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ABSTRAK 

PENGARUH SCARCITY, EMOTIONAL MARKETING, DAN FEAR OF 

MISSING OUT (FOMO) TERHADAP IMPULSE BUYING FASHION 

RUCAS (Studi Terhadap Konsumen Fashion Rucas Pada Followers TikTok 

Rucas) 

Deviana Puji Rahayu, Nurhadi 

Penelitian ini bertujuan untuk menganalisis pengaruh scarcity marketing, emotional 

marketing, dan fear of missing out (FOMO) terhadap impulse buying konsumen 

fashion Rucas dengan studi terhadap konsumen fashion Rucas pada followers 

TikTok Rucas. Pendekatan penelitian adalah kuantitatif dengan penelitian berjenis 

asosiatif untuk memahami korelasi sebab akibat antar variabel melalui teknik 

analisis regresi linear berganda memanfaatkan software statistik SPPS versi 29. 

Jumlah sampel penelitian adalah 157 responden yang merupakan followers TikTok 

dan pernah membeli fashion Rucas dengan teknik penarikan sampel menggunakan 

metode non probability sampling dengan purposive sampling. Pengumpulan data 

menggunakan kuesioner melalui Google Form yang disebarkan secara online. Hasil 

penelitian menunjukkan bahwa scarcity marketing, emotional marketing, dan fear 

of missing out (FOMO) secara simultan memiliki pengaruh positif dan signifikan 

terhadap impulse buying fashion Rucas. Pengujian secara parsial menghasilkan 

bahwa scarcity marketing dan fear of missing out (FOMO) terdapat pengaruh 

positif dan signifikan, namun emotional marketing tidak pengaruh signifikan 

terhadap impulse buying fashion Rucas. Temuan ini memiliki indikasi bahwa 

pemasaran yang memicu urgensi memberikan stimulus konsumen dan menciptakan 

respon melalui pembelian konsumen secara impulsif. Pemasaran yang unik dan 

memberikan pengalaman yang menarik mampu mempengaruhi perilaku konsumen 

dalam pembelian. 

Kata Kunci: Scarcity Marketing, Emotional Marketing, Fear of Missing Out. 

Impulse Buying 
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ABSTRACT 

THE EFFECTS OF SCARCITY, EMOTIONAL MARKETING, AND THE 

FEAR OF MISSING OUT (FOMO) ON IMPULSE BUYING TOWARD RUCAS 

FASHION (Study of Rucas Fashion Consumers Among Rucas TikTok 

Followers) 

Deviana Puji Rahayu, Nurhadi 

This study aims to analyze the influence of scarcity marketing, emotional marketing, 

and fear of missing out (FOMO) on impulse buying among Rucas fashion 

consumers by studying Rucas fashion consumers among Rucas’s TikTok followers. 

The research approach is quantitative, employing an associative study design to 

understand the cause-and-effect correlation among variables through 

multiplelinear regression analysis using SPSS version 29 statistical software. The 

research sample consisted of 157 respondents who are TikTok followers and have 

previously purchased Rucas fashion, with sampling conducted using non-

probability sampling via purposive sampling. Data collection was conducted using 

a questionnaire via Google Forms distributed online. The results indicate that 

scarcity marketing, emotional marketing, and fear of missing out (FOMO) 

simultaneously have a positive and significant influence on impulse buying of Rucas 

fashion. Partial test results indicate that scarcity marketing and fear of missing out 

(FOMO) have a positive and significant influence, whereas emotional marketing 

has a insignificant influence on impulse buying of Rucas fashion. These findings 

suggest that marketing strategies that create a sense of urgency provide a stimulus 

to consumers and elicit a response through impulsive purchasing. Unique 

marketing that provides an engaging experience is capable of influencing consumer 

behavior in purchasing. 

Keywords: Scarcity Marketing, Emotional Marketing, Fear of Missing Out. 

Impulse Buying 

 

 

 


