into 

digital-era consumer behavior and offers practical implications for local perfume 

brands in designing effective marketing strategies targeting Generation Z. 

 

Keywords: Influencer Marketing; Perceived Quality; Fear of Missing Out 

(FOMO); Purchase Intention; Generation Z; Local Perfume Brand. 

  


