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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh influencer marketing, 

fear of missing out (FoMO), dan motivasi hedonis terhadap minat beli boneka 

Labubu. Populasi dalam penelitian ini adalah pengguna media sosial yang 

berdomisili di wilayah Jabodetabek dan berusia antara 18 hingga 35 tahun. Sampel 

yang digunakan berjumlah 160 responden, ditentukan menggunakan teknik 

purposive sampling. Teknik pengumpulan data dilakukan melalui penyebaran 

kuesioner dengan menggunakan skala Likert. Metode analisis data yang digunakan 

adalah Partial Least Square (PLS). Hasil penelitian menunjukkan bahwa influencer 

marketing berpengaruh positif dan signifikan terhadap minat beli. FoMO juga 

berpengaruh positif dan signifikan terhadap minat beli. Sementara itu, motivasi 

hedonis menunjukkan pengaruh positif dan signifikan terhadap minat beli. Dengan 

demikian, ketiga variabel tersebut secara parsial maupun simultan berkontribusi 

terhadap peningkatan minat beli terhadap boneka Labubu. 

Kata kunci: Influencer Marketing, Fear of Missing Out (FoMO), Motivasi   

Hedonis, Minat Beli 
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ABSTRACT 

This study aims to analyze the influence of influencer marketing, fear of 

missing out (FoMO), and hedonistic motivation on the purchase interest of Labubu 

dolls. The population in this study consists of social media users residing in the 

Greater Jakarta area and aged between 18 and 35 years. The sample used consisted 

of 160 respondents, determined using purposive sampling techniques. Data 

collection was conducted through the distribution of questionnaires using a Likert 

scale. The data analysis method used was Partial Least Square (PLS). The results 

of the study indicate that influencer marketing has a positive and significant effect 

on purchase interest. FoMO also has a positive and significant effect on purchase 

interest. Meanwhile, hedonistic motivation shows a positive and significant 

influence on purchase intent. Thus, all three variables, both partially and 

simultaneously, contribute to increasing purchase intent for Labubu dolls. 

Keywords: Influencer marketing, Fear of Missing Out (FoMO), Hedonis  

Motivation, Purchase Intention 
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