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Nama   : Rizky Haydar Nayaka Sukma 

Program Studi : Ilmu Komunikasi 

Judul   : Pengaruh Fear Of Missing Out Terhadap Keputusan Pembelian 

Blind Box Pada Kalangan Gen Z (Survei Pada Pelanggan MINISO 

Jakarta Timur) 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Fear of Missing Out (FOMO) 

terhadap keputusan pembelian blind box pada kalangan Generasi Z pelanggan 

MINISO di Jakarta Timur. Penelitian menggunakan pendekatan kuantitatif dengan 

metode survei terhadap 100 responden yang dipilih melalui teknik non-probability 

purposive sampling. Instrumen penelitian berupa kuesioner dengan skala Likert 

yang telah diuji validitas dan reliabilitasnya. Analisis data menggunakan uji 

korelasi Product Moment Pearson, koefisien determinasi, regresi linier sederhana, 

uji F, dan uji t. Hasil penelitian menunjukkan terdapat hubungan positif dan kuat 

antara FOMO dan keputusan pembelian blind box (r = 0,782; p < 0,05). Koefisien 

determinasi sebesar 61,2% mengindikasikan FOMO memberikan kontribusi 

signifikan terhadap keputusan pembelian, sedangkan 38,8% dipengaruhi faktor 

lain. Uji hipotesis membuktikan FOMO berpengaruh signifikan terhadap keputusan 

pembelian blind box. Temuan ini mengonfirmasi relevansi teori Stimulus-

Organism-Response dalam menjelaskan perilaku konsumen Generasi Z yang 

responsif terhadap tren, eksklusivitas produk, dan dorongan emosional dalam 

konteks pembelian blind box. 

Kata Kunci: Fear of Missing Out, Keputusan Pembelian, Blind Box, Generasi Z, 

MINISO 
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Name    : Rizky Haydar Nayaka Sukma 

Study Program : Communication Science 

Title   : The Influence Of Fear Of Missing Out On Blind Box Purchase 

Decisions Among Gen Z (Survey Of MINISO Customers In East 

Jakarta)   

ABSTRACT 

This study aims to analyze the influence of Fear of Missing Out (FOMO) on blind 

box purchase decisions among Generation Z customers of MINISO in East Jakarta. 

The research employed a quantitative approach with a survey method involving 100 

respondents selected through non-probability purposive sampling technique. The 

research instrument was a Likert scale questionnaire that had been tested for 

validity and reliability. Data analysis utilized Product Moment Pearson correlation 

test, coefficient of determination, simple linear regression, F-test, and t-test. The 

results indicate a strong positive relationship between FOMO and blind box 

purchase decisions (r = 0.782; p < 0.05). The coefficient of determination of 61.2% 

suggests that FOMO significantly contributes to purchase decisions, while 38.8% 

is influenced by other factors. Hypothesis testing confirms that FOMO significantly 

affects blind box purchase decisions. These findings validate the relevance of 

Stimulus-Organism-Response theory in explaining Generation Z consumer 

behavior that is responsive to trends, product exclusivity, and emotional impulses 

in the context of blind box purchases. 

Keywords: Fear of Missing Out, Purchase Decision, Blind Box, Generation Z, 

MINISO 
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