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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Susceptibility to Global 

Consumer Culture (SGCC) dan User Generated Content (UGC) terhadap Purchase 

Intention dengan Fear of Missing Out (FOMO) sebagai variabel intervening pada 

produk iPhone di kalangan Generasi Z. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode survei terhadap 150 responden yang dipilih melalui 

teknik purposive sampling dan dianalisis menggunakan PLS-SEM dengan bantuan 

SmartPLS 3.0. Hasil penelitian menunjukkan bahwa SGCC berpengaruh positif dan 

signifikan terhadap FOMO dan Purchase Intention, UGC berpengaruh positif dan 

signifikan terhadap Purchase Intention tetapi tidak berpengaruh signifikan terhadap 

FOMO, serta FOMO berpengaruh positif dan signifikan terhadap Purchase 

Intention. Selain itu, FOMO mampu memediasi pengaruh SGCC terhadap Purchase 

Intention, namun tidak mampu memediasi pengaruh UGC terhadap Purchase 

Intention. Temuan ini menunjukkan bahwa niat membeli iPhone pada Generasi Z 

dipengaruhi oleh budaya konsumen global dan dorongan psikologis berupa FOMO, 

sedangkan UGC lebih mendorong niat beli melalui pertimbangan rasional terhadap 

kualitas dan informasi produk. 

Kata kunci: Susceptibility to Global Consumer Culture, User Generated Content, 

Purchase Intention, Fear of Missing Out, Generasi Z, iPhone.  
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ABSTRACT 

 

This study aims to analyze the influence of Susceptibility to Global Consumer 

Culture (SGCC) and User-Generated Content (UGC) on Purchase Intention, with 

Fear of Missing Out (FOMO) as an intervening variable, regarding iPhone 

products among Generation Z. This study employs a quantitative approach using a 

survey method involving 150 respondents selected through purposive sampling and 

analyzed using PLS-SEM with the assistance of SmartPLS 3.0. The results show 

that SGCC has a positive and significant effect on FOMO and Purchase Intention; 

UGC has a positive and significant effect on Purchase Intention but no significant 

effect on FOMO; and FOMO has a positive and significant effect on Purchase 

Intention. Furthermore, FOMO mediates the effect of SGCC on Purchase Intention 

but does not mediate the effect of UGC on Purchase Intention. These findings 

indicate that Generation Z’s intention to purchase an iPhone is influenced by global 

consumer culture and the psychological driver of FOMO, whereas UGC drives 

Purchase Intention more through rational considerations regarding product 

quality and information. 

Keywords: Susceptibility to Global Consumer Culture, User-Generated Content, 

Purchase Intention, Fear of Missing Out, Generation Z, iPhone.  
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