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Pengaruh Strategi Fear Of Missing Out (FOMO) Dalam Iklan Digital
Terhadap Minat Beli Konsumen Gen Z di Jakarta Barat
(Studi Kasus Pada Followers Instagram Sepatu Compass)

Radica Viandra Karna

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh strategi Fear of Missing Out
(FOMO) dalam iklan digital Instagram terhadap minat beli Generasi Z pada brand
sepatu Compass di Jakarta Barat. Penelitian menggunakan pendekatan kuantitatif
dengan paradigma positivistik dan metode survei. Sampel penelitian berjumlah 100
responden Generasi Z pengguna Instagram yang mengetahui produk Compass,
dipilih melalui purposive sampling. Data dikumpulkan menggunakan kuesioner
skala Likert 1-5 dan dianalisis menggunakan korelasi Pearson, koefisien
determinasi, serta regresi sederhana. Hasil penelitian menunjukkan hubungan
positif dan sangat kuat antara strategi FOMO dan minat beli, dengan koefisien
korelasi 0,848 dan nilai signifikansi < 0,001. Nilai R Square sebesar 0,720.

Kata Kunci: Fear of Missing Out (FOMO), Iklan Digital, Minat Beli, Generasi Z,
Instagram, Compass.
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The Effect of the Fear of Missing Out (FOMO) Strategy in Digital Advertising

on Gen Z Consumers’ Purchase Intent in West Jakarta
(A Case Study of Compass Shoes’ Instagram Followers)

Radica Viandra Karna

ABSTRACT

This study aims to determine the effect of Fear of Missing Out (FOMO) strategies
in Instagram digital advertisements on Generation Z’s purchase intent toward the
Compass shoe brand in West Jakarta. The study employs a quantitative approach
based on a positivist paradigm and uses a survey method. The sample consisted of
100 Generation Z Instagram users who were familiar with Compass products,
selected through purposive sampling. Data were collected using a 1-5 Likert scale
questionnaire and analyzed using Pearson’s correlation, the coefficient of
determination, and simple regression. The results indicate a positive and very
strong relationship between the FOMO strategy and purchase intent, with a
correlation coefficient of 0.848 and a significance level of < 0.001. The R-squared
value was 0.720.

Keywords: Fear of Missing Out (FOMO), Digital Advertising, Purchase
Intention, Generation Z, Instagram, Compass.
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