
 

 

 

ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui pengaruh time scarcity terhadap impulse 

buying melalui fear of missing out (FOMO) dan hedonic shopping motivation 

sebagai variabel intervening pada pengguna TikTok Live Shop. Jenis penelitian ini 

menggunakan pendekatan kuantitatif dengan metode purposive sampling. Teknik 

pengambilan sampel yang digunakan adalah nonprobability sampling, dengan 

jumlah responden sebanyak 170 orang yang merupakan pengguna TikTok Live 

Shop berusia 18–28 tahun di Kabupaten Kebumen. Instrumen atau alat 

pengumpulan data pada penelitian ini menggunakan kuesioner. Alat analisis data 

yang digunakan adalah Structural Equation Modeling (SEM) berbasis Partial Least 

Square dengan bantuan software SmartPLS 3. Teknik analisis data meliputi uji 

outer model, uji inner model (R-square), uji hipotesis, serta uji kelayakan model. 

Hasil penelitian menunjukkan bahwa time scarcity berpengaruh signifikan terhadap 

fear of missing out (FOMO) dan hedonic shopping motivation. Namun, time 

scarcity tidak berpengaruh signifikan terhadap impulse buying secara langsung. 

Selanjutnya, fear of missing out (FOMO) dan hedonic shopping motivation terbukti 

berpengaruh signifikan terhadap impulse buying. Selain itu, time scarcity 

berpengaruh signifikan terhadap impulse buying melalui fear of missing out 

(FOMO) dan hedonic shopping motivation sebagai variabel intervening. Temuan 

ini menunjukkan bahwa pengaruh time scarcity terhadap impulse buying tidak 

terjadi secara langsung, melainkan melalui mekanisme psikologis konsumen, baik 

berupa emosi negatif (FOMO) maupun emosi positif (hedonic motivation). 

Kata kunci: time scarcity, fear of missing out (FOMO), hedonic shopping 

motivation, impulse buying. 
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ABSTRACT 

This study aims to determine the effect of time scarcity on impulse buying through 

fear of missing out (FOMO) and hedonic shopping motivation as intervening 

variables among TikTok Live Shop users. This research adopts a quantitative 

approach using a purposive sampling method. The sampling technique employed is 

non-probability sampling, with a total of 170 respondents consisting of TikTok Live 

Shop users aged 18–28 years in Kebumen Regency. Data collection was conducted 

using a questionnaire instrument. The data analysis tool used is Structural 

Equation Modeling (SEM) based on Partial Least Square with SmartPLS 3 

software. The analysis techniques include outer model testing, inner model testing 

(R-square), hypothesis testing, and model fitness testing. The results indicate that 

time scarcity has a significant effect on fear of missing out (FOMO) and hedonic 

shopping motivation. However, time scarcity does not have a significant direct 

effect on impulse buying. Furthermore, fear of missing out (FOMO) and hedonic 

shopping motivation are proven to have a significant effect on impulse buying. 

Additionally, time scarcity significantly influences impulse buying through fear of 

missing out (FOMO) and hedonic shopping motivation as intervening variables. 

These findings suggest that the influence of time scarcity on impulse buying does 

not occur directly, but rather through consumer psychological mechanisms, 

involving both negative emotions (FOMO) and positive emotions (hedonic 

motivation). 

 

Keywords: time scarcity, fear of missing out (FOMO), hedonic shopping 

motivation, impulse buying. 
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