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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



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



DAFTAR ISI

LEMBAR LEGALITAS ..ottt ettt e sae e e ae e nennens ii
LEMBAR PENGESAHAN UJIAN SKRIPSI .....cooiiiiiiiiiie e iii
BERITA ACARA PERBAIKAN SKRIPSI .....oooviiiiciceiese e iv
SURAT PERNYATAAN ORISINALITAS ... %
KATA PENGANTAR ...ttt sttt sttt saetesne st saesteneeeenes vi
ABSTRACT .ttt bbb bbbttt e b e iX
ABSTRAK ...ttt sttt ettt st et n R e R e Ee Rt ee bt et e e eneere s X
DAFTAR ISttt ettt sttt ettt sa et et Xi
DAFTAR TABEL ..ottt et ens Xiii
DAFTAR GAMBAR ..ottt ettt sttt Xiv
DAFTAR LAMPIRAN . ...ttt ettt st et enaeneanans XV
BAB | PENDAHULUAN ..ottt sttt ne e 1
1.1 Latar BEIAKANG. ........coiiiieieiieiie ettt st s 1
1.2 RUMUSAN MASAlAN .......ccoveiiiiiicece e 10
1.3 TUjuan Penelitian.........ccooivi i e e 11
14 Manfaat PENEITIAN........c.coviieie e 12
BAB Il TINJAUAN PUSTAKA ..ottt nne s 13
2.1. I Va0 o Tt o T ) SRS 13
2.1.1. PUICh@se dECISION ........civeiueieieieiieiisie sttt 13
2.1.2. Influencer Marketing .........ccooeieiiniiiiiri s 16
2.1.3. HEdONIC MOLIVALION .....oveieieieieisiece e 21
2.1.4. Anticipated Envy From Other people .........ccoeveieiiiiiiiniie e 23
2.1.5. Fear of MiSSING OUL.........cccoviiiiiieiiicecee ettt st 25

2.2. Penelitian TerdahUlU...........ccooiviiiiiii e 27
BAB Il KERANGKA KONSEPTUAL DAN HIPOTESIS ..o 35
3.1. Kerangka KONSEPLUAL ..........ccccveiiiiiiiie et 35
3.2 HIPOTESHS ...ttt ene e 35
BAB IV METODE PENELITIAN ..ottt nne 41
4.1. Ruang LingKup Penelitian ...........cocviiiiiiiiieieeee e 41
4.2. JENIS PeNElItIAN .......ooiiieeee e 41
4.3. Tempat/Lokasi Penelitian ...........ccooviiiiiiiiiieee s 41
4.4, UNIE ANGIISIS ..t sttt e 42
4.5. Populasi dan SamMPel..........ccoiiiii 42
450, POPUIBSH. ...ttt eas 42
4.5.2. SAMPE ..o 42

4.6. Variabel dan Definisi Operasional Variabel............cccocooiiiiiininiiic s 43

Xi



4.7. Teknik Pengumpulan Data ..........ccccceiveiiiieiieeie e e 49

4.8. TekniK ANAliSiS DALA ......c.cccveiiiiiierieeiee e 50
BAB V HASIL DAN PEMBAHASAN.......ccccotiiiieieieitsee st 55
5.1. Gambaran Umum Objek Penelitian..........c.covviieiiiiiinnis e 55
5.2. HaSIl dan ANALISIS........ooiiiiiiiiee e 57
5.2.1. Karakteristik RESPONAEN .........coviiiiiiiiiiitcie s 57
5.2.2 Deskriptif Statistik Variabel Penelitian..............cccccovviiiviiniieiisce e 61
5.2.3 OULEN MOEL .......ooieieieee et s 77
5.2.4. INNEE MOTEI .....ooviiiiiicie e 82
5.2.5 Uji Hipotesis (BOOLSIapPiNg) .......coueererierierrerieieieieesisiesiesie s seeseeessesnes 84
5.2.6 Pembahasan Hasil PENelitian ..........ccocoviviiiieniiiescence s 89
5.2.7. Implikasi Hasil Penelitian ............ccccoeveiiiiiiiiiicc e 104
5.2.8. Keterbatasan Penelitian...........ccccverviveiieiesieie e 114
BAB VI PENUTUP ...ttt sttt 115
6.1. KESIMPUIAN ... s 115
6.2. Y. -1 TP PPT PP OURPPROPRPTRN 116
DAFTAR PUSTAKA ..ottt ettt sttt naene e e 119
AN 1 | o AN USSP 123

Xii



Tabel 1.
Tabel 2.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.
Tabel 5.

DAFTAR TABEL

1 Survei awal pengguna e-commerce di kota Banjarmasin ...................... 3
1 Penelitian Terdahulu ..........cccooviiiiiie e 27
1 Definisi Operasional Variabel...........cccccoooiiiiiiiiiiic 45
2 Aturan/Pedoman mengukur Validitas dan Reabilitas......................... 52
3 Aturan/Pedoman dalam Mengevaluasi Model Struktural.................... 53
1 Karakteristik Responden Berdasarkan Jenis Kelamin ........................ 57
2 Karakteristik Responden Berdasarkan UsIa..........cccocveveeveeiieiinnnnnnns 58
3 Karakteristik Responden Berdasarkan Pekerjaan ............c.cccccovnenene. 60
4 Kriteria Tiga Kotak (Three-box-Method) ..........cccoovvviiiiiiiiiicine, 61
5 Statistik Deskripsi Variabel Influencer Marketing ............ccccoeevenes 62
6 Statistik Deskripsi Variabel Anticipated Envy From Other People.... 64
7 Statistik Deskripsi Variabel Hedonic Motivation ...............ccccceeveene, 67
8 Statistik Deskripsi Variabel Fear of Missing Out............c.cccoeveiienne, 71
9 Statistik Deskripsi Variabel Purchase decision...........c..ccccccevvveieennnns 74
10 Nilai Factor Loading .........cccevveiiiieiieiecie e 78
11 Average Variance Extracted (AVE) ......ccccoccvveviiieiieie e, 79
12 Nilai Cross LOAadiNg........ccovevieiieiiiiieiiesie e 80
13 Cronbach’s Alpha dan Composite Reliability...........ccccooevreniiinnne. 82
14 NIlal R-SQUAIE......ccui ittt 82
15 Nilal F-SQUATE......coiiiiieie s 83
16 Output Path COEffICIENT .........oiiiieieee s 85
17 Specific Indirect EffeCts .........cooviviiiiiice e 87

Xiii



DAFTAR GAMBAR

Gambar 1. 1 Prediksi data pengguna E-commerce di Indonesia...........cccccceeueneee. 2
Gambar 1. 2 Konten Review INfIUBNCET .........coveiiiieii e 5
Gambar 3. 1 Kerangka Konseptual Penelitian............ccccovevevievviiciiecececeee, 35
Gambar 5. 1 Hasil Path Model PLS-AIgorithm ..........cccooveviiievice e, 77
Gambar 5. 2 Hasil Pengukuran BootStrapping ........ccccccevvevesiievveieseese e 84

Xiv



DAFTAR LAMPIRAN

Lampiran 1: Kuesioner PENEITIAN...........ccooveiiiiiiieieiiseseeeee s 124
Lampiran 2: Karakteristik RESPONCEN .........c.ccviviiiieiiiiiecieeee s 131
Lampiran 3: Statistik Deskripsi Variabel Penelitian............cccoooeveiiininen. 131
Lampiran 4: Uji Model Pengukuran (Outer Model) .......cccccoevevieieiinnennieene. 142
Lampiran 5: Uji Model Struktural (Inner Model) ..o 145
Lampiran 6: Grafik Output SEM-PLS..........cocooiiiieee e 146

XV



