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 The objective of this research is to examine the impact of Exposure to Influencers on 

TikTok on the intenssstion to purchase food products, with materialism as a mediator 

and Fear of Missing Out (FOMO) as a moderator among Generation Z in Padang City. 

Data was collected through an online questionnaire distributed to 142 respondents. 

The research employed a quantitative method with data analysis using Smart PLS 

and a bootstrap technique. The results reveal that (1) exposure to influencers has a 

significant effect on materialism, (2) exposure to influencers also significantly impacts 

the intention to purchase, (3) materialism significantly affects the intention to 

purchase, (4) FOMO does not moderate the relationship between exposure to 

influencers and purchase intention, and (5) materialism acts as a mediator in the 

relationship between exposure to influencers and purchase intention. These findings 

provide insights into how TikTok influencers affect consumer behavior and highlight 

the role of materialism in this process, while showing that FOMO does not play a 

significant moderating role. 
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INTRODUCTION 

In the era of the Fourth Industrial Revolution, marked by rapid advancements in internet technology, 

social media has become a primary platform for marketing and product promotion. Among these 

platforms, TikTok stands out as one of the most popular, especially among younger generations. 

TikTok, launched by ByteDance in 2016, allows users to create, share, and watch short videos with 

music, special effects, and creative filters. Its sophisticated algorithm customizes content based on user 

preferences, creating a highly personalized and addictive experience. TikTok is not only a source of 

entertainment but also a powerful marketing tool. TikTok influencers play a significant role in 

influencing consumer behavior, particularly in shaping purchase intentions for food and beverage 

products. 

A survey conducted by the Indonesian Internet Service Providers Association (APJII, 2022), as 

reported by KompasTekno (Riyanto & pertiwi, 2024), shows that Generation Z has the highest internet 

usage in Indonesia, followed by millennials and Generation X. TikTok was the most downloaded app 

in Indonesia in 2023, reflecting a shift in user preferences towards creative and interactive short video 

content (muhamad, 2024b). A survey by Populix (muhamad, 2024b) found that 86% of respondents in 
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Indonesia had shopped through social media, with TikTok being the most popular platform. This is 

consistent with findings from the IDN Research Institute and Advisia (muhamad, 2024a), which 

revealed that 62% of Generation Z respondents in Indonesia are swayed by advertisements on social 

media. 

According to Statista.com (2023), influencers like Fuji, Nagita Slavina, and Fadil Jaidi have 

significant influence in the food and beverage industry, reaching a broad audience and impacting 

Generation Z's purchase intentions. A survey conducted by the researcher among Generation Z 

respondents showed that TikTok significantly influences their purchase intentions, with the majority 

willing to buy products promoted on the platform. These findings support previous research indicating 

that Generation Z is highly engaged with social media and influenced by its content (Anderson & Jiang, 

2018). 

Purchase intention is a critical indicator of consumer behavior, reflecting an individual's 

tendency to buy specific products. Influencer marketing has proven effective due to its ability to build 

trust and personal connections with audiences. Influencers on TikTok can provide credible and 

trustworthy product recommendations (Lou & Yuan, 2019). 

FOMO (Fear of Missing Out), often occurs because of social media and drives individuals to 

engage in consumptive behavior to stay connected with trends (Przybylski et al., 2013). Materialism 

also mediates the relationship between social comparison and purchase intentions, with individuals 

driven by materialism more likely to buy products promoted by influencers (Richins, 2013). Previous 

research (Dinh et al., 2023). highlights the significant impact of influencer imitation, materialism, and 

FOMO on purchase intentions. This study aims to investigate "The Influence of Exposure to Influencers 

on TikTok on Purchase Intentions for Food Products with Materialism as a Mediator and FOMO as a 

Moderator among Generation Z in Padang.". 

LITERATURE REVIEW 

Purchase intention refers to the desire and tendency of individuals to buy specific products or services 

in the near future. Psychological, social, and economic factors influence this decision, including 

motivation, perception, learning, group influence, and consumer decision-making (Schiffman et al., 

2010). According to (Ajzen, 1991), purchase intention is affected by three main factors: attitude toward 

the behavior, subjective norms, and perceived behavioral control. Attitude toward a behavior 

represents an individual's positive or negative assessment of a particular action. Subjective norms are 

social pressures to perform or not perform a behavior, while perceived behavioral control is the 

perception of the ease or difficulty in performing the action. In the context of social media, influencers 

play a crucial role in shaping positive attitudes toward the products they promote, which in turn 

enhances purchase intention. Recent studies indicate that interaction and trust in influencers can 

strengthen these three factors, thereby increasing consumer purchase intention (Tandon et al., 2021). 

(Cheung et al., 2020) found that exposure to influencers on social media significantly boosts purchase 

intention, especially if followers perceive influencers as credible and authentic. Generation Z, known 

for their digital connectivity, tends to be influenced by the reviews and recommendations provided by 

influencers they follow on TikTok. 
 Exposure to influencers on social media platforms like TikTok has become a significant 

phenomenon in recent years. Influencers can shape consumer perceptions, attitudes, and behaviors 

through the content they share due to their ability to create personal connections with their followers. 

Jin and Ryu (2020) found that influencers have a substantial impact on purchasing decisions through 

trust and engagement factors. Influencers create a favorable environment for brands to reach a broader 

audience in a more personal and trustworthy manner. Lou and Yuan (2019)  further show that 

influencer impact is not limited to cognitive aspects but also includes emotional aspects. Influencer 

content often evokes emotions and prompts followers to take certain actions, including purchasing 

promoted products. For Generation Z, an active demographic on social media, exposure to influencers 

on TikTok can significantly influence purchase intention. 
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 FOMO is a l psychologica ll phenomenon describing the a lnxiety or concern of missing out on 

va llualble experiences or informa ltion tha lt others a lre enjoying. On socia ll media l, FOMO is often triggered 

by influencer content showca lsing a lppealling lifestyles a lnd desira lble products. Przybylski et a ll. (2013) 

identified tha lt FOMO ca ln drive individua lls to frequently check socia ll media l a lnd follow the la ltest 

trends to reduce feelings of missing out. FOMO is a l strong consumer motiva ltor tha lt caln explalin 

consumer purcha lse beha lvior (Hodkinson, 2016), especia llly under the influence of influencer 

ma lrketing. Ba lker et all. (2016) revealled thalt FOMO significa lntly modera ltes the rela ltionship between 

exposure to socia ll media l content a lnd purchalse decisions. Individua lls experiencing high levels of 

FOMO a lre more likely to be influenced by product promotions from influencers beca luse they do not 

wa lnt to feel left out of trends or their socia ll groups. Therefore, FOMO ca ln strengthen the rela ltionship 

between exposure to influencers a lnd purcha lse intention, especia llly a lmong Genera ltion Z hea lvily 

influenced by socia ll media l. 
 Ma lteriallism is a l vallue orienta ltion where individua lls rega lrd the importa lnce of ma lteria ll 

possessions a lnd goods a ls a l prima lry goa ll in life. Richins a lnd Da lwson (Richins & Dawson, 2021) sta lte 

tha lt ma lteriallistic individua lls tend to ha lve al stronger desire to own goods they perceive a ls symbols of 

success a lnd ha lppiness. On socia ll media l, malteriallism is often reinforced by influencers showca lsing 

luxurious lifestyles a lnd bra lnded products. Hudders a lnd Pa lndela lere (2012) found tha lt ma lteriallism ca ln 

serve a ls a l medialtor in the rela ltionship between socia ll media l exposure a lnd purcha lse intention. 

Influencers often displa ly coveted goods, increa lsing ma lteria llism a lmong their followers. A Ls ma lteriallistic 

va llues rise, followers a lre more likely to develop purcha lse intentions for products promoted by 

influencers, believing tha lt owning such goods will enha lnce their socia ll sta ltus alnd well-being. 

Conceptuall Fra lmework alnd Hypothesis 
 

Influence of Exposure to Influencers on Purcha lse Intention 

Genera ltion Z, known a ls digita ll na ltives, is highly influenced by socia ll medial content, especia llly from 

influencers on pla ltforms like TikTok. Influencers on TikTok ca ln crealte al strong a lttralction to products 

through crea ltive alnd aluthentic content. Studies by Lou a lnd Yua ln (2019) show tha lt the trust a lnd 

enga lgement genera lted by influencers ca ln increa lse purcha lse intention a lmong their followers. 

A Ldditiona llly, (Cheung et al., 2020) reveall tha lt influencer credibility a lnd a luthenticity pla ly a l vita ll role in 

building purcha lse intention. Consistent exposure to trusted influencers' content ma lkes Genera ltion Z 

more likely to develop purcha lse intentions for promoted products. Therefore, exposure to TikTok 

influencers is a l significa lnt fa lctor influencing purcha lse intention a lmong Genera ltion Z(Dinh & Lee, 

2022). 

H1: Exposure to TikTok influencers will ha lve al significa lnt positive rela ltionship with the purcha lse 

intention of food a lnd bevera lge products almong Genera ltion Z in Pa ldalng. 

 

Influence of Exposure to Influencers on Ma lteriallism 

Exposure to influencers on socia ll media l caln a lffect ma lteriallistic va llues a lnd orienta ltion a lmong their 

followers. Influencers often promote luxurious lifestyles a lnd bra lnded goods, which ca ln reinforce 

ma lteriallistic va llues. Jin alnd Ryu (2020) indicalte thalt exposure to content fea lturing luxury a lnd bralnded 

items ca ln increa lse ma lteria llism a lmong consumers. Hudders a lnd Pa lndelalere (2012) find tha lt exposure 

to such content ma lkes individua lls vallue ma lteria ll goods a ls symbols of sta ltus a lnd success. For 

Genera ltion Z on TikTok, this exposure ca ln increalse malteria llism, lea lding them to see bralnded goods als 

a l waly to enha lnce socia ll sta ltus a lnd ha lppiness (Alfina et al., 2023). 

H2: Exposure to TikTok influencers will ha lve al significa lnt positive rela ltionship with ma lteriallism 

a lmong Generaltion Z in Pa lda lng. 

 

Influence of Malteriallism on Purchalse Intention 

Ma lteriallism ca ln serve als al prima lry motiva ltor in purcha lsing decisions. Individua lls with a l ma lteriallistic 

orienta ltion a lre more likely to desire goods they perceive a ls symbols of sta ltus a lnd success. Richins a lnd 
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Da lwson (2021) stalte tha lt ma lteriallism enha lnces the desire to own certa lin goods, believing tha lt 

ownership brings ha lppiness a lnd socia ll recognition. For Genera ltion Z on TikTok, increa lsed malteria llism 

due to influencer content ca ln directly influence purcha lse intention. Hudders a lnd Pa lndelalere (2012) 

support this view, showing tha lt ma lteriallistic individua lls a lre more likely to buy products promoted by 

influencers to a lchieve desired socia ll sta ltus(Dinh & Lee, 2022). 

H3: Ma lteriallism will ha lve a l significalnt positive rela ltionship with purcha lse intention for food a lnd 

bevera lge products on TikTok a lmong Genera ltion Z in Pa ldalng. 

 

Influence of Exposure to Influencers on Purchalse Intention Media lted by Malteria llism 

Exposure to TikTok influencers ca ln influence purcha lse intention through increa lsed malteriallism. 

Influencers promoting luxurious lifestyles a lnd bra lnded goods ca ln reinforce ma lteria llistic va llues almong 

their followers. (Dinh et al., 2023) identify tha lt increa lsed ma lteriallism caln media lte the relaltionship 

between socia ll media l exposure a lnd purcha lse intention. A Ls ma lteriallism increa lses, followers a lre more 

likely to develop purcha lse intentions for products promoted by influencers. Lou a lnd Yua ln (2019) a llso 

support this, showing tha lt visua llly a lnd emotiona llly a lppea lling content ca ln increa lse purcha lse intention 

through heightened ma lteria llistic orienta ltion. Therefore, ma lteriallism serves a ls al cruciall media ltor 

expla lining how exposure to TikTok influencers ca ln enha lnce purcha lse intention a lmong Genera ltion Z. 

H4: Ma lteriallism medialtes the rela ltionship between exposure to TikTok influencers a lnd purchalse 

intention for food a lnd bevera lge products a lmong Genera ltion Z in Pa ldalng. 

 

Influence of Exposure to Influencers on Purcha lse Intention Modera lted by FOMO 

Fea lr of Missing Out (FOMO) ca ln strengthen the rela ltionship between exposure to influencers a lnd 

purcha lse intention. FOMO describes the a lnxiety or fea lr of missing va llua lble experiences or informa ltion, 

often triggered by influencer content. Przybylski et a ll. (2013) identify tha lt FOMO ca ln increalse socia ll 

media l usa lge frequency a lnd the desire to follow the la ltest trends. Ba lker et all. (2016) a ldd tha lt FOMO 

significa lntly modera ltes the relaltionship between socia ll medial exposure alnd purcha lse decisions. 

Individua lls experiencing high levels of FOMO a lre more likely to respond positively to product 

promotions by influencers, a ls they do not wa lnt to feel left out of trends or socia ll groups. For Genera ltion 

Z on TikTok, FOMO ca ln a lmplify the influence of exposure to influencers on purcha lse intention, ma lking 

it a ln importa lnt modera lting falctor in this study (Dinh et al., 2023). 

H5: FOMO modera ltes the rela ltionship between exposure to TikTok influencers a lnd purchalse 

intention for food a lnd bevera lge products a lmong Genera ltion Z in Pa ldalng. 

 

 
Figure 1 Conceptua ll Fralmework 
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METHOD 

This study employs a l qua lntita ltive a lpproalch to a lnallyze the impa lct of Exposure to Influencer TikTok on 

purcha lse intention for food a lnd bevera lge products, with ma lteria llism serving a ls a l media lting va lria lble 

a lnd FOMO als al moderalting va lria lble. Daltal is collected through a ln online questionna lire utilizing a l 1 to 

5 Likert sca lle. The resea lrch is conducted in Pa ldalng City, Indonesia l, ta lrgeting Gen Z respondents. The 

purposive sa lmpling technique, a ls outlined by Sugiyono (2016), is used with specific criteria l: alctive 

TikTok users in Pa lda lng who follow a lt lea lst one prominent Indonesia ln food a lnd bevera lge influencer 

a lnd alre alged between 18 a lnd 27 yea lrs. Utilizing the representa ltive sa lmpling formula l by Ha lir et a ll. 

(2021), the study selects a l tota ll of 142 respondents. 

 The collected da ltal is a lnallyzed using Structura ll Equa ltion Modeling (SEM) with Pa lrtiall Lealst 

Squalres (PLS) pa lth modeling, fa lcilita lted by SmalrtPLS 4.0 softwa lre. This method a lllows for 

simulta lneous testing of both mea lsurement a lnd structura ll models. The a lnallysis includes descriptive 

sta ltistics to outline da lta l cha lralcteristics a lnd inferentia ll sta ltistics using PLS-SEM to eva llua lte the 

rela ltionships between va lria lbles a lnd test hypotheses. Va llidity alnd relialbility of the mea lsurement model 

a lre alssessed, while the structura ll model is exalmined ba lsed on Pa lth Coefficients, R-squa lred, f-squalred, 

a lnd Q-squalred metrics. Hypothesis testing is conducted to determine the significa lnce of relaltionships 

a lnd the effects of modera ltion within the model. 

RESULT ALND DISCUSSION 

The cha lralcteristics of respondents ba lsed on the na lmes of falmous Indonesia ln influencers who crea lte 

content a lbout food a lnd bevera lges followed in this study ca ln be seen in the following ta lble:  

Table 1 characteristics respondents based on the influencers 

Influencers Tota ll Persenta lge 

Fuji  22 15.49% 

Na lgita l Sla lvinal 7 4.93% 

Fa ldil ja lidi 26 18.31% 

Ra lffi ALhma ld 7 4.93% 

Nex Ca lrlos 9 6.34% 

Ta lmboy Kun 47 33.10% 

Ta lsyi ALtha lsyia l 9 6.34% 

Kea lnu A LGL 4 2.82% 

Codebluuuu 6 4.23% 

Fa lridal Nurha ln 3 2.11% 

Others  2 1.41% 

Tota ll  142 100% 

Source: Prima lry Daltal 2024 

 

In this study, the da lta l on influencers most frequently mentioned by respondents shows tha lt Ta lmboy 

Kun domina ltes with 47 mentions, a lccounting for 33.10% of the tota ll respondents. The overa lll tota ll of 

mentions is 142, reflecting the va lrious preferences of respondents towa lrd these influencers. 

 Da ltal a lnallysis in this study wa ls conducted using SMA LRT PLS version 4.1.0.6. The mea lsurement 

model a lssessed the va llidity alnd relia lbility of the resea lrch instruments using PLS-SEM. Subsequently, 

the structura ll model tested ca lusall rela ltionships a lnd hypotheses through predictive modeling with the 

Bootstra lpping technique. This a lpproa lch helps determine ca lusall links between va lria lbles alnd ensures 

tha lt the hypotheses a llign with the da lta l obta lined from respondents, a liming for va llid a lnd relialble results. 

 To mea lsure the extent to which indica ltors within a l construct a lre highly correla lted with ea lch 

other, commonly used indica ltors for a lssessing convergent va llidity alre A Lveralge Valrialnce Extralcted 

(A LVE) alnd Outer Loa lding va llues.  
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Table 2. Outer Loading 

 
Source: Prima lry Daltal 2024 

 

Ba lsed on the outer loa lding ta lble, a lll indica ltors halve aln outer loa lding va llue grealter tha ln 0.7 but if it is 

a lbove 0.6, it caln still be tolera lted, indica lting tha lt a lll indica ltors a lre vallid. Therefore, it ca ln be concluded 

tha lt the convergent va llidity of ea lch resealrch valrialble instrument in this study is relia lble. 

 
ETI 

(X) 

FOMO 

(Z) 

M 

(M) 

Niat 

Membeli 

(Y) 

Exposure to Influencers (X) 

Connecting with influencers on TikTok is a part of my daily 

activities 

 

0.818  

   

I am proud to tell people that I watch/read posts from 

influencers on TikTok 

0.819  
   

I dedicate a portion of my daily schedule to connecting with 

influencers on TikTok. 

0.819  
   

I feel disconnected if I do not connect with influencers on 

TikTok for a day. 

0.801  
   

I feel like part of the influencer community on TikTok. 0.846  
   

I would be sad if I could no longer connect with influencers 

on TikTok. 

0.823  
   

FOMO (Z) 

I worry that I will regret not buying food products endorsed 

by influencers on TikTok. 

 
 

0.892  

  

I would be concerned about missing out on food products 

endorsed by influencers on TikTok. 

 
0.911  

  

I worry that others have more satisfying things than I do by 

using food products endorsed by influencers on TikTok 

 
0.934  

  

I am concerned that others are having more fun with food 

products endorsed by influencers on TikTok while I am not. 

 
0.878  

  

I would feel left out of trends if I do not have food products 

endorsed by influencers on TikTok. 

 
0.932  

  

I would regret not experiencing food products endorsed by 

influencers on TikTok. 

 
0.921  

  

I would feel anxious about not using food products endorsed 

by influencers on TikTok. 

 
0.904  

  

I would feel bothered that I missed the opportunity to use food 

products endorsed by influencers on TikTok. 

 
0.903  

  

Materialism (M) 

The food I own says a lot about how well I am living my life. 

  
 

0.824  

 

Buying food gives me a lot of pleasure. 
  

0.871  
 

My life would be better if I had certain food products that I 

do not currently have. 

  
0.692  

 

I would be happier if I could afford to buy more food. 
  

0.866  
 

The food I own says a lot about how well I am living my life. 
  

0.712  
 

Purchase Intentuin /Niat Membeli (Y) 

I would be sad if I could no longer connect with influencers 

on TikTok. 

   
 

0.781  

Food products endorsed by influencers on TikTok influence 

my purchasing decisions. 

   
0.862  

I buy food products because I like the personality of the 

TikTok influencer who endorses the product. 

   
0.886  
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 A Ln A LVE vallue grea lter tha ln 0.5 indica ltes tha lt more tha ln ha llf of the va lria lnce in the indica ltors 

ca ln be explalined by the construct being mea lsured. The ta lble below shows the va llue of ALveralge 

Va lrialnce Extralcted (A LVE): 

 

Table 3. Average Variance Extracted (AVE) 

Average variance extrated (AVE) 

Exposure to Influencer  0.674  

FOMO  0.827  

Malteriallisme  0.635  

Nialt Membeli  0.713  

Source: Prima lry Daltal 2024 

 

Ba lsed on the ta lble 2. the results show tha lt the valrialbles Exposure to Influencer (X), Ma lteriallism (M), 

Fea lr of Missing Out (Z), a lnd Purcha lse Intention (Y) a lll ha lve A LVE vallues grea lter tha ln 0.5. This indica ltes 

tha lt more tha ln ha llf of the va lrialnce in the indica ltors ca ln be expla lined by the constructs being mea lsured. 

In other words, the va lrialbles in this study exhibit va llid convergent va llidity. 

 

Table 4. Discriminant Validity-HTMT 

 E T I  FOMO  M  NM  FOMO x E T I  

E T I      

FOMO  0.804      

M 0.725  0.717     

NM 0.841  0.745  0.807    

FOMO x E T I 0.582  0.563  0.436  0.557   

 Source: Prima lry Da ltal 2024 

 

Ba lsed on the da ltal processing results in Ta lble 3. alll HTMT (Heterotra lit-Monotra lit Raltio) vallues alre 

below 0.90. This indica ltes good discrimina lnt va llidity a lmong the mea lsured constructs. In other words, 

the constructs a lre sufficiently distinct from one a lnother, a lnd there a lre no serious issues with 

discrimina lnt validity (Henseler et al., 2015). HTMT va llues lower tha ln 0.90 suggest tha lt the correla ltions 

between different constructs a lre not excessively high, thereby confirming tha lt ealch construct mea lsures 

a l distinct concept. 

 

Table 5. Construct validity alnd Reliability 

Variable Cronbach’s Alpha Composite relialbility 

(rho_c) 

Desc. 

ETI (X) 0.903 0.925 Relialble 

FOMO (Z) 0.970 0.975 Relialble 

M (M) 0.855 0.896 Relialble 

NM (Y) 0.801 0.881 Relialble 

Source: Prima lry Daltal 2024 

 

Ba lsed on Ta lble 4, the va lria lbles exhibit good relia lbility in mea lsuring their respective constructs. 

Specifica llly, Cronba lch’s A Llpha l va llues exceed 0.6, a lnd Composite Relia lbility va llues a lre albove 0.7. These 

results indica lte tha lt the valria lbles demonstra lte sufficient interna ll consistency a lnd relia lbility, confirming 

their effectiveness in a lccura ltely mea lsuring the constructs they a lre intended to represent. 
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Talble 6. R-square 

 R-square adj 

Malteriallisme  0.430 

Nialt Membeli  0.622 

Source: Prima lry Daltal 2024 

 

Ba lsed on Ta lble 5, the R-squa lred vallue of 0.430 indica ltes tha lt the valrialble Malteria llism is expla lined by 

the independent va lrialble (Exposure to Influencer) a lnd the modera lting va lria lble (FOMO) to the extent 

of 43.0%. This mea lns tha lt 43.0% of the va lria lbility in Ma lteriallism ca ln be expla lined by the model, while 

the rema lining 57.0% is a lttributed to fa lctors not included in the model. 

 In contra lst, the R-squa lred va llue for Purcha lse Intention is 0.622, indica lting tha lt 62.2% of the 

va lrialbility in Purcha lse Intention is expla lined by the independent va lria lble (Exposure to Influencer), the 

modera lting va lrialble (FOMO), a lnd the medialting va lrialble (Malteriallism). Thus, 62.2% of the va lrialbility 

in Purcha lse Intention is a lccounted for by the model, with the rema lining 37.8% expla lined by other 

fa lctors not included in the model. 

Talble 7. Goodness of FIT-SRMR 

 Salturalted model  Estimalted model  

SRMR  0.076  0.091  

Source: Prima lry Daltal 2024 

 

The SRMR va llues for both models indica lte a l good fit with the observed da ltal. The sa lturalted model, 

with a ln SRMR of 0.076, shows a l very high level of fit, while the estima lted model, with a ln SRMR of 

0.091, a llso demonstra ltes al good fit, a llbeit slightly lower. This difference is expected a ls the estima lted 

model is a l simplified version compa lred to the sa ltura lted model, which includes a lll possible pa lralmeters 

Ta lble 8. F-Squalre 

 ETI FOMO M NM FOMO x ETI 

ETI    0.768  0.156   

FOMO     0.016   

M    0.128   

NM      

FOMO x ETI     0.013   

Source: Prima lry Daltal 2024 

 

The f-squa lre (f²) vallue mea lsures the effect size in the structura ll model, indica lting the influence of 

independent va lrialbles on dependent va lria lbles. ALn f² va llue of 0.768 shows tha lt Exposure to Influencer 

ha ls a l lalrge effect on Ma lteria llism, expla lining a l significa lnt portion of its va lria lbility. For Exposure to 

Influencer on Purcha lse Intention, a ln f² vallue of 0.156 indica ltes al modera lte effect, mea lning it still 

expla lins some va lria lbility in Purcha lse Intention, though less tha ln its effect on Ma lteria llism. A Ln f² vallue 

of 0.016 shows tha lt FOMO ha ls al very sma lll, allmost negligible, effect on Purcha lse Intention, suggesting 

it doesn't expla lin much va lria lbility in this outcome. A Ln f² vallue of 0.128 indica ltes tha lt Ma lteriallism ha ls 

a l moderalte effect on Purcha lse Intention, expla lining some va lrialbility in Purcha lse Intention, though not 

a ls much a ls Exposure to Influencer on Ma lteria llism. La lstly, a ln f² va llue of 0.013 shows tha lt the intera lction 

between FOMO a lnd Exposure to Influencer ha ls al very sma lll, nealrly negligible, effect on Purcha lse 

Intention.  

 Exposure to Influencer ha ls a l lalrge impa lct on Malteriallism a lnd al modera lte impa lct on Purcha lse 

Intention, while FOMO ha ls a l very sma lll impa lct on Purcha lse Intention. Ma lteriallism ha ls a l moderalte 

impa lct on Purcha lse Intention, a lnd the intera lction between FOMO a lnd Exposure to Influencer ha ls al 

very sma lll impa lct on Purcha lse Intention. These f-squa lre vallues help understa lnd the strength of the 

influence of ea lch independent va lrialble on the dependent va lrialbles within the structura ll model. 
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Hypothesis Testing  

In this hypothesis test, bootstra lpping will be a lpplied 5,000 times to mea lsure the significa lnce of a l 

pa lra lmeter. The criterial for significa lnce alre determined by a l t-sta ltistic grea lter tha ln 1.96 a lnd a l p-vallue 

less tha ln 0.05, als observed in the Pa lth Coefficients a lnd Specific Indirrect Effect. 

a l. Direct Hypothesis Testing 

 

Talble 9. Palth Coefficients 

 Originall 

salmple 

(O)  

Salmple 

mealn 

(M)  

Stalndalrd 

devialtion 

(STDEV)  

T staltistics 

(|O/STDEV|)  

P 

vallues 

Result 

ETI -> M  0.659  0.663  0.054  12.178  0.000 ALccepted 

ETI -> NM  0.392  0.400  0.095  4.142  0.000 ALccepted 

M -> NM 0.309  0.303  0.083  3.708  0.000 ALccepted 

FOMO x ETI -> 

NM 

-0.057  -0.049  0.055  1.031  0.303 Rejected 

Source: Prima lry Daltal 2024 

It is concluded from Ta lble 8 alnd the results of sta ltistica ll alnallysis using PLS tha lt: 

1. Exposure to Influencer (X) Positive a lnd Significa lnt on Ma lteriallism (M) 

The influence of Exposure to Influencer (X) on Ma lteria llism (M) is highly significa lnt, a ls shown 

by the da lta l: origina ll salmple vallue (O) = 0.659, sa lmple mea ln (M) = 0.663, sta lndalrd devialtion 

(STDEV) = 0.054, T sta ltistic = 12.178, alnd P vallue = 0.000. This indica ltes al strong a lnd sta ltistica llly 

significa lnt relaltionship between Exposure to Influencer (X) a lnd Malteriallism (M). Therefore, 

the hypothesis is a lccepted. 

2. Exposure to Influencer (X) Positive a lnd Significa lnt on Purcha lse Intention (Y) 

The influence of Exposure to Influencer (X) on Purcha lse Intention (Y) is a llso significa lnt, with 

da ltal showing: origina ll sa lmple va llue (O) = 0.392, salmple mea ln (M) = 0.400, sta lndalrd devialtion 

(STDEV) = 0.095, T sta ltistic = 4.142, alnd P va llue = 0.000. This confirms a l significa lnt rela ltionship 

between Exposure to Influencer (X) a lnd Purcha lse Intention (Y). Therefore, the hypothesis is 

a lccepted. 

3. Ma lteriallism (M) Positive a lnd Significa lnt on Purcha lse Intention (Y) 

Ma lteriallism (M) significa lntly influences Purcha lse Intention (Y), a ls evidenced by: origina ll 

sa lmple va llue (O) = 0.309, sa lmple mea ln (M) = 0.303, sta lnda lrd devialtion (STDEV) = 0.083, T 

sta ltistic = 3.708, a lnd P vallue = 0.000. This indica ltes al staltistica llly significa lnt rela ltionship 

between Ma lteria llism (M) a lnd Purcha lse Intention (Y). Therefore, the hypothesis is a lccepted. 

4. FOMO (Z) a lnd Exposure to Influencer (X) Not Significa lnt on Purcha lse Intention (Y). 

The intera lction between FOMO a lnd Exposure to Influencer (X) on Purcha lse Intention (Y) is not 

significa lnt. The da ltal shows: origina ll sa lmple va llue (O) = -0.057, salmple mea ln (M) = -0.049, 

sta lnda lrd devialtion (STDEV) = 0.055, T sta ltistic = 1.031, a lnd P va llue = 0.303. This indica ltes no 

significa lnt rela ltionship between the intera lction of FOMO a lnd Exposure to Influencer (X) on 

Purcha lse Intention (Y). Therefore, the hypothesis is rejected. 

 

b. Medialted/Indirrect Hypothesis Testing    

Ta lble 10. Specific Indirrect Effect 

 Originall 

salmple 

(O)  

Salmple 

mealn 

(M)  

Stalndalrd 

devialtion 

(STDEV)  

T staltistics 

(|O/STDEV|)  

P vallues Halsil 

ETI -> M -> NM  0.204  0.202  0.061  3.368  0.001 ALccepted 

Source: Prima lry Daltal 2024 

The influence of Exposure to Influencer (X) on Purcha lse Intention (Y) through Ma lteriallism (M) is 

significa lnt. The daltal shows: origina ll salmple va llue (O) = 0.204, salmple mea ln (M) = 0.202, sta lndalrd 
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devia ltion (STDEV) = 0.061, T sta ltistic = 3.368, a lnd P vallue = 0.001. The high T sta ltistic indica ltes al 

significa lnt difference between the origina ll sa lmple va llue alnd the sa lmple mea ln. The low P va llue 

suggests tha lt the likelihood of these results occurring by cha lnce is very sma lll. Therefore, the 

rela ltionship between Exposure to Influencer (X) a lnd Purcha lse Intention (Y) through Ma lteriallism (M) 

is sta ltistica llly a lccepted, indica lting tha lt this media ltion pa lth ha ls al significa lnt effect on Purcha lse Intention 

(Y). 

 
Figure 2. Hypothesis Testing  

DISCUSSION 

The Influence of TikTok Influencer Exposure on Ma lteriallism in Food Products 

The results indica lte tha lt the more frequently individua lls alre exposed to influencers, the more likely 

they a lre to develop ma lteria llistic a lttitudes. Influencers often portra ly lifestyles centered a lround the 

consumption of luxury goods or a l wea llthy ima lge, which in turn ma ly drive their followers to a ldopt 

ma lteriallistic va llues. ALccording to Socia ll Compa lrison Theory, individua lls often compa lre themselves to 

others a ls al waly to eva llualte themselves. Influencers, who frequently showca lse seemingly perfect a lnd 

luxurious lifestyles, ca ln become objects of compa lrison, lea lding followers to feel the need to own luxury 

items to feel equall or superior. Consumer Culture Theory suggests tha lt modern society is hea lvily 

influenced by consumer culture, where ma lteriallistic va llues alnd the possession of goods a lre seen als 

determina lnts of socia ll sta ltus a lnd ha lppiness. Influencers, a ls palrt of popula lr culture, pla ly al cruciall role 

in reinforcing these norms through their content. 

 Shrum, L. J., Wong, N., A Lrif, F., Chuga lni, S., & Gunz, A L. (2013) exalmined the rela ltionship 

between media l exposure a lnd ma lteria llistic va llues, finding tha lt exposure to content highlighting 

consumption a lnd luxurious lifestyles ca ln increa lse ma lteria llism levels a lmong consumers. This supports 

the theory tha lt influencers ca ln a lffect malteriallistic orienta ltions, a ls ma lteriallistic goa lls alre often linked to 

media l exposure tha lt prioritizes wea llth alnd socia ll staltus (Dinh et al., 2023). The a lna llysis results show 

tha lt exposure to influencers is closely rela lted to aln increa lse in malteria llism. Influencers often promote 

lifestyles focused on consuming luxury goods, which ca ln encoura lge their followers to a ldopt 

ma lteriallistic va llues. This significa lnt a lnd strong rela ltionship indica ltes tha lt influencers ha lve a l 

considera lble impa lct on sha lping ma lteriallistic a lttitudes a lnd vallues almong consumers. 

The Influence of TikTok Influencer Exposure on Purcha lse Intention. 

The results indica lte tha lt influencers pla ly a ln essentia ll role in sha lping consumers' purcha lse intentions 

towa lrds food products. When consumers a lre frequently exposed to influencers promoting specific food 

products, they a lre more likely to be interested a lnd inclined to purcha lse those products. 

 Socia ll Influence Theory sta ltes tha lt individua lls a lre often influenced by the opinions or a lctions 

of others, especia llly if they a ldmire or respect those individua lls. Influencers, who a lre often seen a ls 

a luthorita ltive figures or role models in specific niches, ca ln influence consumer decisions through their 

recommenda ltions. The Theory of Pla lnned Beha lvior (TPB) sta ltes tha lt the intention to perform a ln a lction 
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(e.g., purcha lsing a l product) is influenced by a lttitudes towa lrd the a lction, subjective norms, a lnd 

perceived beha lviora ll control. Influencers ca ln alffect alll three a lspects: they ca ln shalpe positive a lttitudes 

towa lrd a l product, reinforce socia ll norms supporting the purcha lse, alnd increa lse consumers' perceived 

control over purcha lsing decisions. 

 Jin, S. V., & Phua l, J. (2014) found tha lt exposure to influencer content on socia ll media l caln 

increa lse consumers' purcha lse intentions, especia llly when the influencer ha ls high credibility. Lou, C., 

& Yua ln, S. (2019) showed tha lt content delivered by influencers ca ln enha lnce purcha lse intentions by 

increa lsing consumers' trust in the bra lnd alnd product being promoted. This study's results a lre allso 

consistent with previous resea lrch (Dinh et al., 2023), showing tha lt exposure to influencers positively 

a lnd significa lntly impa lcts consumers' purcha lse intentions. The a lnallysis results show tha lt exposure to 

influencers pla lys a l cruciall role in sha lping consumers' intentions to purcha lse food products. With a l 

positive a lnd significa lnt origina ll sa lmple va llue, influencers ha lve been proven to drive purcha lsing 

decisions through their influence on socia ll media l or other pla ltforms. These results support the theory 

tha lt influencers ca ln be a ln effective ma lrketing tool in promoting products, especia llly consumer 

products like food. 

 

The Influence of Ma lteriallism on Purcha lse Intention for Food Products 

The results indica lte tha lt individua lls with high levels of ma lteriallism tend to ha lve stronger intentions to 

purcha lse products. Ma lteriallism, which empha lsizes the importa lnce of possessing ma lteriall goods a ls al 

mea lsure of success or ha lppiness, tends to drive individua lls to ma lke purcha lses more frequently, 

especia llly for products tha lt ca ln enha lnce socia ll staltus or provide emotiona ll sa ltisfalction. 

 A Lccording to Self-Determina ltion Theory (SDT), ma lteria llism is often driven by the pursuit of 

externa ll needs, such a ls recognition or socia ll sta ltus, ra lther tha ln intrinsic needs. When individua lls 

pursue ma lteria llistic goa lls, they a lre more likely to ha lve strong intentions to purcha lse products tha lt a lre 

perceived to meet those needs. In the Theory of Pla lnned Beha lvior, purchalse intentions a lre influenced 

by a lttitudes, subjective norms, a lnd perceived beha lviora ll control. Ma lteriallism ca ln reinforce positive 

a lttitudes towa lrd purchalsing goods a ls al mea lns to alchieve ha lppiness or socia ll staltus, thus increa lsing 

purcha lse intentions. 

 Resea lrch by Richins & Da lwson (2021) identified tha lt individua lls with ma lteriallistic va llues tend 

to ha lve positive a lttitudes towa lrds consumption a lnd a lre more likely to enga lge in excessive purcha lsing 

beha lvior. Cha ln, K., & Prenderga lst, G. (2017) showed tha lt ma lteriallism is closely rela lted to purcha lse 

intentions, especia llly a lmong teena lgers who tend to eva llualte themselves a lnd others ba lsed on ma lteriall 

possessions. The a lna llysis results show tha lt ma lteriallism ha ls al significa lnt positive influence on purcha lse 

intentions. This mea lns tha lt more ma lteria llistic individua lls alre more likely to ha lve strong intentions to 

purcha lse products, especia llly products tha lt ca ln enha lnce their self-ima lge or socia ll sta ltus. 

 

The Influence of FOMO in Modera lting the Rela ltionship Between TikTok Influencer Exposure a lnd 

Purcha lse Intention 

While FOMO (Fea lr of Missing Out) is theoretica llly considered a l falctor tha lt drives consumer beha lvior 

a lnd increalses purcha lse intentions, these results indica lte tha lt in this specific context (food products), 

FOMO ma ly not be releva lnt or strong enough to a lffect the rela ltionship between exposure to influencers 

a lnd purcha lse intentions. 

 Ba lsed on Socia ll Compa lrison Theory, individua lls tend to compa lre themselves with others to 

eva llualte themselves. In this context, a llthough FOMO ca ln a lrise from exposure to influencers, it does 

not a lppealr to be strong enough to significa lntly influence purcha lsing decisions for food products. 

A Lccording to the Theory of Pla lnned Beha lvior, the intention to purcha lse al product is hea lvily influenced 

by a lttitudes, subjective norms, a lnd perceived beha lviora ll control. In this ca lse, FOMO ma ly not ha lve a l 

significa lnt role in influencing purcha lse intentions if it does not sufficiently strengthen the a lttitudes or 

norms supporting the purcha lse of food products. Tugrul, O., & Ka lyalbalşı, AL. (2018) showed tha lt FOMO 

ca ln influence the rela ltionship between exposure to influencers a lnd purcha lse intentions, but its impa lct 

va lries depending on the type of product a lnd socia ll context. In the ca lse of more functiona ll products like 
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food, FOMO ma ly not pla ly a l significa lnt role. (Przybylski et al., 2013) resealrched how FOMO ca ln 

influence individua ll decisions in different contexts but empha lsized tha lt the impa lct of FOMO is highly 

contextua ll alnd maly not allwa lys be significa lnt depending on the situa ltion or product being considered. 

 The study results indica lte tha lt allthough FOMO is often seen a ls al falctor influencing consumer 

beha lvior, in this context, its effect is not significa lnt. This ma ly suggest tha lt for food products, purcha lsing 

decisions a lre more influenced by other fa lctors, such a ls persona ll preferences, needs, or ha lbits, ralther 

tha ln socia ll pressures like FOMO (Dwisuardinata & Darma, 2022). 

 

The Influence of Ma lteria llism Media lting the Rela ltionship Between TikTok Influencer Exposure a lnd 

Purcha lse Intention 

Ma lteriallism a lcts als a l media ltor in this rela ltionship, mea lning tha lt exposure to influencers not only 

directly a lffects purcha lse intentions but a llso through increa lsed malteriallistic a lttitudes. In other words, 

influencers increa lse ma lteria llism a lmong consumers, a lnd this ma lteria llism, in turn, heightens their 

intention to purcha lse food products promoted by influencers. The va llue of 0.20 indica ltes tha lt this 

media ltion effect is not la lrge but still significa lnt. This ma ly mea ln tha lt a llthough ma lteriallism influences 

purcha lse intentions, other fa lctors ma ly be more domina lnt in influencing consumers' decisions to 

purcha lse food products. 

 Ba lsed on Socia ll Compa lrison Theory, consumers tend to compa lre themselves with others, 

especia llly those perceived to ha lve better or more luxurious lifestyles, such a ls influencers. Influencers, 

through the lifestyles they promote, ca ln drive consumers to pursue ma lteria ll goods a ls al wa ly to alchieve 

the desired socia ll sta ltus. Consumer Culture Theory suggests tha lt ma lteriallism in this context ca ln be 

seen a ls a l result of consumer culture driven by socia ll media l alnd influencers. Consumers develop the 

belief tha lt halppiness a lnd saltisfa lction ca ln be obta lined through ma lteriall possession, a lnd influencers pla ly 

a l crucia ll role in reinforcing this belief. Ma lteriallism ca ln be mea lsured, alnd how ma lteria llistic va llues caln 

influence consumption beha lvior, including how consumers ma ly be motiva lted by ma lteria llism to 

purcha lse products promoted by influencers (Richins & Dawson, 2021). Malteriallism ca ln be triggered by 

socia ll influence a lnd compa lrison, including through exposure to influencers, a lnd how this a lffects 

consumption beha lvior (Shrum, L. J., Wong, N., Arif, F., Chugani, S., & Gunz, 2013). These results 

indica lte tha lt malteriallism pla lys al significa lnt role als al media ltor in the rela ltionship between exposure to 

influencers a lnd purcha lse intentions for food products. A Llthough this media ltion effect is not la lrge, it is 

significa lnt, showing tha lt influencers not only directly a lffect purcha lse intentions but a llso through 

increa lsing ma lteria llistic a lttitudes a lmong consumers. This underscores the importa lnce of understa lnding 

the psychologica ll alnd socia ll roles tha lt influencers pla ly in sha lping consumption beha lvior. 

 

CONCLUSSION 

This study exa lmines the rela ltionships between exposure to influencers, ma lteriallism, purcha lse 

intention, a lnd the modera lting role of Fea lr of Missing Out (FOMO). The ma lin conclusions of the 

resea lrch alre als follows: 

1. Exposure to influencers ha ls a l significa lnt positive effect on ma lteria llism. This result indica ltes 

tha lt the more frequently or intensely a ln individua ll is exposed to influencers, the higher their 

tendency to exhibit ma lteria llistic tra lits. In other words, influencer exposure ca ln encoura lge 

individua lls to pla lce grea lter va llue on ma lteriall possessions or desires for luxury foods. 

2. Exposure to influencers ha ls a l significa lnt positive effect on purcha lse intention. This finding 

shows tha lt the more often individua lls see or follow influencers, the higher their likelihood of 

intending to purcha lse products or services promoted by these influencers. Influencers ca ln 

influence purcha lsing decisions through their recommenda ltions or reviews. 

3. Ma lteriallism ha ls a l significa lnt positive effect on purcha lse intention. The results suggest tha lt the 

higher a ln individua ll's level of ma lteriallism, the grea lter their intention to buy products. 

Ma lteriallistic individua lls a lre more motiva lted to ma lke purcha lses to saltisfy their desire for 

ma lteriall goods. 
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4. FOMO does not modera lte the rela ltionship between exposure to influencers a lnd purcha lse 

intention. This finding indica ltes tha lt Fealr of Missing Out (FOMO) does not impa lct the strength 

of the rela ltionship between exposure to influencers a lnd purcha lse intention. Whether or not a ln 

individua ll experiences FOMO, the influence of exposure to influencers on purcha lse intention 

rema lins the sa lme. 

5. Ma lteriallism media ltes the rela ltionship between exposure to influencers a lnd purcha lse intention. 

Ma lteriallism a lcts als a ln intermedia lry between exposure to influencers a lnd purcha lse intention. 

This mea lns tha lt exposure to influencers increa lses aln individua ll's ma lteria llism, which in turn 

enha lnces their purcha lse intention. In other words, influencers a lffect purcha lse intention 

indirectly through a ln increa lse in ma lteriallism. 

REFERENCES 

Ajzen, I. (1991). The Theory Of Planned Behavior. Organizational Behavior and Human Decision Processes, 

50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 

Alfina, Hartini, S., & Mardhiyah, D. (2023). FOMO Related Consumer Behaviour In Marketing Context: 

A Systematic Literature Review. Cogent Business and Management, 10(3). 

https://doi.org/10.1080/23311975.2023.2250033 

Anderson, & Jiang. (2018). Teens, Social Media and Technology 2018. Pew Research Center. 

https://www.pewresearch.org/internet/2018/05/31/teens-social-media-technology-2018/ 

APJII. (2022). profil internet indonesia 2022. Power Point Slides. https://apjii.or.id/ 

Baker, Z. G., Krieger, H., & LeRoy, A. S. (2016). Fear Of Missing Out: Relationships With Depression, 

Mindfulness, And Physical Symptoms. Translational Issues in Psychological Science, 2(3), 275–282. 

https://doi.org/10.1037/tps0000075 

Chan, K., & Prendergast, G. (2017). Materialism and Social Comparison Among Adolescents. Social 

Behavior and Personality: An International Journal. 

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The Influence Of Perceived Social Media Marketing 

Elements On Consumer–Brand Engagement And Brand Knowledge. Asia Pacific Journal of 

Marketing and Logistics, 32(3), 695–720. https://doi.org/10.1108/APJML-04-2019-0262 

Dinh, T. C. T., & Lee, Y. (2022). “I want to be as trendy as influencers” – how “fear of missing out” leads 

to buying intention for products endorsed by social media influencers. Journal of Research in 

Interactive Marketing, 16(3), 346–364. https://doi.org/10.1108/JRIM-04-2021-0127 

Dinh, T. C. T., Wang, M., & Lee, Y. (2023). How Does the Fear of Missing Out Moderate the Effect of 

Social Media Influencers on Their Followers’ Purchase Intention? SAGE Open, 13(3), 1–13. 

https://doi.org/10.1177/21582440231197259 

Dwisuardinata, I. B. N., & Darma, G. S. (2022). The Impact of Social Influence, Product Knowledge, and 

Fear of Missing Out (FOMO) towards Purchase Intention on Alcoholic Beverage in Bali. Binus 

Business Review, 14(1), 1–11. https://doi.org/10.21512/bbr.v14i1.8919 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). An Introduction to 

Structural Equation Modeling (pp. 1–29). https://doi.org/10.1007/978-3-030-80519-7_1 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A New Criterion For Assessing Discriminant Validity 

In Variance-Based Structural Equation Modeling. Journal of the Academy of Marketing Science, 43(1), 

115–135. https://doi.org/10.1007/s11747-014-0403-8 

Hodkinson. (2016). ‘Fear of missing out’ (FOMO) marketing appeals: a conceptual model. Journal of 

Marketing Communications, 25, 1–24. 

Hudders, L., & Pandelaere, M. (2012). The Silver Lining of Materialism: The Impact of Luxury 

Consumption on Subjective Well-Being. Journal of Happiness Studies, 13(3), 411–437. 

https://doi.org/10.1007/s10902-011-9271-9 



Bahri & Dwita / Malrketing Malnalgement Studies 5 (1, 2025, 30-43 

43 
 

Jin, S. V., & Phua, J. (2014). Following Celebrities’ Tweets About Brands: The Impact of Twitter-Based 

Electronic Word-of-Mouth on Consumers’ Source Credibility Perception, Buying Intention, and 

Social Identification with Celebrities. Journal of Advertising. 

Jin, & Ryu. (2020). The Paradox Of Sponsored Content: How Exposure To Influencers’ Sponsored 

Content Drives Materialism And Envy, Which Then Lead To Negative Effects On Followers’ Well-

Being. Journal of Interactive Advertising, 20(1), 15–27. 

https://doi.org/https://doi.org/10.1080/15252019.2020.1723587 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect Consumer 

Trust of Branded Content on Social Media. Journal of Interactive Advertising, 19(1), 58–73. 

https://doi.org/10.1080/15252019.2018.1533501 

muhamad, N. (2024a). Iklan Media Sosial Jadi Platform yang Paling Mempengaruhi Gen Z. Databoks.Com. 

https://databoks.katadata.co.id/datapublish/2024/02/05/iklan-media-sosial-jadi-platform-yang-

paling-mempengaruhi-gen-z#:~:text=Hasil survei IDN Research Institute bersama Advisia 

menunjukkan%2C,Z yang sering memblokir iklan saat menjelajah internet. 

muhamad, N. (2024b). Tiktok, Aplikasi yang Paling Banyak Diunduh di Indonesia pada 2023. Databoks.Com. 

https://databoks.katadata.co.id/datapublish/2024/02/27/tiktok-aplikasi-yang-paling-banyak-

diunduh-di-indonesia-pada-2023 

Przybylski, Murayama, DeHaan, & Gladwell. (2013). Motivational, Emotional, And Behavioral 

Correlates Of Fear Of Missing Out. Computers in Human Behavior, 29(4), 1841–1848. 

https://doi.org/https://doi.org/10.1016/j.chb.2013.02.014 

Richins. (2013). When Wanting Is Better than Having: Materialism, Transformation Expectations, and 

Product-Evoked Emotions in the Purchase Process. Journal of Consumer Research, 40(1), 1–18. 

https://doi.org/https://doi.org/10.1086/669256 

Richins, & Dawson. (2021). A Consumer Values Orientation For Materialism And Its Measurement. 

Journal of Consumer Research, 19, 303–316. 

Riyanto,  galuh putri, & pertiwi,  wahyu kusuma. (2024, February 4). Pengguna Internet Indonesia 

Tembus 221 Juta, Didominasi Gen Z. Kompas.Com. 

https://tekno.kompas.com/read/2024/02/01/09300027/pengguna-internet-indonesia-tembus-221-

juta-didominasi-gen-z 

Satista.com. (2023). Influencers Terkenal Untuk Promosi Makanan Dan Minuman Di Indonesia Per 

Oktober2023. Advertising & Marketing. https://www.statista.com/topics/7090/influencer-

marketing-in-indonesia/#topicOverview 

Schiffman, Kanuk, & Wisenblit. (2010). Consumer behavior (10th, illust ed.). Pearson Prentice Hall, 2010. 

https://books.google.co.id/books/about/Consumer_Behavior.html?id=3WhKPgAACAAJ&redir_

esc=y 

Shrum, L. J., Wong, N., Arif, F., Chugani, S., & Gunz, A. (2013). Materialism: The Good, the Bad, and 

the Ugly. Journal of Marketing Theory and Practice. 

Shrum, L. J., Wong, N., Arif, F., Chugani, S., Gunz, A., Lowrey, T. M., ... & Sundie, J. (2013). 

Reconceptualizing Materialism as Identity Goal Pursuits: Functions, Processes, and 

Consequences. Journal of Business Research. 

sugiyono. (2016). Metode Penelitian kuantitatif, kualitatif dan D & D. Alfabeta. 

Tandon, A., Dhir, A., Talwar, S., Kaur, P., & Mäntymäki, M. (2021). Dark consequences of social media-

induced fear of missing out (FoMO): Social media stalking, comparisons, and fatigue. Technological 

Forecasting and Social Change, 171(June). https://doi.org/10.1016/j.techfore.2021.120931 

Tugrul, O., & Kayabaşı, A. (2018). The Role of Social Media Influencers in Shaping the Behavioral 

Intentions of Consumers: The Moderating Role of FOMO. Journal of Behavioral Science. 

 


