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Abstract 

 

This study aims to determine the influence of Fear of Missing Out (FOMO) and a hedonistic 

lifestyle on online purchasing decisions for fast fashion products, both directly and indirectly 

through impulsive buying as an intervening variable on TikTok. This study used a 

quantitative approach with descriptive analysis methods. The sampling technique used was 

purposive sampling. The survey was conducted among 76 students from the 2021 intake of 

the Faculty of Economics and Business at Wahid Hasyim University, Semarang. Data were 

analyzed using Path Analysis, Mediation (Sobel Test), and Partial t-Test using IBM SPSS 

(Statistical Package for the Social Sciences) Version 16. The results showed that: (1) Fear of 

Missing Out (FOMO) had a negative and significant effect on online purchasing decisions; 

(2) Hedonistic Lifestyle had a positive and significant effect on online purchasing decisions; 

(3) Fear of Missing Out (FOMO) had a positive and significant effect on online purchasing 

decisions through Impulsive Buying. (4) Hedonistic Lifestyle has a negative and significant 

influence on Online Purchasing Decisions through Impulsive Buying. 
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INTRODUCTION 

          TikTok has rapidly become an integral part of popular culture in Indonesia. Known as 

an app that lets users make short, creative videos, TikTok has attracted many people, 

especially younger generations. With features that support creativity, TikTok serves not only 

as a means of entertainment but also as a platform for media promotion, powered by an 

algorithm that displays content based on users' interests. This creates an opportunity for the 

perpetrator's business, for the market products they offer, including fast-fashion products. One 

phenomenon that emerged with the use of social media is Fear of Missing Out (FOMO), an 

anxiety experienced when an individual feels left out of experiences or information others are 

having. FOMO can trigger impulsive consumption, leading individuals to feel compelled to 

purchase products without careful planning. In the context of TikTok, the algorithm that 

displays relevant content can strengthen feelings, prompting students to make impulsive 

purchases and leading them to buy fast-fashion products. 

The hedonistic lifestyle, which focuses on seeking pleasure and self-indulgence, also 

plays a significant role. influencing the purchase decision. In circles, students' lifestyles are 

strengthened, driven by exposure to content depicting luxurious, trendy lifestyles on social 

media. Turn can trigger impulsive purchases. 

Impulsive buying is a consumer behavior characterized by sudden decisions to purchase 

products without prior planning. This behavior is often triggered by emotions, such as fear or 

stress, which make an individual look for escape through shopping. In context, students have 

convenient access to e-commerce platforms and social pressure from social media, which can 

strengthen the urge to make impulsive purchases. 
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Online purchasing decisions are the process by which consumers select goods or 

services through digital platforms. This process is not only based on needs but is also 

influenced by emotions and culture, including perceived value and satisfaction levels. With 

the development of digital marketing systems, online shopping has become a common 

consumption pattern, especially among students who are more familiar with technology. 

The FOMO phenomenon and hedonistic lifestyle encourage students to follow the latest 

fashion trends promoted by TikTok influencers. This creates psychological pressure that can 

cause anxiety and dissatisfaction with oneself. Purchase impulsively often appears as a 

response to attractive promotional content, ease of online transactions, and affordable product 

prices, which can result in overspending. 

Fast fashion is a phenomenon driven by the rapid, low-cost production of fashion items, 

with designs adapted from luxury models. In Indonesia, brands such as Uniqlo, Zara, and 

H&M are experiencing rapid growth, meeting consumers' high expectations. Progress in 

technology and media: Social media platforms like TikTok enable rapid, widespread product 

sales, encouraging consumers, especially the younger generation, to stay up to date with 

fashion trends. 

The concept of fast fashion not only reflects changes in clothing styles but also instills 

in society the perception that current fashion trends can quickly become outdated. This 

triggers impulse buying, where consumers are compelled to buy new products to stay in style. 

relevant. Pressure from social media can make students feel inadequate if they do not meet 

certain standards or lifestyles, potentially leading to psychological problems. 

Based on the results of pre-research conducted by distributing questionnaires to students 

of the Faculty of Economy and Business (FEB) at the 2021 University Wahid Hasyim 

Semarang, the data show students' purchasing patterns for fast-fashion products. 

Of the 319 students enrolled in the Management, Accounting, and Islamic Economics 

study programs, 76 participated as respondents in this study. Of these, 72 respondents 

reported purchasing fast fashion products. This data indicates that the majority of students, 

particularly those in the Management Department, tend to shop for fast-fashion products on 

social media, especially TikTok. 

The analysis revealed that 80.3% of respondents were female, with the majority aged 21 

(52.6%). Nearly all respondents (97.4%) had TikTok accounts, and 94.7% had purchased fast 

fashion products on the platform. This indicates that TikTok has become an effective channel 

for influencing behavior and consumption among students, where they are not only exposed 

to entertainment content but also to product promotions that can trigger purchasing decisions. 

Table 1. Results Data Pre-Research Questionnaire Study 

Amount Student FEB Force 2021 Amount Student Which Buy Product Fast 

Fashion 

Management 224 Management 42 

Accountancy 71 Accountancy 19 

Islam Economy  24 Islam Economy  11 

Total 319 Total 72 

Source: Data Pre-Research Questionnaire Study, 2025 
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The Fear of Missing Out (FOMO) and hedonistic lifestyle patterns among Wahid 

Hasyim University students are increasingly evident. Data from respondents who purchased 

fashion products through TikTok in the past three months reinforces the influence of FOMO 

and a hedonistic lifestyle on purchasing decisions. The presence of FOMO elements drives 

students toward the no-left-behind trend and style-life hedonism, which emphasizes the 

pursuit of pleasure, leading them to make impulsive purchases. 

Existing data from respondents who purchased fashion products on TikTok in the last 

three months indicates that students have a strong tendency to buy fast fashion products on 

TikTok. Their involvement in the platform not only reflects interest in the product but also 

shows how FOMO and a hedonistic lifestyle can influence their purchasing decisions. 

Understanding these factors is crucial. Forgive me for answering, but I think it's clear that 

FOMO and a hedonistic lifestyle influence students' purchasing decisions on social media 

platforms (see Figure 1). 

This study analyzes the influence of Fear of Missing Out (FOMO) and style-life 

Hedonism on online purchasing decisions for fast-fashion products on TikTok, with impulsive 

buying behavior as a mediating factor. This is the main reason the researcher chose this 

research title: the phenomenon. Which happens in circles: students are very relevant to the 

current trend in digital consumption. 

This research aims to provide deeper insights into how FOMO and hedonistic lifestyles 

interact to influence students' online purchasing decisions. Besides that, the results of this 

study can contribute to the fashion industry's approach to designing more effective marketing 

strategies and to academics' understanding of the dynamics of consumer behavior in the 

digital era. It not only focuses on theoretical aspects but also provides implications. Practical, 

which can be implemented in the world of business, specifically in marketing products of fast 

fashion on social media platforms. This study can serve as a reference for further research on 

the influence of social media on consumer behavior and the psychological factors that shape 

purchasing decisions among the younger generation. 

 

 

 

 1-2 times 

 3-4 times 

 5-6 times 

 >6 time 

 

Figure 1. Level Purchase Product Fashion Through TikTok In Three Month Final 

Source: Data Pre-Research Questionnaire Study, 2025 
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LITERATURE REVIEW 

Fear of Missing Out (FOMO) 

Fear of Missing Out (FOMO) is a term that describes the fear of missing an opportunity 

to be involved in something or to own something considered worth it (Suhartini & Empress, 

2023). 

Hedonistic Lifestyle 
According to Fahirra & Andjarwati (2022), a hedonistic lifestyle focuses on seeking 

pleasure, such as spending time away from home for fun, buying luxury goods, and seeking 

attention from others. 

Impulsive Buying 
Impulsive buying is a behavior in which an individual makes purchasing decisions 

suddenly, without prior planning, often causing conflict between rational thoughts and 

emotional impulses (Roliyanah et al., 2024). 

Purchase Decision 
Purchasing decisions are a series of processes that consumers go through to choose a 

product. Which will they buy? Decision: This involves an election product from a number of 

alternatives, with a trend toward choosing the wrong one, which ultimately leads to an action 

purchase (Suhartini & Maharani, 2023). 

 

Hypothesis 

Figure 2 illustrates the theoretical thinking framework. The hypothesis can be declared 

as follows: 

H1: Fear of Missing Out (FOMO) influential positive and significant to Decision Purchase 

Online.  

H2: Hedonistic Lifestyle has a positive and significant influence on Online Purchasing 

Decisions. 

H3: Fear of Missing Out (FOMO) has a positive and significant effect on online purchasing 

decisions through impulsive buying. 

H4: Style Life Hedonism influential positive and significant to Decision Purchase Online 

Through  Impulsive Buying. 

 

 
Figure 2. Theoretical Thinking Framework 

 

.  
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RESEARCH METHOD 

Research Types 

          This study used a quantitative research method and purposive sampling. The sample 

population in this study consisted of students of the Faculty of Economics and Business at the 

University Wahid Hashim Semarang in 2021. This study primarily uses data collected 

through an action distribution questionnaire via a Google Form link. On measuring 

questionnaire using a Likert scale 1-5. 

Population and Sample 

The study population comprised the 2021 intake of students from the Faculty of 

Economics and Business at Wahid Hasyim University. The total number of students in the 

2021 intake of the Faculty of Economics and Business at Wahid Hasyim University was 100. 

Wahid Hashim Semarang has 319 people. Among the 72 people who buy Fast fashion 

products through TikTok, the social media platform is the subject of research. 

Because the population is less than 100 people, this study uses a saturated or census 

sampling technique Arikunto, 2016:104). Akdon's opinion (2008: 106) supports the use of 

saturated sampling, which uses the entire population as a sample. Technique This is also 

known as census. As a result, the sample in this study was drawn from a total target 

population of 72 people. 

Data Source 

The data used in this study are primary data, which are information obtained directly 

from primary sources and given to researchers (Sugiyono, 2017:137). In the study, data were 

primarily collected using a method spread questionnaire administered to students of the 

Faculty of Economics and Business at Wahid Hasyim University, Class of 2021, who were 

enrolled via a Google Form link. 

Data Analysis Technique 

Methods for collecting data used by researchers include the study library and 

questionnaires. The analytical methods used in this research are path analysis and test 

mediation with sobel test, using the IBM SPSS (Statistical Package for the Social Sciences) 

Version 26. 

 

RESULT 

Validity Testing 

Validity testing is used to determine whether an item is valid or not by means of 

compare the r table with the calculated r using the formula (df = n - 2), where n is the number 

of samples. The number of respondents (n) in the study was 72 respondents with a 

significance level of 5%, so that (df = 72 - 2) = 70, then the value of the r table can be known 

to be 0.231. If r count > r table or If the significance value is <0.05, the item is declared valid. 

The results of the validity test show that there are 4 variables with a total of 57 items. 

statement. connection Which happen between indicator from each variables Which There is 

shows significant results and shows r count > r table with a significance value for all question 

items of 0.05, then the data obtained in this questionnaire can be declared valid. 
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Table 1. Test Reliability 

Variables Cronbach's Alpha Limit Decision 

Fear of Missing Out (FOMO) 0.946 0.60 Reliable 

Style Life Hedonism 0.908 0.60 Reliable 

Impulsive Buying 0.908 0.60 Reliable 

Decision Purchase Online 0.917 0.60 Reliable 

Source: Data primary Which processed with SPSS, 2025 

 

Reliability Testing 

Reliability testing is a technique used to measure the extent to which a research 

instrument can produce consistent results across time. The results of the reliability test can be 

seen in the Table 1. The results of the reliability test in Table 1 show that all variables have a 

Cronbach's Alpha value > 0.60, so it can be concluded that all indicators in each variable are 

declared reliable. 

 

Hypothesis Testing 

The partial test (t) is used to determine partially or individually whether the independent 

variable (X) has an influence on the dependent variable (Y) by comparing the calculated t 

with t table with use formula (df = nk-1) with calculation (df = 72–2–1) = 69, so that can be 

determined value t table of 1,994 with level significant 5% (0.05). If t count > t table or mark 

Sig < 0.05, it is said that there is a partial influence between the independent variable (X) and 

the dependent variable (Y).  

Based on the data in Table 2, the Fear of Missing Out (FOMO) variable has a 

significance value of 0.042. Therefore, the significance value of 0.042 < 0.05 with a 

calculated t value > t table (-2.077 < 1.994). So based on matter the that variables Fear of 

Missing Out (FOMO) in a way partial negative impact and significant to decision purchase on 

line student. Mark t count worth negative, thing This show variables influential negative. Fear 

of Missing Out (FOMO) student increases, online purchasing decisions will actually decrease. 

Based on the data, the hedonistic lifestyle variable has a significance value of 0.000. 

Therefore, the significance value is 0.000 < 0.05 with a value t count > t table (4.122 > 

1.994). So based on this, the hedonistic lifestyle variable significantly Partial correlation has a 

positive and significant effect on students' online purchasing decisions. The t-value is 

positive, indicating a positive influence. If students' hedonistic lifestyles increase, online 

purchasing decisions will also increase. 

 

Table 2. Hypothesis Testing 

Variable B Std. Error Beta t Sig. 

Fear of Missing Out (FOMO) -.271 .131 -.362 - 2,077 .042 

Style Life Hedonism .626 .152 .718 4.122 .000 

Fear of Missing Out (FOMO) -.229 .138 -.305 - 1,659 .102 

Style Life Hedonism .705 .173 .808 4,069 .000 

Impulsive Buying -.166 .175 -.172 -.949 .346 

Source: Results Output SPSS, 2025 
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The Fear of Missing Out (FOMO) variable has a negative influence and significant to 

decision purchase on line (Y). Matter this shown by variables Fear of Missing Out (FOMO) 

with mark significance as big as 0.042 < 0.05 and mark t count > t table (-2,077 < 1,994). So, 

can be concluded that Fear of Missing Out (FOMO) own influence negative and significant to 

online purchasing decisions among 2021 students from the Faculty of Economics and 

Business, Wahid Hasyim University, Semarang, thus rejecting the hypothesis stating a 

positive influence. The more students experienced Fear of Missing Out (FOMO), the lower 

their online purchasing decisions. 

Based on the research results, the hedonistic lifestyle variable has a positive and 

significant influence on online purchasing decisions (Y). This is indicated by the hedonistic 

lifestyle variable with a significance value of 0.000 < 0.05 and a calculated t value > t table 

(4.122 > 1.994). Therefore, it can be concluded that that style life hedonism own influence 

positive and significant to decision online purchasing behavior among 2021 students from the 

Faculty of Economics and Business, Wahid Hasyim University, Semarang, thus accepting the 

hypothesis stating a positive influence. The more students who have a hedonistic lifestyle, the 

higher their online purchasing decisions. 

 

DISCUSSION 

The Influence of Fear of Missing Out (FOMO) on Online Purchase Decisions Through 

Impulsive Buying as Variables Intervening. 
Based on the research results, the Fear of Missing Out (FOMO) variable (X1) has a 

positive and significant effect on the decision purchase online (Y) through impulsive buying 

(Z). Matter. This is shown by the results of the mediation test (Sobel Test), which yielded a z 

value of 16.532, exceeding 1.96 at the 5% significance level. Therefore, it can be concluded 

that impulsive buying mediates the relationship between Fear of Missing Out (FOMO) and 

online purchasing decisions among students in the 2021 intake of the Faculty of Economics. 

and Business University Wahid Hashim Semarang. With this, the hypothesis study is 

accepted. The higher the students' Fear of Missing Out (FOMO), the greater their tendency to 

make online purchasing decisions, especially when driven by impulsive buying behavior. 

 

Influence Style Life Hedonism on Online Purchase Decisions Through Impulsive Buying 

as Variables Intervening 
Based on the study's results, the variable style life hedonism (X2) has a negative, 

insignificant influence on the decision to purchase online (Y) through impulsive buying (Z). 

Matter. This is shown by calculation results test mediation (Sobel Test), which gets a mark z 

as big as -8,223 < 1.96 with a level of significance of 5%, it can be concluded that impulsive 

buying is not able to mediate the relationship between hedonistic lifestyle and decision 

purchase on line on student force 2021 Faculty of Economy and Wahid Hasyim University, 

Semarang Business School. Thus, the research hypothesis is rejected. The higher the lifestyle, 

the more hedonistic the student, and this does not significantly contribute to increased online 

purchasing decisions, because impulsive buying cannot mediate the relationship between the 

two. 

 

CONCLUTION 

Based on results study Which has done, so can taken conclusion as following: Fear of 

Missing Out (FOMO) variable has a negative and significant effect on purchasing decisions. 

on line on student Faculty Economy and Business University Wahid Hashim Semarang. Hal 

This shown by mark significance as big as 0.042 < 0.05 and mark t count -2,077 < t table 

1.994. Therefore, it can be concluded that Fear of Missing Out (FOMO) negatively influences 



Universal Business and Management Review (UBMAR), Vol. 2, No. 2, December 2025 

71 

online purchasing decisions. The higher the level of Fear of Missing Out (FOMO) 

experienced by students, the lower their online purchasing decisions. 

The Hedonism Lifestyle variable has a positive and significant influence on online 

purchasing decisions among students at the Faculty of Economics and Business, Wahid 

Hasyim University, Semarang. This is proven by with mark significance as big as 0,000 < 

0.05 and mark t count 4,122 > t table 1,994. Therefore, it can be concluded that a hedonistic 

lifestyle has a positive influence on online purchasing decisions. The higher the hedonistic 

lifestyle a student has, the higher their online purchasing decisions will be. 

The Fear of Missing Out (FOMO) variable through impulsive buying has a positive and 

significant effect on online purchasing decisions. The results of the mediation test (Sobel 

Test) show a z value of 16.532 > 1.96 at the level of With a significance level of 5%. 

Therefore, it can be concluded that impulsive buying can mediate the relationship between 

Fear of Missing Out (FOMO) and online purchasing decisions. This means that the higher the 

Fear of Missing Out (FOMO) experienced by students, the greater their tendency to make 

online purchases, especially when driven by impulsive buying. 

The Hedonism Lifestyle variable through impulsive buying has a negative and 

insignificant effect on decision purchase on line. Results test mediation (Sobel Test) show 

mark z as big as -8,223< 1.96 at a significance level of 5%. Therefore, it can be concluded 

that impulsive buying is not able to mediate connection between style life hedonism and 

decision purchase on line. This means that the higher the hedonistic lifestyle that students 

have, it does not contribute significantly to increasing online purchasing decisions, because 

impulsive buying is not able to mediate the relationship between the them. 

 

Limitations 

Based on the research conducted, the researcher believes that this study still has several 

weaknesses and shortcomings. These are outlined in the following research limitations: Study 

only done on part respondents Which amount to 76 person, matter This Of course just does 

not adequately describe the actual conditions in general. This study only uses the variables 

Fear of Missing Out (FOMO), Hedonism Lifestyle as independent variables, and Impulsive 

Buying as a mediating variable, thus there is the possibility of other variables that can provide 

an increase in Online Purchasing Decisions. Retrieval data on study This use questionnaire, 

existence possibility respondents The questionnaire was not filled out in a realistic setting, 

that is, based on the truthfulness of the answers obtained from respondents, and was not 

accompanied by interviews to reach conclusions that might have been more valid in this 

study. 

 

Recommendation 

          Companies need to build a sense of urgency and consumer engagement by presenting 

limited-time promotions, “last stock ” labels, and exclusive content to encourage students to 

make purchases out of fear of missing out. Companies need to create shopping experiences 

that trigger spontaneous decisions, such as attractive visual displays, sudden promotions, and 

features like pay-later or return guarantees. Companies need to maintain the comfort and 

speed of their platforms and add emotional elements to promotions to keep purchasing 

decisions driven by more than just rational needs. 

Future research should encompass a broader geographic and demographic range to yield 

more representative results. Furthermore, it is recommended to add variables such as brand 

image, e-WOM, and perceived value, as well as to consider other mediators, such as 

emotional attachment or peer pressure, to deepen the analysis of the influence of FOMO and a 

hedonistic lifestyle on online purchasing decisions. 
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This research can serve as a reference for studies of digital consumer behavior, 

particularly those related to FOMO and hedonistic lifestyles in the context of online 

purchasing. It is hoped that it will stimulate further research with a broader approach and the 

development of digital marketing theory for the younger generation. 
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