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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh E-WOM dan scarcity 

marketing terhadap impulsive buying serta kepuasan pelanggan dengan Fear of 

Missing Out (FOMO) sebagai variabel mediasi pada konsumen Pop Mart Jakarta. 

Pop Mart dipilih karena secara unik menerapkan kedua strategi tersebut melalui 

konsep blind box yang mendorong perilaku pembelian impulsif di kalangan 

konsumennya. Penelitian ini menggunakan metode kuantitatif dengan pendekatan 

Partial Least Square – Structural Equation Modelling (PLS-SEM) melalui 

software SmartPLS 3.0. Data dikumpulkan melalui kuesioner yang disebarkan 

secara online kepada 176 responden konsumen Pop Mart yang berdomisili di 

Jakarta. Hasil penelitian menunjukkan enam dari delapan hipotesis diterima, E-

WOM dan scarcity marketing tidak berpengaruh langsung terhadap impulsive 

buying, namun berpengaruh signifikan melalui FOMO sebagai mediator penuh. 

Temuan ini konsisten dengan teori Stimulus-Organism-Response (S-O-R). FOMO 

terbukti memiliki pengaruh terkuat terhadap impulsive buying (=0,592) dan 

impulsive buying berpengaruh secara positif dan signifikan terhadap kepuasan 

pelanggan (=0,741). 

 

Kata Kunci: E-WOM, Scarcity Marketing, FOMO, Impulsive Buying, Kepuasan 

Pelanggan, PLS-SEM 
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ABSTRACT 

 

This study aims to analyze the influence of E-WOM and scarcity marketing 

on impulsive buying and customer satisfaction with Fear of Missing Out (FOMO) 

as a mediating variable among Pop Mart consumers in Jakarta. Pop Mart was 

selected as the research object because it uniquely implements both strategies 

through the blind box concept, which encourages impulsive purchasing behavior 

among its consumers. This study employs a quantitative method using Partial Least 

Squares – Structural Equation Modelling (PLS-SEM) through SmartPLS 3.0 

software. Data were collected via an online questionnaire distributed to 176 Pop 

Mart consumers residing in Jakarta. The results indicate that six out of eight 

hypotheses were accepted. E-WOM and scarcity marketing do not directly influence 

impulsive buying; however, they have a significant indirect effect through FOMO 

as a full mediator. This finding is consistent with the Stimulus-Organism-Response 

(S-O-R) theory. FOMO proved to have the strongest influence on impulsive buying 

(β=0.592), and impulsive buying has a positive and significant effect on customer 

satisfaction (β=0.741). 

 

Keywords: E-WOM, Scarcity Marketing, FOMO, Impulsive Buying, Customer 

Satisfaction, PLS-SEM 
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