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DALAM MEMBENTUK FOMO GENERASI Z (Studi Kasus 

Promosi Produk Serum Spray Skintific di TikTok) 

Afifah Khairunisa 

 
ABSTRAK 

Maraknya eWOM di TikTok, yang dipicu peran influencer marketing 

pada persaingan segmen spray serum antara d'Alba dan Skintific, menjadi 

pintu masuk untuk memahami bagaimana FOMO terbentuk di kalangan 

Generasi Z terhadap Skintific Radiance Booster Serum Spray. Melalui 

pendekatan kualitatif deskriptif berlandaskan konstruktivisme sosial, data 

digali dari wawancara semi-terstruktur lima informan Gen Z di Jakarta yang 

dipilih secara purposive, dilengkapi observasi dan dokumentasi konten 

TikTok, lalu dianalisis dengan model interaktif Miles dan Huberman serta 

divalidasi melalui triangulasi sumber, teknik, dan seorang triangulator 

akademisi. Temuan memperlihatkan bahwa eWOM bekerja melalui rangkaian 

pintu masuk yang saling menopang: intensitas keterpaparan pasif-algoritmik 

di For You Page, valensi opini positif, serta preferensi format konten personal 

seperti Get Ready With Me. FOMO yang muncul terbagi pada dua kutub 

audiens, kelompok interdependen yang rentan tekanan sosial dan validasi 

kolektif, serta kelompok independen yang mengutamakan pertimbangan 

pribadi, sementara deprivasi relatif pada konteks kecantikan cenderung 

bersifat aspirasional ketimbang menekan. Attractiveness gaya penyampaian 

influencer terbukti berlaku merata pada kedua kutub, sedangkan 

trustworthiness dan expertise Doktif menempatkannya sebagai Key Opinion 

Leader dengan bobot kepercayaan tinggi meski rentan guncangan reputasi. 

Kekuatan eWOM dalam memicu FOMO pada Gen Z pada akhirnya 

merupakan hasil interaksi spesifik antara karakter psikologis generasi ini dan 

mekanisme algoritmik TikTok, bukan pola yang berlaku universal pada 

seluruh konsumen digital. 

Kata Kunci: eWOM, FOMO, Influencer Marketing 
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Promosi Produk Serum Spray Skintific di TikTok) 

Afifah Khairunisa 

 
ABSTRACT 

The rise of eWOM on TikTok, driven by influencer marketing dynamics in the 

competition between d'Alba and Skintific within the spray serum segment, provides 

an entry point for understanding how FOMO is constructed among Generation Z 

toward the Skintific Radiance Booster Serum Spray. Using a descriptive qualitative 

approach grounded in social constructivism, data were collected through semi-

structured interviews with five purposively selected Gen Z informants in Jakarta, 

supplemented by observation and documentation of TikTok content, then analyzed 

using the Miles and Huberman interactive model and validated through source 

triangulation, technique triangulation, and an academic triangulator. The findings 

show that eWOM operates through a series of mutually reinforcing entry points: the 

intensity of passive, algorithmically driven exposure on the For You Page, the 

valence of opinions positif and preferences for personal content formats such as Get 

Ready With Me. The resulting FOMO divides audiences into two poles: an 

interdependent group susceptible to social pressure and collective validation, and 

an independent group that prioritizes personal judgment, while relative deprivation 

in the beauty context tends to be aspirational rather than oppressive. The 

attractiveness of influencers' delivery style proves to apply equally across both 

poles, whereas Doktif's trustworthiness and expertise position him as a Key Opinion 

Leader with high credibility weight, despite being vulnerable to reputational 

shocks. Ultimately, the power of eWOM in triggering FOMO among Gen Z is the 

result of a specific interaction between this generation's psychological 

characteristics and TikTok's algorithmic mechanisms, rather than a pattern that 

applies universally to all digital consumers. 
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