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ABSTAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Influencer Marketing, FOMO (Fear of 

Missing Out) dan Trust (kepercayaan) terhadap keputusan pembelian aset crypto pada generasi 

Z di Discord Miracle Class. Penelitian ini menggunakan data dalam bentuk kuantitatif, yang 

menerapkan analisis data menggunakan Partial Least Square (PLS) melalui perangkat lunak 

SmartPLS versi 4.1.0.9. PLS. Hasil penelitian ini menunjukkan Influencer Marketing 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian aset crypto pada generasi Z 

di Discord Miracle Class. FOMO (Fear of Missing Out) juga memiliki pengaruh positif dan 

signifikan terhadap Keputusan Pembelian aset crypto pada generasi Z di Discord Miracle 

Class. Begitu pula, Trust (kepercayaan) berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian aset crypto pada generasi Z di Discord Miracle Class. Penelitian ini 

berkontribusi terhadap pengembangan literatur dalam bidang perilaku konsumen digital dan 

adopsi teknologi finansial, khususnya dalam konteks investasi aset kripto di kalangan generasi 

Z. 

Kata Kunci: Keputusan Pembelian; Influencer Marketing; FOMO; Kepercayaan 
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ABSTRACT 

This study aimed to determine the effect of Influencer Marketing, FOMO (Fear of Missing 

Out), and Trust on crypto asset purchase decisions among Generation Z participants in the 

Discord Miracle Class. The research used quantitative data and applied analysis using Partial 

Least Squares (PLS) with SmartPLS software version 4.1.0.9. The results showed that 

Influencer Marketing had a positive and significant effect on the purchase decisions of crypto 

assets among Generation Z. FOMO also had a positive and significant effect on crypto asset 

purchase decisions. Similarly, Trust had a positive and significant influence on the purchase 

decisions of crypto assets in the same demographic. This study contributed to the development 

of literature in the field of digital consumer behavior and financial technology adoption, 

particularly in the context of crypto asset investment among Generation Z. 

Keywords: Purchase Decision; Influencer Marketing; FOMO; Trust 
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