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ABSTRACT 

Noor Fadilla Amalia (2025). The influence of Influencer Marketing, Anticipated 

Envy From Other People and Hedonic Motivation on Purchase decision of 

Generation Z in e-commerce through Fear Of Missing Out as an Intervening 

Variable (Study on users in Banjarmasin).  

Advisor. Nuril Huda 

This study aims to examine and analyze: (1) the influence of Influencer 

Marketing on Purchase decisions on Generation Z in e-commerce in Banjarmasin, 

(2) the influence of Influencer Marketing on Fear of Missing Out on Generation Z 

in e-commerce in Banjarmasin, (3) the influence of Anticipated Envy From Other 

People on Fear of Missing Out on Generation Z in e-commerce in Banjarmasin, (4) 

the influence of Anticipated Envy From Other People on Purchase decisions on 

Generation Z in e-commerce in Banjarmasin, (5) the influence of Hedonic 

Motivation on Purchase decisions on Generation Z in e-commerce in Banjarmasin, 

(6) the influence of Hedonic Motivation on Fear of Missing Out on Generation Z in 

e-commerce in Banjarmasin and (7) the influence of Fear of Missing Out on 

Purchase decisions on Generation Z in e-commerce in Banjarmasin. 

This research is a quantitative study. The population consist of Banjarmasin 

who are included in the Generation Z age group of e-commerce users who have 

shopped on e-commerce. Data were collected from 210 respondents. The sampling 

technique used was purposive sampling with a questionnaire via Google Form. The 

data analysis technique used was the Structural Equation Model (SEM) approach 

based on Partial Least Square (PLS). 

The results of the study indicate that: (1) Influencer Marketing has a 

positive and significant effect on Purchase decisions for Generation Z in e-

commerce in Banjarmasin, (2) Influencer Marketing has a positive and significant 

effect on Fear of Missing Out for Generation Z in e-commerce in Banjarmasin, (3) 

Anticipated Envy From Other People has a positive and significant effect on Fear 

of Missing Out for Generation Z in e-commerce in Banjarmasin, (4) Anticipated 

Envy From Other People has a positive and significant effect on Purchase decisions 

for Generation Z in e-commerce in Banjarmasin, (5) Hedonic Motivation has a 

positive and significant effect on Purchase decisions for Generation Z in e-

commerce in Banjarmasin, (6) Hedonic Motivation has a positive and significant 

effect on Fear of Missing Out for Generation Z in e-commerce in Banjarmasin and 

(7) Fear of Missing Out has a positive and significant effect on Purchase decisions 

for Generation Z in e-commerce in Banjarmasin. 

 

Keywords: Influencer Marketing, Anticipated Envy From Other People, Hedonic 

Motivation, Purchase decision, Fear of Missing Out 
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ABSTRAK 

Noor Fadilla Amalia (2025). Pengaruh Influencer Marketing, Anticipated Envy 

From Other People dan Hedonic Motivation terhadap Purchase decision pada 

Generasi Z di e-commerce dengan Fear of Missing Out sebagai variabel intervening 

(Studi Pada Pengguna di Kota Banjarmasin).  

Pembimbing. Nuril Huda 

Penelitian ini bertujuan untuk menguji dan menganalisis: (1) pengaruh 

Influencer Marketing terhadap Purchase decision pada Generasi Z di e-commerce 

di kota Banjarmasin, (2) pengaruh Influencer Marketing terhadap Fear of Missing 

Out pada Generasi Z di e-commerce di kota Banjarmasin, (3) pengaruh Anticipated 

Envy From Other People terhadap Fear of Missing Out pada Generasi Z di e-

commerce di kota Banjarmasin, (4) pengaruh Anticipated Envy From Other People 

terhadap Purchase decision pada Generasi Z di e-commerce di kota Banjarmasin., 

(5) pengaruh Hedonic Motivation terhadap Purchase decision pada Generasi Z di 

e-commerce di kota Banjarmasin, (6) pengaruh Hedonic Motivation terhadap Fear 

of Missing Out pada Generasi Z di e-commerce di kota Banjarmasin dan (7) 

pengaruh Fear of Missing Out terhadap Purchase decision pada Generasi Z di e-

commerce di kota Banjarmasin.  

Jenis penelitian ini berupa penelitian kuantitatif. Populasi yang digunakan 

dalam penelitian ini adalah masyarakat Kota Banjarmasin yang masuk dalam 

kelompok usia Generasi Z pengguna e-commerce yang pernah berbelanja di e-

commerce. Data dikumpulkan dari 210 orang responden. Teknik sampling yang 

digunakan adalah purposive sampling dengan kuesioner melalui Google Form. 

Teknik analisis data yang digunakan yaitu pendekatan Structural Equation Model 

(SEM) berbasir Partial Least Square (PLS).  

Hasil penelitian menunjukkan bahwa: (1) Influencer Marketing 

berpengaruh positif dan signifikan terhadap Purchase decision pada Generasi Z di 

e-commerce di kota Banjarmasin, (2) Influencer Marketing berpengaruh positif dan 

signifikan terhadap Fear of Missing Out ada Generasi Z di e-commerce di kota 

Banjarmasin, (3) Anticipated Envy From Other People berpengaruh positif dan 

signifikan terhadap Fear of Missing Out pada Generasi Z di e-commerce di kota 

Banjarmasin, (4) Anticipated Envy From Other People berpengaruh positif dan 

signifikan terhadap Purchase decision  pada Generasi Z di e-commerce di kota 

Banjarmasin, (5) Hedonic Motivation berpengaruh positif dan signifikan terhadap 

Purchase decision  pada Generasi Z di e-commerce di kota Banjarmasin, (6) 

Hedonic Motivation berpengaruh positif dan signifikan terhadap Fear of Missing 

Out pada Generasi Z di e-commerce di kota Banjarmasin dan (7) Fear of Missing 

Out berpengaruh positif dan signifikan terhadap Purchase decision  pada Generasi 

Z di e-commerce di kota Banjarmasin. 

 

Kata kunci: Influencer Marketing, Anticipated Envy From Other People, Hedonic 

Motivation, Purchase decision, Fear of Missing Out 
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