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ABSTRACT 

Dewanti (2025) The Influence of Self Control and Flash Sale on Impulse Buying 

Tendency on E-Commerce Shopee with Fear of Missing Out as an Intervening 

Variable. Advisor: Nuril Huda. 

The purpose of this study is to analyze (1) The Influence of Self Control on 

Fear of Missing Out. (2) The Influence of Self Control on Impulse Buying Tendency. 

(3) The Influence of Limited Time Scarcity on Fear of Missing Out. (4) The Influence 

of Limited Time Scarcity on Impulse Buying Tendency. (5) The Influence of Limited 

Quantity Scarcity on Fear of Missing Out. (6) The Influence of Limited Quantity 

Scarcity on Impulse Buying Tendency. (7) The Influence of Fear of Missing Out on 

Impulse Buying Tendency. 

This study uses a quantitative method. Respondents in this study amounted 

to 200 Generation Z of Banjarmasin City. The sampling technique used was 

purposive sampling. The data collection technique used a questionnaire whose 

results were processed using SmartPls 4.1. The analysis technique in this study used 

SEM PLS. 

The results of this study indicate that Self Control has a negative and 

significant effect on Fear of Missing Out. Self Control has a negative and 

insignificant effect on Impulse Buying Tendency. Limited Time Scarcity has a 

positive and significant effect on Fear of Missing Out. Limited Time Scarcity has a 

positive and insignificant effect on Impulse Buying Tendency. Limited Quantity 

Scarcity has a positive and significant effect on Fear of Missing Out. Limited 

Quantity Scarcity has a positive and insignificant effect on Impulse Buying 

Tendency. Fear of Missing Out has a positive and significant effect on Impulse 

Buying Tendency 

 

Keywords: Self Control, Limited Time Scarcity, Limited Quantity Scarcity, Fear  

          of Missing Out, Impulse Buying Tendency.  
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ABSTRAK 

Dewanti (2025) Pengaruh Self Control Dan Flash Sale Terhadap Impulse Buying 

Tendency Pada E-Commerce Shopee Dengan Fear Of Missing Out Sebagai Variabel 

Intervening. Pembimbing: Nuril Huda. 

 

Penelitian ini bertujuan untuk menganalisis (1) Pengaruh Self Control 

terhadap Fear of Missing Out. (2) Pengaruh Self Control terhadap Impulse Buying 

Tendency. (3) Pengaruh Limited Time Scarcity terhadap Fear of Missing Out. (4) 

Pengaruh Limited Time Scarcity terhadap Impulse Buying Tendency. (5) Pengaruh 

Limited Quantity Scarcity terhadap Fear of Missing Out. (6) Pengaruh Limited 

Quantity Scarcity terhadap Impulse Buying Tendency. (7) Pengaruh Fear of Missing 

Out terhadap Impulse Buying Tendency.  

 

Penelitian ini menggunakan metode kuantitatif. Responden dalam 

penelitian ini berjumlah 200 Generasi Z Kota Banjarmasin Teknik sampel yang 

digunakan adalah purposive sampling. Teknik pengumpulan data menggunakan 

kuisioner yang hasilnya diolah menggunakan SmartPls 4.1. Teknik analisis pada 

penelitian ini menggunakan SEM PLS. 

 

Hasil penelitian ini menunjukkan bahwa Self Control berpengaruh negatif 

dan signifikan terhadap Fear of Missing Out. Self Control berpengaruh negatif dan 

tidak signifikan terhadap Impulse Buying Tendency. Limited Time Scarcity 

berpengaruh positif dan signifikan terhadap Fear of Missing Out. Limited Time 

Scarcity berpengaruh positif dan tidak signifikan terhadap Impulse Buying 

Tendency. Limited Quantity Scarcity berpengaruh positif dan signifikan terhadap 

Fear of Missing Out. Limited Quantity Scarcity berpengaruh positif dan tidak 

signifikan terhadap Impulse Buying Tendency. Fear of Missing Out berpengaruh 

positif dan signifikan terhadap Impulse Buying Tendency. 

 

Kata Kunci: Self Control, Limited Time Scarcity, Limited Quantity Scarcity, Fear  

          of Missing Out, Impulse Buying Tendency.  
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