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ABSTRAK

KINAYA ALIQA WIJAYA. Pengaruh FOMO dan Peer Influence terhadap Niat
Beli Fesyen Virtual di Roblox pada Generasi Z. Dibimbing oleh MUCHAMAD
BACHTIAR dan ANGGI MAYANG SARL

Pesatnya ekonomi digital Indonesia mendorong pertumbuhan ekosistem
metaverse seperti Roblox. Platform ini menjadi ruang bagi Generasi Z untuk
mengkustomisasi avatar melalui pembelian fesyen virtual. Penelitian ini bertujuan
menganalisis pengaruh Fear of Missing Out (FOMO) dan peer influence terhadap
niat beli fesyen virtual, dengan attitude dan social value sebagai variabel mediasi.
Penelitian ini menggunakan metode kuantitatif dengan teknik survei terhadap 214
responden Generasi Z pengguna aktif Roblox di Jabodetabek. Data dianalisis
menggunakan PLS-SEM. Hasil analisis menunjukkan bahwa FOMO berpengaruh
signifikan terhadap niat beli, secara langsung maupun tidak langsung melalui
attitude. Peer influence tidak berpengaruh langsung terhadap niat beli, tetapi
menunjukkan efek tidak langsung yang signifikan melalui attitude. Social value
berpengaruh positif langsung terhadap niat beli, tetapi tidak memediasi pengaruh
FOMO maupun peer influence. Penelitian ini memiliki implikasi terhadap
pengembangan fitur beli instan berbasis interaksi visual antaravatar, kartu
justifikasi personal pada tahap checkout, serta fitur berbagi item fesyen virtual
melalui pesan langsung (direct message) di dalam platform.

Kata kunci: fesyen virtual, FOMO, niat beli, nilai sosial, pengaruh teman sebaya,
sikap

ABSTRACT

KINAYA ALIQA WIJAYA. The Influence of FOMO and Peer Influence on
Virtual Fashion Purchase Intention in Roblox among Generation Z. Supervised by
MUCHAMAD BACHTIAR and ANGGI MAYANG SARL

The rapid growth of Indonesia's digital economy has driven the
development of metaverse ecosystems such as Roblox. This platform serves as a
space for Generation Z to customize their avatars through the purchase of virtual
fashion. This study aims to analyze the effect of Fear of Missing Out (FOMO) and
peer influence on virtual fashion purchase intention, with attitude and social value
as mediating variables. This study used a quantitative method with an online survey
of 214 Generation Z respondents who are active Roblox users in Jabodetabek. Data
were analyzed using PLS-SEM. The results reveal that FOMO has a significant
effect on purchase intention, directly and indirectly through attitude. Peer influence
has no significant direct effect on purchase intention but shows a significant indirect
effect through attitude. Social value has a significant direct effect on purchase
intention but does not mediate the effect of either FOMO or peer influence. This
study has implications for developing an instant-buy feature triggered by avatar-to-
avatar visual interaction, a personalized justification card at checkout, and an in-
platform direct-message sharing feature for virtual fashion items.

Keywords: attitude, FOMO, peer influence, purchase intention, social value,
virtual fashion
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