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ABSTRAK

Yesi Nabela Mia Arifan, 22042010179, Pengaruh Electronic Word of Mouth, Fear
of Missing Out, dan Hedonic Shopping Motivation terhadap Impulse Buying
Produk Blind Box pada Konsumen di Surabaya

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh
Electronic Word of Mouth, Fear of Missing Out, dan Hedonic Shopping Motivation
terhadap Impulse Buying pada konsumen produk Blind Box di Kota Surabaya.
Metode penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian
asosiatif. Teknik pengambilan sampel menggunakan metode purposive sampling
dengan jumlah responden sebanyak 156 orang konsumen yang pernah membeli
produk Blind Box. Analisis data dilakukan menggunakan uji regresi linear berganda
dengan bantuan perangkat lunak IBM SPSS Statistics 25 untuk memperoleh hasil
analisis statistik yang akurat. Hasil penelitian menunjukkan bahwa secara simultan
variabel Electronic Word of Mouth (X1), Fear of Missing Out (X2), dan Hedonic
Shopping Motivation (X3) berpengaruh signifikan terhadap Impulse Buying (Y)
dengan nilai signifikansi sebesar 0,000 < 0,05 dan nilai Fyj¢yg4 sebesar 212,327 >
Fraper 2,66. Selain itu, diperoleh nilai koefisien determinasi (R2) sebesar 0,807,
yang mengindikasikan bahwa sebesar 80,7% variasi Impulse Buying dapat
dijelaskan oleh ketiga variabel independen tersebut, sementara sisanya dipengaruhi
oleh faktor lain di luar model penelitian. Di antara ketiga variabel tersebut, Fear of
Missing Out merupakan faktor yang paling dominan dalam memengaruhi perilaku
pembelian impulsif konsumen. Temuan ini memberikan bukti empiris bahwa
pengaruh informasi digital, tekanan sosial dari tren yang berkembang di media
sosial, serta motivasi berbelanja yang bersifat hedonis dapat mendorong konsumen
untuk melakukan pembelian secara spontan pada produk Blind Box.

Kata kunci: Electronic Word of Mouth; Fear of Missing Out; Hedonic Shopping
Motivation, Impulse Buying, Blind Box
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ABSTRACT

Yesi Nabela Mia Arifan, 22042010179, The Influence of Electronic Word of
Mouth, Fear of Missing Out, and Hedonic Shopping Motivation on Impulse
Buying of Blind Box Products among Consumers in Surabaya

This study aims to determine and analyze the influence of Electronic Word
of Mouth, Fear of Missing Out, and Hedonic Shopping Motivation on Impulse
Buying among consumers of Blind Box products in Surabaya. This study uses a
quantitative approach with an associative research design. The sampling technique
used purposive sampling with a total of 156 respondents who had purchased Blind
Box products. Data analysis was performed using multiple linear regression tests
with the help of IBM SPSS Statistics 25 software to obtain accurate statistical
analysis results. The results showed that simultaneously, the variables Electronic
Word of Mouth (X1), Fear of Missing Out (X2), and Hedonic Shopping Motivation
(X3) had a significant effect on Impulse Buying (Y) with a significance value of
0.000 < 0.05 and a F.oynt of 212,327 > Fyaper 2,66. In addition, a coefficient of
determination (R2) value of 0.807 was obtained, indicating that 80.7% of the
variation in Impulse Buying can be explained by these three independent variables,
while the rest is influenced by other factors outside the research model. Among these
three variables, Fear of Missing Out is the most dominant factor influencing
consumers' impulsive purchasing behavior. These findings provide empirical
evidence that the influence of digital information, social pressure from trends
developing on social media, and hedonistic shopping motivations can encourage
consumers to make spontaneous purchases of Blind Box products.

Keywords: Electronic Word of Mouth; Fear of Missing Out; Hedonic Shopping
Motivation, Impulse Buying, Blind Box
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