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ABSTRAK 
 

Persaingan industri makanan sehat mendorong perusahaan menerapkan strategi 

pemasaran yang efektif untuk meningkatkan minat beli konsumen. Penelitian ini 

bertujuan menganalisis pengaruh Fear of Missing Out (FoMO), Customer 

Engagement, dan Brand Ambassador terhadap minat beli produk Lemonilo di 

platform Shopee. Penelitian menggunakan pendekatan kuantitatif dengan populasi 

pengikut Lemonilo di Shopee. Sampel sebanyak 100 responden ditentukan melalui 

teknik purposive sampling. Data dikumpulkan menggunakan kuesioner berskala 

Likert dan dianalisis dengan SPSS versi 25 melalui uji validitas, reliabilitas, asumsi 

klasik, regresi linear berganda, uji t, uji F, koefisien korelasi, dan koefisien 

determinasi. Hasil penelitian menunjukkan bahwa secara parsial FoMO dan 

Customer Engagement tidak berpengaruh signifikan terhadap minat beli, 

sedangkan Brand Ambassador berpengaruh positif dan signifikan. Secara simultan, 

ketiga variabel berpengaruh signifikan terhadap minat beli. Nilai koefisien korelasi 

sebesar 0,843 menunjukkan hubungan yang sangat kuat, sedangkan koefisien 

determinasi sebesar 0,702 menunjukkan bahwa 70,2% variasi minat beli dapat 

dijelaskan oleh ketiga variabel tersebut. Disimpulkan bahwa Brand Ambassador 

merupakan variabel yang memberikan pengaruh terbesar terhadap minat beli 

produk Lemonilo di Shopee. 

 

Kata kunci : Fear of Missing Out, Customer Engagement, Brand Ambassador, 

Minat Beli, Shopee, Lemonilo. 
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ABSTRACT 
 

The increasing competition in the healthy food industry encourages companies to 

implement effective marketing strategies to enhance consumers' purchase intention. 

This study aims to analyze the influence of Fear of Missing Out (FoMO), Customer 

Engagement, and Brand Ambassador on consumers' purchase intention toward 

Lemonilo products on Shopee. This research employed a quantitative approach 

with the population consisting of Lemonilo followers on Shopee. A total of 100 

respondents were selected using purposive sampling. Data were collected through 

a Likert-scale questionnaire and analyzed using SPSS version 25, including 

validity, reliability, classical assumption, multiple linear regression, t-test, F-test, 

correlation coefficient, and coefficient of determination analyses. The findings 

indicate that FoMO and Customer Engagement do not have a significant partial 

effect on purchase intention, while Brand Ambassador has a positive and 

significant effect. Simultaneously, all three variables significantly influence 

purchase intention. The correlation coefficient of 0.843 indicates a very strong 

relationship, while the coefficient of determination of 0.702 shows that 70.2% of 

the variation in purchase intention is explained by the three independent variables. 

It can be concluded that Brand Ambassador is the variable with the greatest 

influence on consumers' purchase intention toward Lemonilo products on Shopee. 

 

Keywords: Fear of Missing Out, Customer Engagement, Brand Ambassador, 

Purchase Intention, Shopee, Lemonilo. 
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