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ABSTRAK 

Perkembangan live shopping pada platform TikTok menghadirkan pengalaman 

berbelanja yang bersifat real time, interaktif, dan melibatkan aspek emosional 

konsumen, sehingga berpotensi mendorong pembelian tanpa perencanaan. 

Penelitian ini bertujuan untuk mengetahui pengaruh daya tarik livestreamer, 

kualitas informasi, dan interaksi terhadap pembelian impulsif produk Scarlett 

pada konsumen Generasi Z di TikTok, baik secara langsung maupun melalui fear 

of missing out (FOMO) sebagai variabel mediasi. Penelitian ini menggunakan 

pendekatan kuantitatif dengan desain potong lintang dan berlandaskan teori 

Stimulus Organism Response (SOR). Sampel berjumlah 180 responden yang 

ditentukan menggunakan teknik purposive sampling, dengan kriteria Generasi Z 

berusia 18 hingga 28 tahun yang pernah menonton siaran langsung akun TikTok 

Shop Scarlett sekaligus pernah membeli melalui fitur live shopping dalam tiga 

bulan terakhir. Data dikumpulkan menggunakan kuesioner dengan skala Likert 

lima poin dan dianalisis menggunakan Partial Least Squares Structural Equation 

Modeling (PLS-SEM) dengan bantuan perangkat lunak SmartPLS. Hasil 

penelitian menunjukkan bahwa daya tarik livestreamer dan interaksi berpengaruh 

positif dan signifikan terhadap FOMO, sedangkan kualitas informasi tidak 

berpengaruh signifikan terhadap FOMO. Daya tarik livestreamer, kualitas 

informasi, interaksi, dan FOMO masing-masing berpengaruh positif dan 

signifikan terhadap pembelian impulsif. FOMO memediasi secara parsial 

pengaruh daya tarik livestreamer dan interaksi terhadap pembelian impulsif, 

namun tidak memediasi pengaruh kualitas informasi. Temuan ini menunjukkan 

bahwa pembelian impulsif dalam live shopping terbentuk melalui dua jalur, yaitu 

jalur afektif yang dijembatani FOMO dan jalur kognitif yang bekerja langsung 

melalui kualitas informasi. 

Kata kunci: daya tarik livestreamer, fear of missing out, interaksi, kualitas 

informasi, pembelian impulsif 
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ABSTRACT 

Live shopping on TikTok offers a shopping experience that is real time, 

interactive, and emotionally engaging, which may encourage unplanned 

purchases. This study examines the influence of livestreamer attractiveness, 

information quality, and interaction on impulse buying of Scarlett products 

among Generation Z consumers on TikTok, both directly and through fear of 

missing out (FOMO) as a mediating variable. This study applies a quantitative, 

cross sectional approach grounded in the Stimulus Organism Response (SOR) 

theory. The sample consists of 180 respondents selected through purposive 

sampling, comprising Generation Z aged 18 to 28 years who had watched the 

Scarlett TikTok Shop live broadcasts and purchased through the live shopping 

feature within the last three months. Data were collected using a questionnaire 

with a five point Likert scale and analysed using Partial Least Squares 

Structural Equation Modeling (PLS-SEM) with SmartPLS. The results reveal 

that livestreamer attractiveness and interaction have a positive and significant 

effect on FOMO, whereas information quality has no significant effect on 

FOMO. Livestreamer attractiveness, information quality, interaction, and 

FOMO each have a positive and significant effect on impulse buying. FOMO 

partially mediates the effect of livestreamer attractiveness and interaction on 

impulse buying, but does not mediate the effect of information quality. These 

findings indicate that impulse buying in live shopping is formed through an 

affective route bridged by FOMO and a cognitive route operating directly 

through information quality. 

Keywords: fear of missing out, impulse buying, information quality, 

interaction, livestreamer attractiveness 
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