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ABSTRAK 

 

Saifun Nidzar (25220040), Pengaruh Live Streaming Shopping Dan FOMO 

Terhadap Impulsive Buying Pada Generasi Z Pengguna Social Commerce. 

 

Perkembangan social commerce telah mengubah cara konsumen melakukan aktivitas 

belanja secara online. Salah satu bentuknya adalah Live Streaming Shopping yang 

memungkinkan konsumen berinteraksi secara langsung dengan penjual dan 

memperoleh informasi produk secara real-time. Kondisi tersebut dapat mendorong 

munculnya perilaku Impulsive Buying, terutama pada Generasi Z. Penelitian ini 

bertujuan menganalisis pengaruh Live Streaming Shopping dan Fear of Missing Out 

(FOMO) terhadap Impulsive Buying pada Generasi Z pengguna TikTok Shop. 

Penelitian menggunakan pendekatan kuantitatif dengan metode SEM-PLS 

menggunakan SmartPLS 3. Data diperoleh melalui kuesioner dari 135 responden yang 

dipilih menggunakan teknik purposive sampling. Hasil penelitian menunjukkan 

bahwa Live Streaming Shopping dan FOMO berpengaruh positif dan signifikan 

terhadap Impulsive Buying. Kedua variabel tersebut mampu menjelaskan 72,5% 

variasi Impulsive Buying, sedangkan 27,5% sisanya tidak dapat dijelaskan oleh model 

penelitian. 

 

Kata Kunci: Live streaming Shopping, Fear of Missing Out (FOMO), Impulsive 

Buying, Generasi Z, Social Commerce. 
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ABSTRACT 

 

Saifun Nidzar (25220040), The Influence of Live Streaming Shopping and FOMO 

on Impulsive Buying among Generation Z Users of Social Commerce. 

 

The development of social commerce has transformed how consumers shop online. 

One such form is live-streaming shopping, which allows consumers to interact directly 

with sellers and obtain product information in real-time. This environment can trigger 

Impulsive Buying behavior, particularly among Generation Z. This study aims to 

analyze the influence of live-streaming shopping and the "fear of missing out" 

(FOMO) on Impulsive Buying among Generation Z users of TikTok Shop. A 

quantitative approach was employed, utilizing the structural equation modeling-

partial least squares (SEM-PLS) method via SmartPLS 3 software. Data were 

collected through questionnaires from 135 respondents, selected using a purposive 

sampling technique. The results indicate that both live-streaming shopping and 

FOMO have a positive and significant impact on impulsive buying. Together, these 

two variables account for 72.5% of the variance in impulsive buying, while the 

remaining 27.5% is not explained by the research model. 

 

Keywords: Live streaming Shopping, Fear of Missing Out (FOMO), Impulsive 

Buying, Generation Z, Social Commerce. 
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