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Analisis Deskriptif Fenomena Fear of Missing Out 

(FOMO) dan Digital Engagement pada Konten  Live 

Shopping TikTok di Kalangan Generasi Z di Indonesia 

 

ABSTRACT 

This study aims to describe the levels of Fear of Missing Out (FOMO) and 

Digital Engagement among Generation Z when interacting with TikTok Live 

Shopping content, as well as their distribution based on respondents’ 

characteristics. The study employed a descriptive quantitative approach involving 

385 Generation Z respondents in Indonesia, complemented by in-depth interviews 

with informants from extreme groups using extreme case sampling for qualitative 

exploration. The data were analyzed using descriptive statistics, cross-tabulation, 

the Chi-Square test, and thematic coding. The results indicate that FOMO was 

categorized as high, with an average score of 3.85. The dimension of Desire to 

Know the Latest Information recorded the highest average score of 4.00. Similarly, 

the level of Digital Engagement was also categorized as high, with an average score 

of 3.96, while Affective Engagement was the highest dimension, with an average 

score of 4.26. 

Based on the Chi-Square test, gender and age did not show significant 

associations with FOMO, whereas daily usage duration and access frequency 

showed significant associations. Meanwhile, gender, daily usage duration, and 

access frequency showed significant associations with Digital Engagement, while 

age did not show a significant association. The qualitative findings confirmed that 

informants in the upper extreme group, characterized by high levels of FOMO and 

Digital Engagement, were more responsive to triggering features such as limited-

time offers and countdown timers. In contrast, the lower extreme group 

demonstrated stronger self-regulation. 

Keywords: Digital Engagement, Fear of Missing Out (FOMO), Generation Z, Live 

Shopping, Social Commerce, TikTok. 
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Analisis Deskriptif Fenomena Fear of Missing Out 

(FOMO) dan Digital Engagement pada Konten Live 

Shopping TikTok di Kalangan Generasi Z di Indonesia 

 

ABSTRAK 

Penelitian ini bertujuan untuk mendeskripsikan tingkat Fear of Missing Out 

(FOMO) dan Digital Engagement pada Generasi Z saat berinteraksi dengan konten 

Live Shopping TikTok serta distribusinya berdasarkan karakteristik responden. 

Penelitian menggunakan pendekatan kuantitatif deskriptif terhadap 385 responden 

Generasi Z di Indonesia yang diperkuat melalui wawancara mendalam terhadap 

informan kelompok ekstrem (extreme case sampling) sebagai pendalaman 

kualitatif. Data dianalisis menggunakan statistik deskriptif, tabulasi silang, uji Chi-

Square, dan koding tematik. Hasil penelitian menunjukkan bahwa FOMO berada 

pada kategori tinggi dengan rata-rata 3,85, di mana dimensi Keinginan Mengetahui 

Informasi Terbaru menjadi faktor pendorong tertinggi (rata-rata 4,00). Secara 

sejalan, tingkat Digital Engagement juga berada pada kategori tinggi dengan rata-

rata 3,96, dengan Affective Engagement sebagai dimensi tertinggi (rata-rata 4,26). 

Berdasarkan uji Chi-Square, jenis kelamin dan usia tidak menunjukkan 

asosiasi yang signifikan dengan FOMO, sedangkan durasi penggunaan harian dan 

frekuensi akses menunjukkan asosiasi yang signifikan. Sementara itu, pada Digital 

Engagement, jenis kelamin, durasi penggunaan harian, dan frekuensi akses 

menunjukkan asosiasi yang signifikan, sedangkan usia tidak menunjukkan asosiasi 

yang signifikan. Hasil temuan kualitatif mengonfirmasi bahwa informan kelompok 

ekstrem atas (tingkat FOMO dan Digital Engagement tinggi) lebih responsif 

terhadap fitur pemicu seperti penawaran terbatas dan countdown timer, sementara 

kelompok ekstrem bawah menunjukkan self-regulation yang lebih kuat. 

Kata Kunci: Digital Engagement, Fear of Missing Out (FOMO), Generasi Z, Live 

Shopping, Social Commerce, TikTok. 
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