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DOSEN PEMBIMBING I : Yuli Setiawan, S.A.B., M.A 

DOSEN PEMBIMBING II : Dr. Guston Sitorus, SE., MM 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh FoMO, Influencer Marketing, 

dan E-Impulse Buying terhadap Keputusan Pembelian pada mahasiswa Generasi Z 

di Jakarta Selatan, baik secara simultan maupun parsial. Desain penelitian ini 

menggunakan metode kuantitatif dengan teknik non-probability sampling. Populasi 

dalam penelitian ini adalah mahasiswa aktif Generasi Z yang berdomisili di Jakarta 

Selatan dan mengenal produk Glad2Glow melalui media sosial. Sampel yang 

digunakan sebanyak 80 responden dengan pendekatan rumus Roscoe. Metode 

analisis data yang digunakan meliputi Analisis Regresi Linear Berganda, Uji F 

(simultan), Uji t (parsial), dan Koefisien Determinasi (Adjusted R Square) dengan 

bantuan software SPSS 26. Hasil penelitian ini  menunjukkan terdapat pengaruh 

positif secara simultan dan parsial antara variabel FoMO, Influencer Marketing, dan 

E-Impulse Buying terhadap Keputusan Pembelian pada Mahasiswa Generasi Z di 

Jakarta Selatan. 

Kata Kunci: FoMO, Influencer Marketing, E-Impulse Buying, 

Keputusan Pembelian. 
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ADVISOR I : Yuli Setiawan, S.A.B., M.A 

ADVISOR II : Dr. Guston Sitorus, SE., MM 

ABSTRACT 

This study aims to determine the influence of FoMO, Influencer Marketing, and E-

Impulse Buying on purchasing decisions among Generation Z students in South 

Jakarta, both simultaneously and partially. This research design used a quantitative 

method with a non-probability sampling technique. The population in this study 

were active Generation Z students residing in South Jakarta and familiar with 

Glad2Glow products through social media. The sample used was 80 respondents 

using the Roscoe formula approach. Data analysis methods used included Multiple 

Linear Regression Analysis, F-test (simultaneous), t-test (partial), and the 

Coefficient of Determination (Adjusted R Square) using SPSS 26 software. The 

results of this study indicate a positive simultaneous and partial influence between 

the variables of FoMO, Influencer Marketing, and E-Impulse Buying on purchasing 

decisions among Generation Z students in South Jakarta. 

Keywords: FoMO, Influencer Marketing, E-Impulse Buying, Purchasing Decisions. 

 

 

 

 

 

 

 

 

 

 


