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PERAN DESIRE TO MIMIC DAN BRAND AWARENESS SEBAGAI
ANTESEDEN SERTA FEAR OF MISSING OUT (FOMO) SEBAGAI
MODERATOR TERHADAP PENGARUH SOCIAL MEDIA INFLUENCER
PADA PURCHASE INTENTION: STUDI PADA KONSUMEN
PARFUM MYKONOS DI INDONESIA

Callista Ayudya Fawwaz

ABSTRAK

Perkembangan media sosial telah mendorong meningkatnya peran social media
influencer sebagai salah satu strategi pemasaran yang efektif dalam membentuk
persepsi dan niat beli konsumen, khususnya pada industri parfum. Influencer tidak
hanya berfungsi sebagai media komunikasi pemasaran, tetapi juga mampu
memengaruhi aspek psikologis dan kognitif konsumen dalam proses pengambilan
keputusan pembelian. Penelitian ini bertujuan menguji mekanisme pengaruh
social media influencer terhadap purchase intention melalui desire to mimic
sebagai respon afektif dan brand awareness yang berperan sebagai variabel
anteseden dalam kerangka Stimulus—Organism—Response (S-O-R), serta menguji
peran fear of missing out (FOMO) sebagai variabel moderasi. Penelitian ini
menggunakan pendekatan kuantitatif deskriptif dengan pengumpulan data melalui
kuesioner online terhadap 130 responden di Indonesia yang merupakan pengikut
aktif Tasya Farasya, mengetahui merek parfum Mykonos, namun belum pernah
membelinya. Pengujian hipotesis dilakukan menggunakan metode Partial Least
Squares—Structural Equation Modeling (PLS-SEM) dengan bantuan perangkat
lunak SmartPLS. Hasil menunjukkan bahwa social media influencer berpengaruh
positif dan signifikan terhadap desiare to mimic dan brand awareness, dan kedua
variabel organisme tersebut secara positif meningkatkan purchase intention.
Sebaliknya, FOMO tidak memoderasi hubungan social media influencer terhadap
purchase intention. Temuan ini mengindikasikan bahwa niat beli terhadap parfum
Mykonos lebih dipengaruhi oleh faktor aspirasi dan kepastian kognitif daripada
olen tekanan wurgensi atau kecemasan. Secara praktis, Mykonos perlu
memprioritaskan dalam membangun brand awareness yang kuat dan
memfasilitasi desire to mimic untuk mengonversi niat beli menjadi pembelian
aktual.

Kata kunci: Social Media Influencer, Desire to Mimic, Brand Awareness, Fear of
Missing Out (FOMO), Purchase Intention.



THE ROLE OF DESIRE TO MIMIC AND BRAND AWARENESS AS
ANTECEDENTS AND FEAR OF MISSING OUT (FOMO) AS A
MODERATOR ON THE INFLUENCE OF SOCIAL MEDIA
INFLUENCER ON PURCHASE INTENTION: A STUDY
OF MYKONOS PERFUME CONSUMERS IN INDONESIA

Callista Ayudya Fawwaz

ABSTRACT

The development of social media has encouraged the increasing role of social
media influencers as an effective marketing strategy in shaping consumer
perceptions and purchase intentions, especially in the perfume industry.
Influencers not only function as a marketing communication medium, but are also
able to influence the psychological and cognitive aspects of consumers in the
purchase decision-making process. This study aims to examine the mechanism of
social media influencers' influence on purchase intention through desire to mimic
as an affective response and brand awareness as antecedent variables in the
Stimulus—Organism—Response (S—O-R) framework, as well as to examine the role
of fear of missing out (FOMOQO) as a moderating variable. This study uses a
descriptive quantitative approach with data collection through an online
questionnaire of 130 respondents in Indonesia who are active followers of Tasya
Farasya, are aware of the Mykonos perfume brand, but have never purchased it.
Hypothesis testing was conducted using the Partial Least Squares—Structural
Equation Modeling (PLS-SEM) method with the help of SmartPLS software. The
results show that social media influencers have a positive and significant effect on
desire to mimic and brand awareness, and these two organism variables
positively increase purchase intention. Conversely, FOMO does not moderate the
relationship between social media influencer and purchase intention. These
findings indicate that purchase intent for Mykonos perfume is influenced more by
factors of aspiration and cognitive certainty than by urgency or anxiety. In
practical terms, Mykonos needs to prioritize building strong brand awareness and
facilitating the desire to mimic in order to convert purchase intent into actual
purchases.

Keywords: Social Media Influencer, Desire to Mimic, Brand Awareness, Fear of
Missing Out (FOMO), Purchase Intention
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