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FENOMENA FEAR OF MISSING OUT (FoMO) DAN
MOTIVASI KONSUMSI DALAM TREN MINUMAN MATCHA
OLEH GENERASI Z MELALUI KONTEN DIGITAL MEDIA
SOSIAL

Yemima Clara Siregar

ABSTRAK

Media sosial, khususnya TikTok, berperan dalam membentuk tren konsumsi
Generasi Z, termasuk tren minuman matcha. Paparan konten tren tersebut memicu
Fear of Missing Out (FoMO), yaitu perasaan takut tertinggal dari tren yang sedang
populer, yang berpotensi membentuk pengalaman FoMO dan motivasi konsumsi
pada Generasi Z. Penelitian ini bertujuan untuk memahami bagaimana Generasi Z
mengalami FoMO akibat paparan konten tren matcha di media sosial serta
kaitannya dengan motivasi konsumsi hedonis, sosial, dan identitas. Penelitian ini
menggunakan pendekatan kualitatif dengan metode fenomenologi. Data
dikumpulkan melalui wawancara mendalam, observasi non-partisipatif, dan
dokumentasi terhadap delapan informan Generasi Z. Hasil penelitian menunjukkan
bahwa paparan konten matcha memicu State-FoMO dan Trait-FoMO dengan
intensitas berbeda. Namun, konsumsi matcha lebih dominan dipengaruhi oleh
motivasi hedonis, sosial, dan identitas. Penelitian ini menyimpulkan bahwa
konsumsi matcha merupakan hasil interaksi antara paparan media sosial, FoOMO,

dan motivasi konsumsi.

Kata kunci: Fear of Missing Out (FoMO), Generasi Z, Motivasi Konsumsi, Matcha,
Media Sosial
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THE PHENOMENON OF FEAR OF MISSING OUT (FoMO)
AND CONSUMPTION MOTIVATION IN THE MATCHA
BEVERAGE TREN AMONG GENERATION Z ON SOCIAL
MEDIA

Yemima Clara Siregar

ABSTRACT

Social media, particularly TikTok, plays a significant role in shaping consumption
trends among Generation Z, including the trend of matcha beverages. Exposure to
such trend-related content triggers Fear of Missing Out (FoMO), defined as the fear
of being left behind from currently popular trends, which may shape consumption
motivations and social media celebration practices. This study aims to understand
how Generation Z experiences FOMO as a result of exposure to matcha trend
content on social media and how this experience relates to hedonic, social, and
identity-based consumption motivations. This study employs a qualitative approach
using a phenomenological method. Data were collected through in-depth
interviews, non-participant observation, and documentation involving eight
Generation Z informants. The findings indicate that exposure to matcha-related
content triggers both State-FoMO and Trait-FoMO with varying levels of intensity.
However, matcha consumption is more dominantly influenced by hedonic, social,
and identity motivations. This study concludes that matcha consumption is the
result of an interaction between social media exposure, FOMO, and consumption

motivations.

Key words: Fear of Missing Out (FoMO), Generation Z, Consumption Motivation,
Matcha, Social Media
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