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ABSTRAK 

 

Fitria Rahmadani, 22042010031, Pengaruh FOMO (Fear of Missing Out), 

Flash Sale, dan E-WOM (Electronic Word of Mouth) terhadap Perilaku 

Impulsive Buying pada E-commerce Shopee (Studi pada Konsumen Barenbliss 

di Surabaya)  

 Penelitian ini bertujuan untuk mengetahui pengaruh Fear of Missing Out 

(FOMO), flash sale, dan Electronic Word of Mouth (E-WOM) terhadap perilaku 

impulsive buying pada konsumen Barenbliss di Surabaya melalui platform Shopee. 

Penelitian ini menggunakan pendekatan kuantitatif dengan memanfaatkan data 

primer yang diperoleh melalui penyebaran kuesioner kepada 100 responden 

menggunakan teknik probability sampling. Analisis data dilakukan dengan metode 

regresi linear berganda menggunakan aplikasi SPSS versi 25. Hasil penelitian 

menunjukkan bahwa secara parsial FOMO berpengaruh positif dan signifikan 

terhadap perilaku impulsive buying. Sementara itu, flash sale dan E-WOM tidak 

berpengaruh signifikan terhadap perilaku impulsive buying. Namun, secara 

simultan ketiga variabel tersebut terbukti memiliki pengaruh signifikan terhadap 

impulsive buying. Nilai koefisien determinasi (R Square) sebesar 0,463 

menunjukkan bahwa 46,3% variasi perilaku impulsive buying dapat dijelaskan oleh 

variabel yang diteliti, sedangkan sisanya dipengaruhi oleh faktor lain di luar model 

penelitian. Temuan ini menunjukkan bahwa faktor emosional, khususnya FOMO, 

menjadi variabel yang paling dominan dalam memengaruhi perilaku impulsive 

buying. 

Kata kunci: FOMO, flash sale, E-WOM, impulsive buying 
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ABSTRACT 

 

Fitria Rahmadani, 22042010031, The Influence of Fear of Missing Out 

(FOMO), Flash Sale, and Electronic Word of Mouth (E-WOM) on Impulsive 

Buying Behavior in Shopee E-commerce (Study on Barenbliss Consumers in 

Surabaya) 

 This study aims to determine the influence of Fear of Missing Out (FOMO), 

flash sales, and Electronic Word of Mouth (E-WOM) on impulsive buying behavior 

among consumers Barenbliss products consumers in Surabaya through the Shopee  

platform. This research used a quantitative approach with primary data collected 

through questionnaires distributed to 100 respondents using probability sampling 

techniques. Data analysis was conducted using multiple linear regression with the 

assistance of SPSS version 25. The results showed that partially, FOMO had a 

positive and significant effect on impulsive buying behavior. Meanwhile, flash sale 

and E-WOM did not have a significant effect on impulsive buying behavior. 

However, simultaneously, the three variabels were proven to have a significant 

effect on impulsive buying behavior. The coefficient of determination (R Square) 

value of 0.463 indicates that 46.3% of the variation in impulsive buying behavior 

can be explained by the variables examined, while the remainder is influenced by 

other factors outside the research model. These findings indicate that emotional 

factors, especially FOMO, are the most dominant variabel in influencing impulsive 

buying behavior. 

Keywords: FOMO, flash sale, E-WOM, impulsive buying 
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