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ABSTRACT

Gusti Devi Damayanti (2025). The Influence of Influencer and Lifestyle on
Impulse buying of Fashion Products on TikTok Shop with Fear of Missing Out
(FoMo) as a Intervening Variable (A Study on Generation Z in Banjarmasin City).
Management Studies Program. Faculty of Economics and Business. Lambung
Mangkurat University.

Advisor: M. Yudy Rachman.

This study aims to examine the influence of influencer and lifestyle on
impulse buying behavior of fashion products on TikTok Shop, with fear of missing
out as a mediating variable. The specific objectives of this research are to analyze:
(1) the influence of influencer on fear of missing out (fomo), (2) the influence of
lifestyle on fear of missing out (fomo), (3) the influence of fear of missing out on
impulse buying, (4) the direct influence of influencer on impulse buying, (5) the
direct influence of lifestyle on impulse buying, (6) the mediating role of fear of
missing out (fomo) in the relationship between influencer and impulse buying, and
(7) the mediating role of fear of missing out (fomo) in the relationship between
lifestyle and impulse buying.

This research employs a quantitative approach. The target population
includes members of Generation Z in Banjarmasin City, aged between 18 and 28
yvears, who have engaged in impulsive purchases of fashion products through TikTok
Shop. A total of 140 respondents were selected using purposive sampling and data
were collected through a structured questionnaire. The data were analyzed using
Partial Least Squares Structural Equation Modeling (PLS-SEM) with the
assistance of SmartPLS software.

The results of the study indicate that: (1) influencer has a positive effect on
fear of missing out (fomo), (2) lifestyle has a positive effect on fear of missing out
(fomo), (3) fear of missing out has a positive effect on impulse buying, (4) influencer
has a positive direct effect on impulse buying, (5) lifestyle has a positive effect on
impulse buying, (6) fear of missing out (fomo) significantly mediates the
relationship between influencer and impulse buying, and (7) fear of missing out
(fomo) significantly mediates the relationship between lifestyle and impulse buying.

Keywords: Influencer, Lifestyle, Impulse buying, Fear of Missing Out



ABSTRAK

Gusti Devi Damayanti (2025). Pengaruh Influencer dan Lifestyle terhadap Impulse
buying pada Produk Fashion di Tiktok Shop dengan Fear of Missing Out (FoMo)
sebagai Variabel Intervening (Studi pada Generasi Z di Kota Banjarmasin).
Program Studi Manajemen. Fakultas Ekonomi dan Bisnis. Universitas Lambung
Mangkurat.

Pembimbing: M. Yudy Rachman.

Penelitian ini bertujuan untuk mengetahui dan menganalisis: (1) pengaruh
influencer terhadap fear of missing out (fomo), (2) pengaruh lifestyle terhadap fear
of missing out (fomo), (3) pengaruh fear of missing out (fomo) terhadap impulse
buying, (4) pengaruh influencer terhadap impulse buying, (5) pengaruh lifestyle
terhadap impulse buying, (6) Fear of missing out (fomo) dapat memediasi pengaruh
influencer terhadap impulse buying, (7) Fear of Missing out (fomo) dapat
memediasi pengaruh /ifestyle terhadap impulse buying.

Jenis penelitian ini berupa penelitian kuantitatif. Populasi yang digunakan
dalam penelitian ini adalah generasi z di Kota Banjarmasin berusia 18 tahun — 28
tahun dan pernah membeli produk fashion secara impulsif di Tiktok Shop. Data
dikumpulkan dari 140 orang responden. Teknik sampling yang digunakan dalam
penelitian ini adalah purposive sampling menggunakan kuesioner. Teknik analisis
data yang digunakan adalah Partial Least Square (PLS) yang dioperasikan melalui
software SmartPLS.

Hasil penelitian menunjukkan bahwa (1) Influencer mempunyai pengaruh
positif terhadap fear of missing out (fomo), (2) lifestyle mempunyai pengaruh positif
terhadap fear of missing out (fomo), (3) Fear of Missing out (fomo) mempunyai
pengaruh positif terhadap impulse buying, (4) influencer mempunyai pengaruh
positif terhadap impulse buying, (5) lifestyle mempunyai pengaruh positif terhadap
impulse buying, (6) Fear of Missing out (fomo) memediasi pengaruh influencer
terhadap impulse buying, (7) Fear of Missing out (fomo) memediasi pengaruh
lifestyle terhadap impulse buying.

Kata Kunci: Influencer, Lifestyle, Impulse buying, Fear of Missing out (FoMo)
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