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ABSTRACT

Tamon, V. M. (2025). Pengaruh Scarcity Marketing dan Influencer Marketing
terhadap Purchase Decision Karakter Limited Genshin Impact di Indonesia dengan
Hedonic Shopping Motivation dan Fear of Missing QOut sebagai Variabel
Intervening. Advisor: M. Riza Firdaus.

This study aims to analyze the influence of Scarcity Marketing and
Influencer Marketing on the purchase decision of limited Genshin Impact
characters in Indonesia, with Hedonic Shopping Motivation and Fear of Missing
Out (FoMO) as intervening variables. The phenomenon of Genshin Impact as the
top-grossing mobile RPG, driven by limited character sales, highlights the
importance of understanding factors influencing players' purchase decisions.

This research employs the Structural Equation Model Partial Least Square
(SEM-PLS) method, utilizing SmartPLS version 4 for data analysis. The population
for this study comprises Genshin Impact players in Indonesia on facebook
community. A sample of 160 respondents was selected using a nonprobability
sampling method with a purposive sampling technique. Data collection was
conducted using questionnaires with a Likert scale.

Based on the research findings, it was discovered that directly, Scarcity
Marketing has a negative but significant relationship with the purchase decision of
limited Genshin Impact characters. Meanwhile, Influencer Marketing, Hedonic
Shopping Motivation, and Fear of Missing Out (FoMO) have a positive and
significant relationship with the purchase decision of limited Genshin Impact
characters. Furthermore, Hedonic Shopping Motivation and FoMO are capable of
acting as intervening variables. Scarcity Marketing has a positive and significant
indirect influence on purchase decisions through Hedonic Shopping Motivation and
FoMO. Similarly, Influencer Marketing has a positive and significant influence on
purchase decisions through Hedonic Shopping Motivation. However, Influencer
Marketing has a positive but not significant influence on purchase decisions
through FoMO.

Keywords: Scarcity Marketing, Influencer Marketing, Hedonic Shopping
Motivation, Fear of Missing Out, Purchase Decision.
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ABSTRAKSI

Tamon, V. M. (2025). Pengaruh Scarcity Marketing dan Influencer Marketing
terhadap Purchase Decision Karakter Limited Genshin Impact di Indonesia dengan
Hedonic Shopping Motivation dan Fear of Missing QOut sebagai Variabel
Intervening. Pembimbing: M. Riza Firdaus.

Tujuan penelitian ini adalah untuk menganalisis pengaruh Scarcity
Marketing dan Influencer Marketing terhadap keputusan pembelian karakter
limited Genshin Impact di Indonesia, dengan Hedonic Shopping Motivation dan
Fear of Missing Out sebagai variabel intervening. Fenomena Genshin Impact
sebagai game mobile RPG dengan pendapatan tertinggi didorong oleh penjualan
karakter limited, menunjukkan pentingnya memahami faktor-faktor yang
memengaruhi keputusan pembelian pemain.

Penelitian ini menggunakan metode Structural Equation Model Partial
Least Square (SEM-PLS) dengan aplikasi SmartPLS versi 4 untuk menganalisis
data. Populasi yang digunakan dalam penelitian ini adalah pemain Genshin Impact
Indonesia di grup komunitas facebook. Sampel dalam penelitian ini diambil
menggunakan metode nonprobability sampling dengan teknik purposive sampling,
berjumlah 160 responden. Pengumpulan data dilakukan menggunakan kuesioner
dengan skala Likert.

Berdasarkan hasil penelitian, ditemukan bahwa secara langsung, Scarcity
Marketing memiliki hubungan negatif namun signifikan terhadap keputusan
pembelian karakter /imited Genshin Impact. Sementara itu, Influencer Marketing,
Hedonic Shopping Motivation, dan Fear of Missing Out (FOMO) memiliki
hubungan positif dan signifikan terhadap keputusan pembelian karakter limited
Genshin Impact. Selain itu, Hedonic Shopping Motivation dan FoOMO mampu
berperan sebagai variabel intervening. Scarcity Marketing memiliki pengaruh tidak
langsung yang positif dan signifikan terhadap keputusan pembelian melalui
Hedonic Shopping Motivation dan FOMO. Demikian pula, Influencer Marketing
memiliki pengaruh positif dan signifikan terhadap keputusan pembelian melalui
Hedonic Shopping Motivation. Namun, Influencer Marketing berpengaruh positif
namun tidak signifikan terhadap keputusan pembelian melalui FoMO.

Kata Kunci: Scarcity Marketing, Influencer Marketing, Hedonic Shopping
Motivation, Fear of Missing Out, Purchase Decision.
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