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ABSTRAK 

Muhammad Alvid Baehaqi, 2026. “Peran Influencer dan Flash Sale Dalam 

Memediasi Pengaruh FOMO (Fear Of Missing Out) terhadap Impulsive 

Buying (Survei pada Gen Z Pengguna Platfom Shopee di Kab. Kuningan)” 

Skripsi. Program Studi Manajemen, Fakultas Ekonomi dan Bisnis, 

Universitas Kuningan. Pembimbing I: Prof. Dr. H. Didik Harjadi, S.E., M.Si. 

Pembimbing II: Dr. Rina Masruroh, S.E., M.E.Sy. 

 

Penelitian ini bertujuan untuk mengetahui pengaruh influencer dan flash sale 

terhadap impulsive buying dengan FOMO (Fear of Missing Out) sebagai variabel 

mediasi pada Generasi Z pengguna Shopee di Kabupaten Kuningan. Penelitian ini 

menggunakan metode kuantitatif dengan pendekatan deskriptif dan verifikatif. 

Teknik pengumpulan data dilakukan melalui penyebaran kuesioner dengan 190 

responden. Teknik analisis data menggunakan analisis jalur (path analysis) dengan 

bantuan SPSS. Hasil penelitian menunjukkan bahwa influencer dan flash sale 

berpengaruh positif dan signifikan terhadap FOMO maupun impulsive buying. 

Namun, FOMO tidak berpengaruh signifikan terhadap impulsive buying serta tidak 

mampu memediasi pengaruh influencer dan flash sale terhadap impulsive buying 

pada Generasi Z pengguna Shopee di Kabupaten Kuningan. 

 

Kata Kunci: Fear of Missing Out , Influencer, Flash Sale, Impulsive Buying, 

Shopee. 
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ABSTRACT 

Muhammad Alvid Baehaqi, 2026. “The Role of Influencers and Flash Sales in 

Mediating the Effect of FOMO (Fear of Missing Out) on Impulsive Buying: A 

Survey of Generation Z Shopee Users in Kuningan Regency"Undergraduate 

Thesis. Management Study Program, Faculty of Economics and Business, 

Universitas Kuningan. Supervisor I: Prof. Dr. H. Didik Harjadi, S.E., M.Si. 

Supervisor II: Dr. Rina Masruroh, S.E., M.E.Sy. 

 

This study aimed to determine the influence of influencers and flash sales on 

impulsive buying with FOMO (Fear of Missing Out) as a mediating variable among 

Generation Z Shopee users in Kuningan Regency. This study used a quantitative 

method with descriptive and verificative approaches. The data collection technique 

was conducted through questionnaires distributed to 190 respondents. The data 

analysis technique used path analysis with the assistance of SPSS software. The 

results showed that influencers and flash sales had a positive and significant effect 

on FOMO and impulsive buying. However, FOMO did not have a significant effect 

on impulsive buying and was unable to mediate the influence of influencers and 

flash sales on impulsive buying among Generation Z Shopee users in Kuningan 

Regency. 

 

Keywords: Fear of Missing Out, Influencer, Flash Sale, Impulsive Buying, 

Shopee. 
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