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ABSTRAK 

  

PENGARUH CONTENT MARKETING, ELECTRONIC WORD OF MOUTH, 

DAN FOMO TERHADAP KEPUTUSAN PEMBELIAN GEN-Z PRODUK 

SMARTPHONE SAMSUNG PADA E-COMMERCE SHOPEE DI JAKARTA 

SELATAN 

 

  

Oleh :  

Reza Zaki Fahrezi  

NPM : 223402516169 

Tugas Akhir, dibawah bimbingan Dr. Drs Suadi Sapta Putra M.Si.M.  

 

Penelitian ini bertujuan untuk melakukan analisis pengaruh content marketing, 

electronic word of mouth, dan FoMO terhadap keputusan pembelian Gen-Z 

produk smartphone Samsung pada e-commerce Shopeee di Jakarta Selatan. 

Penelitian ini menggunakan data primer dengan cara menyebarkan kuesioner pada 

100 responden pengguna smartphone Samsung di wilayah Jakarta Selatan. Teknis 

analisis data ini diolah menggunakan aplikasi perangkat lunak SPSS (Statistical 

Package for Social Scientes) versi 29. Hasil pada penelitian ini menunjukkan 

bahwa variabel Content Marketing berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian Gen-Z produk smartphone Samsung pada e-commerce 

Shopeee di Jakarta Selatan. Variabel Electronic Word of Mouth berpengaruh 

positif dan signifikan terhadap Keputusan Pembelian Gen-Z produk smartphone 

Samsung pada e-commerce Shopeee di Jakarta Selatan. Serta, variabel FoMO 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian Gen-Z produk 

smartphone Samsung pada e-commerce Shopeee di Jakarta Selatan.  

 

Kata Kunci : Content Marketing, Electronic Word of Mouth, dan FoMO



 
  

 
 

ABSTRACT 

 

THE INFLUENCE OF CONTENT MARKETING, ELECTRONIC WORD OF 

MOUTH, AND FOMO ON GEN-Z PURCHASE DECISIONS FOR 

SAMSUNG SMARTPHONE PRODUCTS ON SHOPEE E-COMMERCE IN 

SOUTH JAKARTA 

 

By:  

Reza Zaki Fahrezi 

NPM: 223402516169 

Final Project, under the guidance of Dr. Drs. Suadi Sapta Putra M.Si.M. 

 

This study aims to analyze the influence of content marketing, electronic word of 

mouth, and FoMO on Gen-Z purchasing decisions for Samsung smartphones on 

the Shopeee e-commerce platform in South Jakarta. This study used primary data 

by distributing questionnaires to 100 Samsung smartphone users in South Jakarta. 

The data analysis was performed using SPSS (Statistical Package for Social 

Scientists) version 29 software. The results indicate that Content Marketing has a 

positive and significant effect on Gen-Z purchasing decisions for Samsung 

smartphones on the Shopeee e-commerce platform in South Jakarta. Electronic 

Word of Mouth has a positive and significant effect on Gen-Z purchasing 

decisions for Samsung smartphones on the Shopeee e-commerce platform in South 

Jakarta. FoMO also has a positive and significant effect on Gen-Z purchasing 

decisions for Samsung smartphones on the Shopeee e-commerce platform in South 

Jakarta. 
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