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ABSTRACT 

This study aims to examine the influence of User-Generated Content (UGC), 

Fear of Missing Out (FOMO), and Scarcity Promotion on purchase decisions 

within the TikTok Shop application, using a case study of Generation Z students in 

South Jakarta. A quantitative approach was employed, utilizing a non-probability 

sampling technique. The population consisted of Generation Z students who use 

TikTok Shop in South Jakarta, with a sample size of 80 respondents determined 

based on Roscoe’s rule of thumb. The data analysis methods included multiple 

linear regression, the F-test for simultaneous analysis, the t-test for partial analysis, 

and the coefficient of determination (Adjusted R Square), all processed using SPSS 

version 26. The results revealed that simultaneously, User-Generated Content, Fear 

of Missing Out, and Scarcity Promotion significantly influence purchase decisions. 

However, when examined partially, only User-Generated Content and Scarcity 

Promotion show a significant effect, while Fear of Missing Out does not have a 

significant impact on purchase decisions within the TikTok Shop platform. 

Keywords: User-Generated Content (UGC), Fear of Missing Out (FOMO), Scarcity 

Promotion, Purchase Decision 
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ABSTRAK 

Penelitian ini bertujuan untuk mengkaji pengaruh User-Generated Content 

(UGC), Fear of Missing Out (FOMO), dan Scarcity Promotion terhadap Purchase 

Decision pada aplikasi TikTok Shop, dengan fokus pada mahasiswa Generasi Z di 

wilayah Jakarta Selatan, baik secara simultan maupun parsial. Pendekatan yang 

digunakan adalah metode kuantitatif dengan teknik pengambilan sampel non-

probability sampling. Populasi dalam penelitian ini adalah mahasiswa Generasi Z 

pengguna TikTok Shop di Jakarta Selatan, dengan jumlah sampel sebanyak 80 

responden yang ditentukan berdasarkan pedoman Roscoe. Metode analisis data 

yang digunakan meliputi regresi linier berganda, uji F untuk menguji pengaruh 

secara simultan, uji t untuk menguji pengaruh secara parsial, serta analisis koefisien 

determinasi (Adjusted R Square) dengan bantuan perangkat lunak SPSS versi 26. 

Hasil penelitian menunjukkan bahwa secara simultan, ketiga variabel User-

Generated Content, Fear of Missing Out, dan Scarcity Promotion berpengaruh 

signifikan terhadap Purchase Decision. Namun, secara parsial, hanya User-

Generated Content dan Scarcity Promotion yang memiliki pengaruh signifikan 

terhadap Purchase Decision, sementara Fear of Missing Out tidak menunjukkan 

pengaruh yang signifikan terhadap Purchase Decision pada aplikasi TikTok Shop. 

Kata Kunci: User-Generated Content (UGC), Fear of Missing Out (FOMO), 

Scarcity Promotion, Purchase Decision 
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