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ABSTRACT 

 

This research was conducted on consumers of Skintific products in Malang 

City, aiming to identify and analyze the influence of electronic word of mouth (e-

WOM) on purchase decisions, with fear of missing out (FoMO) as a mediating 

variable. The population consists of Skintific consumers in Malang City who have 

purchased and used Skintific products. The sample size includes 110 respondents, 

selected using purposive sampling, where the samples are chosen based on specific 

criteria determined by the researcher. Data were collected through questionnaires. 

The data analysis techniques employed include scale range analysis and the Smart 

PLS 4 analytical tool. The results of the scale range analysis indicate that electronic 

word of mouth received a positive evaluation, fear of missing out was evaluated as 

causing concern, and purchase decisions were assessed as confident. The findings 

of the study reveal that electronic word of mouth has a positive and significant 

influence on Skintific purchase decisions. Additionally, electronic word of mouth 

also has a positive and significant influence on fear of missing out. Fear of missing 

out positively and significantly influences Skintific purchase decisions. 

Furthermore, fear of missing out effectively mediates the relationship between 

electronic word of mouth and Skintific purchase decisions. 

 

Keywords: electronic word of mouth, fear of missing out, purchase decision 
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ABSTRAK 

 

Penelitian ini dilakukan pada konsumen produk Skintific di Kota Malang, 

bertujuan untuk mengetahui dan menganalisis pengaruh electronic word of mouth 

terhadap keputusan pembelian dengan fear of missing out sebagai variable mediasi. 

Populasi adalah konsumen Skintific di Kota Malang yang pernah membeli dan 

menggunakan produk Skintific. Sampel sebanyak 110 responden. Teknik sampling 

yang digunakan yaitu purposive sampling, dimana sampel dipilih berdasarkan 

kriteria tertentu yang telah ditentukan peneliti. Pengumpulan data menggunakan 

kuesioner. Teknik analisis data menggunakan rentang skala dan alat analisis Smart 

PLS 4. Hasil perhitungan rentang skala menunjukkan bahwa electronic word of 

mouth mendapatkan penilaian baik, fear of missing out mendapatkan penilaian 

khawatir, keputusan pembelian mendapatkan penilaian mantap. Hasil penelitian 

menunjukkan bahwa electronic word of mouth berpengaruh positif dan signifikan 

terhadap keputusan pembelian Skintific. Selain itu electronic word of mouth juga 

berpengaruh positif dan signifikan terhadap fear of missing out. Fear of missing out 

berpengaruh positif dan signifikan terhadap keputusan pembelian Skintific. Fear of 

missing out mampu memediasi electronic word of mouth terhadap keputusan 

pembelian Skintific.  

 

Kata kunci: electronic word of mouth, fear of missing out, keputusan pembelian 
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