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PENGARUH SCARCITY MESSAGE TERHADAP IMPULSIVE BUYING
BRAND MAKEUP MOP BEAUTY DENGAN MEDIASI FEAR OF
MISSING OUT (FOMO) (STUDI PADA GENERASI Z DKI JAKARTA)

Anisa Aprilia

ABSTRAK

Impulse Buying adalah keputusan yang muncul secara spontan karena dipengaruhi
oleh berbagai variasi produk beserta tingkat harga barang yang ditawarkan. Pada
penelitian ini mempunyai tujuan untuk mencari tahu seberapa peranan Scarcity
Message terhadap Impulsive Buying dan peran mediasi Fear of Missing Out pada
Impulsive Buying beserta Scarcity Message pada produk make up MOP Beauty.
Penelitian ini mempergunakan metode kuantitatif melalui penyebaran kuesioner
pada 120 responden serta mempergunakan metode analisis data analisis regresi
linier berganda dan model lain nya yang dipergunakan guna mempertahankan
kualitas data, juga memberi jawaban hipotesis yang ada. Hasil penelitian ini
menyatakan bahwa variabel Scarcity Message beserta Fear of Missing Out
berpengaruh secara positif pada Impulsive Buying, variabel mediasi Fear of Missing
Out mampu pula memediasi hubungan antara variabel Scarcity Message dan
Impulsive Buying . Penelitian ini mampu dipergunakan menjadi bahan kajian bagi

pelaku usaha ataupun peneliti lainnya.

Kata Kunci : Fear of Missing Out, Impulsive Buying, Scarcity Message, MOP
Beauty
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THE EFFECT OF SCARCITY MESSAGE ON IMPULSIVE BUYING
MAKEUP BRAND MOP BEAUTY WITH MEDIATION OF FEAR OF
MISSING OUT (FOMO) (STUDY ON GENERATION Z DKI JAKARTA)

Anisa Aprilia

ABSTRACT

Impulse Buying is a decision that arises spontaneously because it is influenced by
various product variations and the price level of the goods offered. This study aims
to ascertain how the role of Scarcity Message on Impulsive Buying and the
mediating role of FOMO on Impulsive Buying and Scarcity Message on MOP
Beauty makeup products. This study uses quantitative methods by distributing
questionnaires to 120 respondents and using data analysis methods multiple linear
regression analysis, also other models utilized to conserve data quality, also answer
existing hypotheses. The outcomes in this study state that the Scarcity Message and
FOMO variables have a positive impact on Impulsive Buying, the mediating
variable FOMO can also mediation or strengthen the correlation between the
Scarcity Message and Impulsive Buying variables. This study can be utilized as an

assessment material for business people and other researchers.

Keywords : Fear of Missing Out, Impulsive Buying, Scarcity Message, MOP
Beauty
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