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ABSTRAK 

Halidah, 2210412120012, 2026. Pengaruh Persepsi Harga dan Fear of 

Missing Out (FOMO) terhadap Customer Experience pada Konsumen Gen Z Mie 

Gacoan Kota Banjarmasin, di bawah bimbingan: Nurul Wahyuni. 

Penelitian ini bertujuan untuk menguji pengaruh secara parsial dan simultan 

Persepsi Harga dan Fear of Missing Out (FOMO) terhadap Customer Experience 

pada konsumen Gen Z Mie Gacoan Kota Banjarmasin. Penelitian ini menggunakan 

pendekatan kuantitatif dengan desain penelitian explanatory research. Jumlah 

sampel sebanyak 100 responden yang dipilih menggunakan teknik purposive 

sampling. Kriteria responden adalah konsumen Gen Z yang pernah melakukan 

pembelian di Mie Gacoan minimal satu kali dalam 6 bulan terakhir. Pengumpulan 

data menggunakan kuesioner dan analisis data menggunakan regresi linear 

berganda dengan bantuan software SPSS versi 22. 

Hasil penelitian ini membuktikan bahwa Persepsi Harga dan Fear of 

Missing Out (FOMO) secara parsial dan simultan berpengaruh signifikan terhadap 

Customer Experience pada konsumen Gen Z Mie Gacoan Kota Banjarmasin. 

 

Kata Kunci : Persepsi Harga, Fear of Missing Out (FOMO), Customer Experience 
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ABSTRACT 

Halidah, 2210412120012, 2026. The Influence of Price Perception and 

Fear of Missing Out (FOMO) on Customer Experience among Gen Z Mie Gacoan 

Consumers in Banjarmasin City, under the guidance of Nurul Wahyuni. 

This study aims to examine the partial and simultaneous influence of Price 

Perception and Fear of Missing Out (FOMO) on Customer Experience among Gen 

Z Mie Gacoan consumers in Banjarmasin City. This study used a quantitative 

approach with an explanatory research design. A sample of 100 respondents was 

selected using a purposive sampling technique. The criteria for respondents were 

Gen Z consumers who had made a purchase at Mie Gacoan at least once in the last 

6 months. Data collection used a questionnaire, and data analysis used multiple 

linear regression with the help of SPSS version 22 software. 

The results of this study demonstrate that Price Perception and Fear of 

Missing Out (FOMO) partially and simultaneously have a significant influence on 

Customer Experience among Gen Z Mie Gacoan consumers in Banjarmasin City. 

 

Keywords : Price Perception, Fear of Missing Out (FOMO), Customer Experience 
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