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Fear Of Missing Out (FOMO) Gamers Dalam Limited  Event Penjualan Skin 

Game Mobile Legends: Bang Bang X Naruto Shippuden 

Indra Yudhistira Santoso 

ABSTRAK 

Kolaborasi antara game mobile dan intellectual property populer menjadi salah satu strategi event 

marketing yang banyak digunakan industri game untuk mendorong keterlibatan dan pembelian 

pemain, salah satunya event kolaborasi Mobile Legends: Bang Bang X Naruto Shippuden yang 

menawarkan skin edisi terbatas. Sifat skin yang hanya tersedia dalam waktu tertentu dan tidak 

dapat diperoleh kembali kerap memunculkan fenomena psikologis berupa Fear of Missing Out 

(FOMO) pada gamers. Penelitian ini bertujuan untuk mengetahui bagaimana FOMO dialami oleh 

gamers dalam limited event penjualan skin tersebut. Penelitian menggunakan pendekatan kualitatif 

dengan metode deskriptif, dianalisis melalui kerangka event marketing dari Clow dan Baack 

(2021) serta empat dimensi FOMO dari Gladwell et al. (2013), yaitu fear of missing experiences, 

desire to stay connected, social influence, dan emotional urge. Data dikumpulkan melalui 

wawancara mendalam, observasi, dan dokumentasi terhadap dua gamers utama sebagai informan 

dan satu triangulator. Hasil penelitian menunjukkan bahwa FOMO pada gamers Mobile Legends: 

Bang Bang tidak muncul secara tunggal, melainkan terbentuk dari interaksi antara strategi event 

marketing yang dijalankan Moonton dan respons psikologis subjektif masing-masing pemain. 

Ketakutan kehilangan kesempatan yang dipicu oleh keterbatasan waktu mendorong gamers untuk 

terus memantau informasi event, yang kemudian memperkuat paparan terhadap pengaruh sosial 

di lingkungan kelompok bermain (squad) dan bermuara pada dorongan emosional untuk 

melakukan top-up dan draw skin secara cepat. Penelitian ini menyimpulkan bahwa FOMO 

merupakan pengalaman yang bersifat personal, bertingkat, dan kontekstual, hasil sinergi antara 

strategi pemasaran dan kondisi psikologis-sosial masing-masing pemain. 

Kata Kunci: Fear of Missing Out (FOMO), Event Marketing, Mobile Legends: Bang Bang, 

Limited Event. 
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Fear Of Missing Out (FOMO) Gamers In Limited Event Skin Sales Game 

Mobile Legends: Bang Bang X Naruto Shippuden 

Indra Yudhistira Santoso 

ABSTRACT 

Collaborations between mobile games and popular intellectual properties have become a common 

event marketing strategy used by the game industry to drive player engagement and purchases, 

one example being the Mobile Legends: Bang Bang X Naruto Shippuden collaboration event, 

which offered limited-edition skins. The time-limited and non-recurring nature of these skins often 

triggers a psychological phenomenon known as Fear of Missing Out (FOMO) among gamers. This 

study aims to examine how FOMO is experienced by gamers during the limited-event sale of these 

skins. The study employs a qualitative approach with a descriptive method, analyzed through the 

event marketing framework of Clow and Baack (2021) and the four dimensions of FOMO 

proposed by Gladwell et al. (2013): fear of missing experiences, desire to stay connected, social 

influence, and emotional urge. Data were collected through in-depth interviews, observation, and 

documentation involving two main gamers as informants and one triangulator. The findings show 

that FOMO among Mobile Legends: Bang Bang gamers does not arise in isolation, but is formed 

through the interaction between the event marketing strategies implemented by Moonton and the 

subjective psychological responses of individual players. The fear of missing an opportunity, 

triggered by time scarcity, drives gamers to continuously monitor event information, which in turn 

reinforces exposure to social influence within small play groups (squads) and ultimately leads to 

an emotional urge to top up and draw skins quickly. The study concludes that FOMO is a personal, 

layered, and contextual experience resulting from the synergy between deliberately designed 

marketing strategies and each player's psychological and social conditions. 

Keywords: Fear of Missing Out (FOMO), Event Marketing, Mobile Legends: Bang Bang, Limited 

Event. 


