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ABSTRAK 

Keputusan pembelian adalah hasil dari interaksi antara kebutuhan, motivasi, 

persepsi, dan sikap konsumen terhadap produk atau jasa yang ditawarkan oleh pemasar. 

Keputusan pembelian konsumen dipengaruhi oleh sikap dan norma subjektif terhadap 

produk atau layanan yang ditawarkan. Penelitian ini bertujuan untuk menguji pengaruh 

viral marketing dan fear of missing out terhadap keputusan pembelian. Penelitian ini 

berjenis deskriptif kuantitatif dengan sumber data berasal dari penyebaran kuesioner. 

Sebanyak 100 responden berhasil dikumpulkan melalui penyebaran kuesioner kepada 

konsumen produk Mixue di Kota Palembang, Indonesia dengan menggunakan teknik 

kombinasi antara accidental sampling dengan homogeneous sampling. Teknik analisis 

yang digunakan adalah teknik kuantitatif dari hasil penyebaran kuesioner. Hasil analisis 

menunjukkan bahwa secara parsial viral marketing dan fear of missing out masing-

masing berpengaruh positif dan signifikan terhadap peningkatan keputusan pembelian 

(prob < 0,001 < alpha = 0,05). Serta secara simultan, bahwa variabel  viral marketing dan 

fear of missing out bersama-sama berpengaruh positif terhadap peningkatan keputusan 

pembelian (prob <  0.001 < alpha = 0.05). 

Kata Kunci: Viral Marketing, Fear of Missing Out, Keputusan Pembelian 
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ABSTRACT 

The purchasing decision is the result of the interaction between consumers' needs, 

motivations, perceptions, and attitudes towards products or services offered by 

marketers. Consumer purchasing decisions are influenced by their attitudes and 

subjective norms towards the products or services offered. This research aims to examine 

the influence of viral marketing and fear of missing out on purchasing decisions. The 

research is of a quantitative descriptive type, and data were collected through the 

distribution of questionnaires. A total of 100 respondents were successfully gathered by 

distributing questionnaires to Mixue product consumers in Palembang, Indonesia, using 

a combination of accidental sampling and homogeneous sampling techniques. The 

analysis technique used was a quantitative method based on the questionnaire 

distribution results. The analysis results show that, partially, viral marketing and fear of 

missing out each have a positive and significant impact on increasing purchasing 

decisions (prob < 0.001 < alpha = 0.05). Furthermore, simultaneously, viral marketing 

and fear of missing out variables together have a positive influence on increasing 

purchasing decisions (prob < 0.001 < alpha = 0.05). 

Keywords Viral Marketing, Fear of Missing Out, Purchase Decision 
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