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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh fear of missing out (FoMO), 

flash sale, dan social influence terhadap purchase decision produk skincare di 

TikTok Shop pada Generasi Z di Surabaya. Penelitian ini menggunakan pendekatan 

kuantitatif dengan sampel sebanyak 150 responden yang dipilih menggunakan 

teknik purposive sampling. Data dikumpulkan melalui penyebaran kuesioner 

menggunakan skala Likert dan dianalisis menggunakan analisis regresi linear 

berganda dengan bantuan SPSS. Hasil penelitian menunjukkan bahwa secara 

simultan FoMO, flash sale, dan social influence berpengaruh signifikan terhadap 

purchase decision (F = 17,559; sig. = 0,001). Secara parsial, FoMO (t = 2,156; sig. 

= 0,033), flash sale (t = 4,177; sig. = 0,001), dan social influence (t = 3,567; sig. = 

0,001) juga berpengaruh signifikan terhadap purchase decision. Nilai koefisien 

determinasi (R²) sebesar 0,256 menunjukkan bahwa ketiga variabel mampu 

menjelaskan 25,6% variasi purchase decision, sedangkan sisanya dipengaruhi oleh 

faktor lain di luar penelitian. 

Kata Kunci: fear of missing out (FoMO), flash sale, social influence, purchase 

decision, TikTok Shop.
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ABSTRACT 

 

This study aims to analyze the influence of Fear of Missing Out (FoMO), flash sale, 

and social influence on the purchase decision of skincare products on TikTok Shop 

among Generation Z in Surabaya. The study employed a quantitative approach 

involving 150 respondents selected using a purposive sampling technique. Data 

were collected through a Likert-scale questionnaire and analyzed using multiple 

linear regression with SPSS. The results indicate that, simultaneously, Fear of 

Missing Out (FoMO), flash sale, and social influence have a significant effect on 

purchase decision (F = 17.559; p = 0.001). Partially, Fear of Missing Out (FoMO) 

(t = 2.156; p = 0.033), flash sale (t = 4.177; p = 0.001), and social influence (t = 

3.567; p = 0.001) also have significant effects on purchase decision. The coefficient 

of determination (R²) of 0.256 indicates that these three independent variables 

explain 25.6% of the variance in purchase decision, while the remaining 74.4% is 

explained by other factors outside the scope of this study. 

Keywords: Fear of Missing Out (FoMO), flash sale, social influence, purchase 

decision, TikTok Shop.


