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ABSTRACT

Muhammad Azeem Rahman Krisdianto, The Effect of Perceived Personalization on
Impulsive Buying: The Mediating Role of Fear of Missing Qut and Hedonic Motivation
among Generation £ Consumers (A Study of TikTolk Users in South Kalimantan).
Supervisor: Laila Refiana Said.

Keywords: Perceived Personalization, Fear of Missing Out (FoMO), Hedonic Motivation,
Impulsive Buying, TikTok, Generation Z.

The rapid growth of digital technology and social media has transformed consumer
purchasing behaviour. TikTok, as one of the most popular platforms among Generation Z,
utilizes personalization algovithms to provide content tailored to users’ preferences. This
condition enables consumers fo receive more relevant information, which may influence
impulsive buying behavior. Furthermore, exposure to personalized content may trigger
psychological responses such as Fear of Missing Out (FoMO) and Hedonic Motivation,
encouraging consumers to make spontaneous purchases.

This study aims to examine the effect of Perceived Personalization on Impulsive
Buying with the mediating roles of Fear of Missing Out (FoMO) and Hedonic Motivation
among Generation Z TikTok users in South Kalimantan. A gquantitative approach was
employed through a survey. Data were collected through questionnaires distributed to 153
respondents. The sampling technique used was purposive sampling, and data were analyzed
using Structural Equation Modelling—Partial Least Squares (SEM-PLS).

The results indicate that Perceived Personalization had a positive and significant
effect on FoMO and Hedonic Motivation. FoMO and Hedonic Motivation also had positive
and significant effects on Impulsive Buying. However, Perceived Personalization did not
have a significant direct effect on Impulsive Buying. In addition, FoMO and Hedonic
Motivation significantly mediate the relationship between Perceived Personalization and
Impulsive Buying. These findings suggest that personalized content on TikTok influences
impulsive buying behavior move effectively through consumers’ psychological mechanisms
rather than through a direct effect.

Banjarmasin, June 22, 2026
Approved by:

Dr: Hy'®o# Eka Chandra, M.Pd
NIP. 197710232001122003
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ABSTRAK

Muhammad Azeem Rahman Krisdianto, Pengaruh Perceived Personalization
terhadap Pembelian Impulsif: Peran Mediasi Fear of Missing Out dan
Hedonic Motivation pada Konsumen Gen Z (Studi pada Pengguna TikTok di
Kalimantan Selatan). Pembimbing: Laila Refiana Said.

Perkembangan teknologi digital dan media sosial telah mengubah perilaku
konsumen dalam melakukan pembelian. TikTok sebagai salah satu platform yang
populer di kalangan Generasi Z memanfaatkan algoritma personalisasi untuk
menampilkan konten yang sesuai dengan preferensi pengguna. Kondisi tersebut
memungkinkan konsumen menerima informasi yang lebih relevan sehingga
berpotensi memengaruhi perilaku pembelian impulsif. Selain itu, paparan konten
yang dipersonalisasi juga dapat memunculkan respons psikologis berupa Fear of
Missing Out (FoMO) dan Hedonic Motivation yang mendorong konsumen
melakukan pembelian secara spontan.

Penelitian ini bertujuan untuk menganalisis pengaruh Perceived Personalization
terhadap Impulsive Buying dengan peran mediasi Fear of Missing Out (FoMO) dan
Hedonic Motivation pada konsumen Generasi Z pengguna TikTok di Kalimantan
Selatan. Penelitian menggunakan pendekatan kuantitatif dengan metode survei
melalui penyebaran kuesioner kepada 153 responden. Teknik pengambilan sampel
menggunakan purposive sampling dan analisis data dilakukan menggunakan
Structural Equation Modeling—Partial Least Squares (SEM-PLS).

Hasil penelitian menunjukkan bahwa Perceived Personalization berpengaruh
positif dan signifikan terhadap FoMO dan Hedonic Motivation. FOMO dan Hedonic
Motivation juga terbukti berpengaruh positif dan signifikan terhadap Impulsive
Buying. Namun, Perceived Personalization tidak berpengaruh langsung secara
signifikan terhadap Impulsive Buying. Selain itu, FOMO dan Hedonic Motivation
terbukti mampu memediasi pengaruh Perceived Personalization terhadap
Impulsive Buying. Temuan ini menunjukkan bahwa personalisasi konten pada
TikTok lebih efektif memengaruhi pembelian impulsif melalui mekanisme
psikologis konsumen dibandingkan melalui pengaruh langsung.

Kata kunci: Perceived Personalization, Fear of Missing Out (FoMO), Hedonic
Motivation, Impulsive Buying, TikTok, Generasi Z.
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