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MOTTO 

 

“Dream high, because our only limit is our mind.” 

−Nadhira Nuraini Afifa 
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ABSTRAKSI 

Judul   : Pengaruh Intensitas Mengakses Media Sosial Weverse dan Tingkat      

Fear of Missing Out terhadap Impulsive Buying Behavior ARMY 

Indonesia 

Nama Penyusun : Nova Elisa 

NIM   : 14040118120045 

 

Penyebaran hallyu atau Korean Wave khususnya musik KPop dapat memicu 

terjadinya perilaku impulsive buying dikalangan penggemar. Hal tersebut terjadi pada 

ARMY yang merupakan penggemar dari boy group BTS. Beberapa cuitan ARMY di 

Twitter menjadi indikasi bahwa mereka telah melakukan impulsive buying terhadap 

merchandise official BTS seperti album, merch box, maupun merchandise lainnya. 

Perilaku impulsive buying ARMY tersebut muncul seriring dikembangkannya media sosial 

Weverse, dimana melalui Weverse ARMY tidak hanya mendapatkan update resmi 

mengenai BTS maupun update mengenai merchandise official yang dirilis, akan tetapi 

ARMY juga dapat melakukan pembelian merchandise yang dirilis tersebut langsung 

melalui Weverse. 

Penelitian ini menggunakan teori Uses and Gratification untuk menjelaskan 

hipotesis. Penelitian ini menggunakan teknik non probabilitas untuk teknik pengambilan 

sampelnya. Jumlah sampel penelitian ini sebanyak 127 responden dengan karakteristik 

ARMY Indonesia berusia 20 -30 tahun, pengguna Weverse, dan pernah membeli 

merchandise official BTS selama tiga bulan terakhir. 

Hasil tes hipotesis pertama menunjukkan bahwa terdapat pengaruh dari intensitas 

mengakses media sosial Weverse terhadap impulsive buying behavior ARMY Indonesia 

Hasil tes hipotesis kedua juga menunjukkan bahwa terdapat pengaruh dari tingkat fear of 

missing out (FoMO) terhadap impulsive buying behavior ARMY Indonesia. Dengan 

demikiankedua hipotesis penelitian ini diterima. 

 

Kata Kunci : Intensitas Mengakses Media Sosial, Fear of Missing Out, Impulsive Buying 

Behavior, Uses and Gratification 
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ABSTRACT 

Thesis Title  : The Influence of Weverse Social Media Usage Intensity and Fear  

of Missing Out Level towards Impulsive Buying Behavior of 

Indonesian ARMY 

 Name : Nova Elisa 

 NIM : 14040118120045 

 

 

Hallyu or Korean Wave especially KPop music can trigger impulsive buying 

behavior among fans. This happened to ARMY who are fans of boy group BTS. Several 

ARMY tweets on Twitter are an indication that they are impulsive towards official 

merchandise of BTS such as albums, merch boxes and other merchandise. Impulsive 

buying behavior of ARMY appeared along with the development of Weverse social media, 

where through Weverse ARMY gets official updates about BTS and updates about official 

merchandise released. Beside that, ARMY can  purchase the merchandise released directly 

through Weverse. 

This research uses the Uses and Gratification theory to explain the hypothesis. This 

research uses non-probability theory for its sampling technique. The total sample for this 

research was 127 respondents with the characteristics of Indonesian ARMY aged 20 -30 

years, Weverse users, and had purchased official BTS merchandise in the last three months. 

The results of the first hypothesis test show that there is an influence from the 

intensity of accessing Weverse social media on impulsive buying behavior ARMY 

Indonesia. The results of the second hypothesis test also show that there is an influence of 

fear of missing out (FoMO) level toward impulsive buying behavior ARMY Indonesia. 

Thus, both research hypotheses are accepted. 

  

Keywords: Intensity of Accessing Social Media,Fear of Missing Out, Impulsive Buying 

Behavior, Uses and Gratification 
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