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PERAN BRAND ATTACHMENT DAN FOMO DALAM MENDORONG IMPULSIVE BUYING PADA
KOMUNITAS GROUP ORDER NCT DREAM

Khanaya Nur Azzahra

ABSTRAK

Penelitian ini bertujuan mendeskripsikan gambaran Brand Attachment (X1), Fear of Missing
Out/FoMO (X2), dan Impulsive Buying (Y) merchandise karakter Dreamiez NCT DREAM
pada anggota komunitas Group Order (GO) di LINE, serta keterkaitan Brand Attachment
dan FoMO terhadap Impulsive Buying melalui tabulasi silang. Penelitian menggunakan
pendekatan kuantitatif deskriptif dengan teknik simple random sampling terhadap 200
anggota komunitas GO Dreamiez NCT DREAM di LINE dari populasi 400 anggota,
dihitung menggunakan rumus Slovin. Data dikumpulkan melalui kuesioner skala Likert lima
poin dan dianalisis dengan tabulasi frekuensi serta tabulasi silang menggunakan IBM SPSS
versi 30. Hasil menunjukkan Brand Attachment didominasi dimensi affection (58.2%),
FoMO didominasi dimensi relatedness (52.2%), dan Impulsive Buying didominasi dimensi
afektif (52.6%). Tabulasi silang menunjukkan pola searah antara Brand Attachment dan
Impulsive Buying, dengan 73.8% responden sangat terikat juga sangat impulsif, serta pola
searah antara FOMO dan Impulsive Buying yang memuncak pada kategori FOMO tinggi.
Brand Attachment menunjukkan pola keterkaitan yang lebih konsisten dengan pembelian
sangat impulsif dibandingkan FoMO. Penelitian ini juga mengindikasikan adanya
keterkaitan antara keduanya dengan tekanan sosial komunitas fandom (norma, hype,
urgency, fear of exclusion), yang diajukan sebagai proposisi konseptual awal mengenai
tekanan sosial sebagai potensi faktor yang berkaitan dengan pembentukan Brand Attachment
dan Fear of Missing Out.

Kata Kunci: Brand Attachment, Fear of Missing Out, Impulsive Buying, Group Order,
Dreamiez NCT DREAM
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PERAN BRAND ATTACHMENT DAN FOMO DALAM MENDORONG IMPULSIVE BUYING PADA
KOMUNITAS GROUP ORDER NCT DREAM

Khanaya Nur Azzahra

ABSTRACT

This study aims to describe Brand Attachment (X1), Fear of Missing Out/FoMO (X2), and
Impulsive Buying (Y) toward Dreamiez NCT DREAM character merchandise among
members of the Group Order (GO) community on LINE, as well as the association between
Brand Attachment and FoOMO with Impulsive Buying through cross-tabulation. This study
used a descriptive quantitative approach with simple random sampling of 200 members of
the GO Dreamiez NCT DREAM community on LINE, drawn from a population of 400
members and calculated using the Slovin formula. Data were collected through a five-point
Likert scale questionnaire and analyzed using frequency tabulation and cross-tabulation with
IBM SPSS version 30. The results show that Brand Attachment was dominated by the
affection dimension (58.2%), FoOMO was dominated by the relatedness dimension (52.2%),
and Impulsive Buying was dominated by the affective dimension (52.6%). Cross-tabulation
revealed a unidirectional pattern between Brand Attachment and Impulsive Buying, with
73.8% of highly attached respondents also being highly impulsive, as well as a unidirectional
pattern between FoMO and Impulsive Buying that peaked in the high-FoMO category.
Brand Attachment showed a more consistent pattern of association with highly impulsive
purchases compared to FoMO. This study also indicates an association between both
variables and the fandom community's social pressure (norms, hype, urgency, fear of
exclusion), which is put forward as an initial conceptual proposition regarding social
pressure as a potential factor associated with the formation of Brand Attachment and Fear of
Missing Out.

Keywords: Brand Attachment, Fear of Missing Out, Impulsive Buying, Group Order,
Dreamiez NCT DREAM
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