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ABSTRAK 

AZIZAH INAYAH DAENG MANGALI. Pembelian Impulsif Collectible Art 

Toys: Pengaruh Media Sosial, FoMO, Materialisme, dan Motivasi Hedonis pada 

Generasi Z. Dibimbing oleh LILIK NOOR YULIATI. 

Generasi Z dikenal memiliki kecenderungan terhadap perilaku pembelian 

impulsif. Collectible art toys menjadi salah satu produk tren yang diminati, seiring 

meningkatnya eksposur terhadap budaya digital dan tren visual. Penelitian ini 

bertujuan menganalisis pengaruh penggunaan media sosial, fear of missing out, 

materialisme, dan motivasi hedonis terhadap pembelian impulsif. Penelitian 

menggunakan desain cross-sectional melibatkan 207 contoh Generasi Z yang aktif 

menggunakan media sosial dan pernah membeli collectible art toys dalam satu 

tahun terakhir. Data dianalisis menggunakan analisis deskriptif, korelasi, dan 

Structural Equation Modeling (SEM). Hasil menunjukkan bahwa usia dan 

pendapatan merupakan karakteristik yang berhubungan signifikan dengan sebagian 

besar variabel penelitian. Penelitian ini menunjukkan bahwa FoMO, materialisme, 

dan motivasi hedonis menjadi faktor yang mempengaruhi pembelian impulsif 

collectible art toys. Penggunaan media sosial dan materialisme memiliki pengaruh 

tidak langsung terhadap pembelian impulsif collectible art toys melalui motivasi 

hedonis. Berdasarkan hasil penelitian, disarankan pengembangan strategi edukasi 

konsumen untuk mendorong pengambilan keputusan pembelian yang lebih bijak 

oleh Generasi Z. 

 

Kata kunci: collectible art toys, fear of missing out, generasi z, materialisme, 

motivasi hedonis, pembelian impulsif, penggunaan media sosial 

 

ABSTRACT 

AZIZAH INAYAH DAENG MANGALI. Impulsive Buying of Collectible Art 

Toys: The Influence of Social Media, FoMO, Materialism, and Hedonic Motivation 

Among Generation Z. Supervised by LILIK NOOR YULIATI. 

Generation Z is known to have a tendency toward impulsive buying behavior. 

Collectible art toys have become a popular trend, coinciding with increasing 

exposure to digital culture and visual trends. This study aims to analyze the 

influence of social media use, fear of missing out (FoMO), materialism, and 

hedonic motivation on impulsive buying. The study employed a cross-sectional 

design involving 207 Generation Z respondents who are active social media users 

and have purchased collectible art toys within the past year. Data were analyzed 

using descriptive statistics, correlation, and Structural Equation Modeling (SEM). 

The results indicate that age and income are characteristics significantly associated 

with most study variables. The study demonstrates that FoMO, materialism, and 

hedonic motivation influence impulsive buying of collectible art toys. Social media 

use and materialism indirectly affect impulsive buying of collectible art toys 

through hedonic motivation. Based on these findings, it is recommended to develop 

consumer education strategies to encourage wiser purchasing decisions among 

Generation Z. 

 

Keywords: collectible art toys, fear of missing out, generation z, hedonic motivation, 

impulsive buying, materialism, social media use  
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