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ABSTRACTION 

 

TikTok has become the most popular social commerce platform in Indonesia, 

boasting the world’s highest user base thanks to its TikTok Shop teature, which 

integrates entertainment and shopping. 62% of Gen Z chooses to shop via live 

streaming due to the real-time communication with sellers, which can encourage 

impulse buying behavior through flash sales and scarcity messages, which trigger 

FoMO. this study aims to examine the effect of flash sale and scarcity message on 

Gen Z impulse buying, mediated by FoMO. The study used a quantitative 

approuch, targeting TikTok users who had previously purchased via TikTok Shop 

live streaming. A sample af 130 respondents was selected using a non-probability 

sampling technique, specifically purposive sampling. Data analysis used SEM-

PLS version 3.0 to examine the relationship between variabels. The results 

showed that flash sale had no direct effect on impulse buying, while scarcity 

message and FoMO had a direct effect on impulse buying. Furthermore, flash 

sale and sacrcity message had a direct effect on FoMO. The indirect effect 

showed that flash sale and scarcity message signicantly influenced impulse buying 

through FoMO. 

Keywords: flash sale, scarcity message, impulse buying, FoMO 
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ABSTRAKSI 

 

TikTok telah menjadi platform social commerce paling popular di Indonesia, 

dengan populasi pengguna tertinggi dunia berkat adanya fitur TikTok Shop yang 

mengintegrasikan hiburan dan belanja. Sebanyak 62% Gen Z memilih berbelanja 

via live streaming karena komunikasi real-time dengan penjual, sehingga dapat 

mendorong perilaku impulse buying melalui strategi flash sale  dan scarcity 

message yang memicu FoMO. penelitian ini bertujuan menguji pengaruh flash 

sale dan scarcity message terhadap impulse buying Gen Z dengan mediasi FoMO. 

Penelitian menggunakan pendekatan kuantitatif dengan populasi pengguna 

TikTok yang pernah melakukan pembelian melalui live streaming TikTok Shop. 

Sampel yang digunakan sebanyak 130 responden dengan teknik pengambilan 

sampel non-probability sampling, khususnya purposive sampling. Analisis data 

dalam penelitian mengguanakan SEM-PLS versi 3.0 untuk menguji hubungan 

antar variabel. Hasil penelitian menunjukkan bahwa flash sale tidak berpengaruh 

langsung terhadap impulse buying, sedangkan scarcity message dan FoMO 

berpengaruh langsung terhadap impulse buying. Selanjutnya, flash sale dan 

sacarcity message berpengaruh secara langsung terhadap FoMO. Pengaruh tidak 

langsung menunjukkan bahwa flash sale dan scarcity message berpengaruh 

signifikan terhadap impulse buying melalui FoMO. 

Kata kunci: penjualan kilat, pesan kelangkaan, pembelian impulsif, takut 

ketinggalan.  
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