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PENGARUH SOCIAL MEDIA MARKETING EFFECTIVENESS
TERHADAP PURCHASE INTENTION DENGAN FEAR OF
MISSING OUT (FOMO) SEBAGAI VARIABEL MEDIASI
PADA BRAND TUMBLER STANLEY

Lina

ABSTRAK

Perkembangan media sosial telah mendorong perubahan signifikan dalam strategi
pemasaran, khususnya pada produk /ifestyle seperti tumbler Stanley yang tengah
populer di kalangan Generasi Z. Fenomena viralitas dan keterlibatan konsumen di
media sosial turut memunculkan aspek psikologis seperti Fear of Missing Out
(FOMO) yang diyakini dapat memengaruhi niat beli. Sehingga penelitian ini
bertujuan untuk menganalisis pengaruh Social Media Marketing Effectiveness
(SMME) terhadap Purchase Intention dengan Fear of Missing Out (FOMO)
sebagai variabel mediasi. Penelitian menggunakan pendekatan kuantitatif dengan
desain descriptive dan causal research, serta menerapkan single cross-sectional
design. Data dikumpulkan dengan kuesioner melalui google forms terhadap 217
responden Generasi Z yang mengetahui dan pernah melihat konten pemasaran
Stanley di media sosial. Analisis data dilakukan menggunakan Partial Least
Squares Structural Equation Modeling (PLS-SEM) melalui software SmartPLS
versi 4, dengan landasan teori Theory of Planned Behavior (TPB), Self-
Determination Theory (SDT), serta Technology Acceptance Model (TAM). Hasil
penelitian menunjukkan bahwa seluruh variabel independen interaction, consumer
trust, product awareness, hedonic motivation, privacy and perceived risk,
trendiness, dan customization berpengaruh positif terhadap social media marketing
effectiveness, dengan trendiness sebagai variabel paling dominan. Penelitian ini
menyimpulkan bahwa peningkatan efektivitas pemasaran di media sosial melalui
konten yang relevan, kekinian, aman, terpercaya, serta terpersonalisasi merupakan
faktor utama yang mendorong niat beli, sementara strategi yang berfokus pada
FOMO hanya memberikan kontribusi kecil.

Kata kunci: Fear of Missing Out (FOMO), Social Media Marketing, Purchase
Intention
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THE INFLUENCE OF SOCIAL MEDIA MARKETING
EFFECTIVENESS ON PURCHASE INTENTION WITH FEAR
OF MISSING OUT (FOMO) AS A MEDIATION VARIABLE
ON STANLEY TUMBLER

Lina

ABSTRACT

The rapid growth of social media has significantly transformed marketing
strategies, particularly for lifestyle products such as Stanley tumblers, which have
become highly popular among Generation Z. The rise of virality and consumer
engagement on social media has also introduced psychological factors such as the
Fear of Missing Out (FOMO), which is believed to influence consumers’ purchase
intentions. This study aims to examine the influence of Social Media Marketing
Effectiveness (SMME) on Purchase Intention, with Fear of Missing Out (FOMO)
as a mediating variable. A quantitative research approach was employed using
descriptive and causal research designs, complemented by a single cross-sectional
method. Data were collected through a Google Forms questionnaire distributed to
217 Generation Z respondents who were familiar with and had previously been
exposed to Stanley’s marketing content on social media. The data were analyzed
using Partial Least Squares—Structural Equation Modeling (PLS-SEM) with
SmartPLS version 4, guided by the Theory of Planned Behavior (TPB), Self-
Determination Theory (SDT), and the Technology Acceptance Model (TAM). The
findings reveal that all independent variables—interaction, consumer trust, product
awareness, hedonic motivation, privacy and perceived risk, trendiness, and
customization positively influence social media marketing effectiveness, with
trendiness emerging as the strongest predictor. The study concludes that
strengthening social media marketing effectiveness through relevant, trendy,
secure, trustworthy, and personalized content plays a crucial role in increasing
purchase intention, whereas strategies centered on creating FOMO offer only
marginal contributions.

Keywords: Fear of Missing Out (FOMO), Social Media Marketing, Purchase
Intention
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