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Pengaruh Scarcity Marketing, Social Influence, dan Sales 

Promotion terhadap Fear of Missing Out (FOMO) dan 

dampaknya terhadap Impulse Buying dalam Live Shopping 

E-Commerce Indonesia: Perspektif Stimulus-Organism-

Response (SOR) 

Putri Syifa Humaira 

 

ABSTRAK 
Dalam konteks belanja langsung (live shopping) di platform e-commerce 
Indonesia, studi ini berupaya menganalisis peran pemasaran kelangkaan, 
pengaruh sosial, dan promosi penjualan terhadap FOMO (Fear of FoMo) dan 
dampaknya terhadap pembelian impulsif. Sebanyak 356 orang yang sering 
menggunakan fitur belanja langsung di berbagai platform e-commerce 
Indonesia mengisi survei yang dianalisis secara kuantitatif menggunakan 
metode Partial Least Squares-Structural Equation Modelling (PLS-SEM). 
Hasil penelitian menunjukkan bahwa ketiga stimulus eksternal tersebut 
berpengaruh signifikan terhadap FOMO, yang kemudian juga secara 
signifikan mempengaruhi impulse buying. Selain itu, FOMO terbukti 
memediasi hubungan antara ketiga stimulus pemasaran tersebut dengan 
impulse buying. Hasil penelitian ini memperkuat penerapan model Stimulus-
Organism-Response (SOR) dalam memahami perilaku konsumen digital. 
Penelitian ini memberikan kontribusi teoretis dalam pengembangan kajian 
psikologi konsumen dan pemasaran digital, serta implikasi praktis bagi 
pelaku bisnis dan e-commerce dalam merancang strategi promosi yang lebih 
efektif dan berorientasi pada perilaku konsumen. 
 
Kata kunci: scarcity marketing, social influence, sales promotion, FOMO, 
impulse buying. 
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The Influence of Scarcity Marketing, Social Influence, and 

Sales Promotion on Fear of Missing Out (FOMO) and Its 

Impact on Impulse Buying in Live Shopping E-Commerce in 

Indonesia: A Stimulus-Organism-Response (SOR) Perspective 

Putri Syifa Humaira 

 

ABSTRACT 
In the context of live shopping on Indonesian e-commerce platforms, this 
study seeks to analyse the role of scarcity marketing, social influence, and 
sales promotion on FOMO and its impact on impulse purchase.  Three 
hundred and fifty-six people who frequently use the live shopping features on 
different Indonesian e-commerce platforms filled out surveys that were 
analysed quantitatively using the Partial Least Squares-Structural Equation 
Modelling (PLS-SEM) method. The findings indicate that all three external 
stimuli significantly influence FOMO, which in turn significantly affects 
impulse buying. Moreover, FOMO mediates the relationship between these 
marketing stimuli and impulse buying. These results support the application 
of the Stimulus-Organism-Response (SOR) model in understanding digital 
consumer behavior. This research contributes theoretically to the study of 
consumer psychology and digital marketing and provides practical 
implications for businesses and e-commerce platforms in designing more 
effective and consumer-oriented promotional strategies. 
 
Keywords: scarcity marketing, social influence, sales promotion, FOMO, 
impulse buying. 
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