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Abstract 

The influence of user-generated content (UGC) and electronic word of mouth (e-WOM) on 

TikTok has changed the way consumers obtain information and make purchasing decisions. 

Moreover, the fear of missing out (FOMO) phenomenon is also a strong reason that influences 

purchasing behavior. Concerts are a popular form of entertainment in Indonesia, one of which 

is K-Pop concerts. This study aims to examine the effect of user generated content (UGC) and 

electronic word-of-mouth (e-WOM) on the purchase intention of The Dream Show 3 Jakarta 

concert tickets, with the mediation of FOMO (fear of missing out). The research method used 

is quantitative by distributing questionnaires measured using a Likert scale. The population in 

this study were respondents who had experience watching The Dream Show 3 Jakarta concert. 

A sample of 100 respondents will be taken using non-probability sampling technique with 

purposive sampling method. The research data was processed using the Structural Equation 

Modeling (SEM) method with the help of SmartPLS software. The results showed that user-

generated content, electronic word-of-mouth, and fear of missing out had a positive and 

significant effect on the purchase intention of The Dream Show 3 Jakarta concert tickets, user 

generated content, and electronic word of mouth had a positive and significant effect on fear 

of missing out. In addition, the results also reveal that, fear of missing out mediates the 

relationship between electronic word of mouth and purchase intention of The Dream Show 3 

Jakarta concert tickets, but fear of missing out does not mediate the relationship between user 

generated content and purchase intention of The Dream Show 3 Jakarta concert tickets. The 

managerial implications of this study indicate that concert industry players, especially K-Pop 

concert promoters, can design effective marketing strategies by utilizing the power of UGC, 

e-WOM, and maximizing the potential of FOMO to increase ticket sales. 
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1. Introduction 

Music has undergone a major evolution in the past few decades, with the rise of social 

media as a major tool for interaction between artists and their admirers. One genre that 

dominates this trend is K-Pop, which not only offers music and works, but also a very active 

fandom culture. One of the characteristics of K-pop fandom lies in the large investment made 

by fans both in terms of time and resources (Wily Mohammad & Hanif Saifurrahman, 2023). 

Examples of things consumed or investments made by K-pop fans include going to K-pop 

concerts, streaming MVs, watching variety shows and other content, and buying merchandise 

(Ayu, 2024). Some people think that K-Pop fans are too obsessed and excessive. Fans tend to 

buy everything related to their idols, which makes them fanatical (Dwi, 2024), one of the 

biggest is deciding to buy tickets to watch a concert.  

According to data (Populix, 2024) regarding a survey they distributed with a total of 1,056 

respondents including Gen Z and Millennials in Indonesia, showing that more than 40% of 

them had visited a music concert in the past year in 2023. Based on the survey results of 

activities that can be done in 2024, plans to attend music concerts reached a result of 57% 

(Populix, 2024). An increase of 15% indicates that there are plans to attend a music concert in 

2024. This anticipated increase to 57% shows a growing interest in live music events in the 

coming year. Other data from (Populix, 2024) also shows that K-Pop concerts ranked 2nd at 

26% of respondents' choice to attend concerts. Adopting these data, it can be concluded that 

interest in music concerts, including K-Pop concerts, among Gen Z and Millennials in 

Indonesia shows a significant increase. In particular, K-Pop concerts ranked second in concert 

choices with a percentage of 26%, which shows that this genre has great appeal among young 

fans.  

This increased interest cannot be separated from the role of internet and technology 

development, especially social media. The rapid development of the internet and technology 

has made it easier for people to get fast and accurate information about various countries 

around the world. The involvement of the internet and technology in the spread of K-Pop has 

led to an increase in fanship/fandom and multimedia content in all parts of the world, and 

shows the role of K-pop itself in the consumption of content on social media (Kanaka et al., 

2024). K-pop fans, especially the younger generation, now find it easier to get information 

about concerts and their K-pop idols through social media (Wulandari, 2023).  

The Dream Show 3, is the 3rd world tour concert of South Korean boy group NCT Dream. 

NCT Dream is the third sub-unit of the South Korean boy group NCT. This world tour NCT 

Dream visited several countries both in Asia and Europe. Indonesia became the 3rd country 

visited after the hosts South Korea and Japan. The concert, which was held on May 18, 2024 

at GBK, succeeded in becoming a very memorable concert in the hearts of its fans. NCT Dream 

also managed to break the record as the first K-Pop boy group to hold a concert at GBK 

(Anindya Azzahra, 2024). It was his success and popularity that made around 40,000 tickets 

for The Dream Show 3 Jakarta sold out (Tionardus & Setiawan, 2024). Likewise, the role of 

social media in marketing.  

One of the social media platforms that is familiar to young people is Tiktok. The Tiktok 

application helps users to be creative by creating short videos for social media (Wibowo, 

2021). The presence of social media such as TikTok has increased the intensity of interaction 

through User-Generated Content (UGC), especially in the K-Pop industry, Tiktok has become 
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the main platform where fans play an active role in sharing content about their idols. According 

to (Joanna Carter, 2020), UGC involves user-generated content, such as reviews, testimonials, 

or other creative content related to a product or service. UGC concert organizers on Tiktok are 

a very effective marketing strategy. Fans who have been to the concert are encouraged to share 

their experience with others, this can encourage other fans to partake in the same experience. 

Previous research has shown that, product-related UGC greatly helps customers understand 

and think about the product, which in turn results in the intention to purchase the product (Gan 

& Wang, 2017) 

In addition to promotion through UGC, another thing to consider is promotion through e-

WOM. Word of mouth promotion is currently considered a natural, honest, and convincing 

advertising strategy. This is because potential buyers usually do not know much about a 

product and prefer to listen to friends and family who are happy with the product rather than 

advertised experts (Firmansyah, 2024). “EWOM” is a term that refers to word-of-mouth 

advertising conducted through online channels (Fadhli Nursal et al., 2023). Previous research 

revealed that Electronic Word of Mouth is an important factor to increase Purchase Intention, 

where Electronic Word of Mouth influences and has a positive relationship with Purchase 

Intention on Halodoc (Indriana et al., 2024). Both user-generated content (UGC) and electronic 

word of mouth concentrate on information provided by customers and consumers about 

products (Agustina & Mahendri, 2023).  

Fan-generated UGC and e-WOM content on TikTok not only helps in promoting K-Pop 

concerts, but also plays an important role in creating the Fear of Missing Out (FOMO) 

phenomenon. FOMO is a psychological phenomenon caused by curiosity and the desire to 

keep up with what is happening around us (Rahmah & Noorizki, 2023). When fans share 

exclusive moments from concerts, such as interactions with idols or a cool atmosphere that can 

only be experienced in person, it creates a sense of anxiety for other users who have not 

attended the event. This FOMO is often a strong factor in shaping fans' intention to buy concert 

tickets in the future, as they do not want to miss the opportunity to have a similar experience. 

Previous research reveals that fear of missing out has a positive effect on purchase intention 

for fashion products (Yani & Rojuaniah, 2023). Therefore, this study will explore how big the 

role of FOMO is in encouraging fans to buy concert tickets or even FOMO is not significant 

in encouraging fans to finally buy concert tickets. 

This research focuses on the relationship between User-Generated Content (UGC), 

Electronic Word-of-Mouth (e-WOM), and Fear of Missing Out (FOMO) on the intention to 

buy K-Pop concert tickets. With the increasing popularity of K-Pop among young Indonesians, 

understanding the factors that influence fans' decisions to buy concert tickets is very relevant. 

Based on the explanation above, researchers are interested in conducting research that 

discusses 'The Effect of User-Generated Content (UGC) and Electronic Word-of-Mouth (e-

WOM) on the TikTok Application on Purchase Intention for The Dream Show 3 Jakarta 

Concert Tickets with Fear of Missing Out (FOMO) as an intervening variable'. 

 

2. Literature Review 

2.1 User Generated Content  

In the past, people were just passive recipients of information. Today, they are not only 

readers and listeners but they are also editors, observers, and content creators. User Generated 
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Content allows people to share information and product experiences (Sari, 2024). User 

generated content is a user-generated material uploaded to the internet that has a major 

influence on public consumption on social media Bahtar, A. Z., & Muda, M. (2016) in (Aqila 

& Revinzky, 2024). According to Ernando (2007) in (Manap, 2013), UGC is the opposite of 

traditional forms of media and marketing because content is generated by consumers and not 

by marketers. In this case, UGC offers more dynamic and participatory interactions, where 

consumers can directly contribute and interact with brands. 

 

2.2 Electronic Word of Mouth 

Word of mouth allows consumers to talk about goods, services, and services to others 

Kotler and Keller (2009) in (Agustina & Mahendri, 2023). However, over time, nowadays 

word of mouth marketing can be spread through social media, known as e-WOM or electronic 

word of mouth. According to Kotler & Keller (2016) in (Pratiningsih, 2023), electronic word 

of mouth (e-WOM) is when potential, actual, or past customers speak negatively or positively 

about a product or company via the internet or online media. By using this type of 

communication, a person can tell others about the positive and negative aspects of a service or 

product (Ayu Desy Trisnadewi Darmawan et al., (2022) in (Agustina & Mahendri, 2023) 

 

2.3 Fear of Missing Out 

Society is affected both positively and negatively by the development of technology and 

information (Ameliola & Nugraha, 2013). One of the impacts on society is the increase in 

social anxiety caused by technological and internet developments, called FOMO syndrome 

(Tanrikulu & Mouratidis (2023) in (Noer et al., 2024). According to Dhir et al. (2018) in (Noer 

et al., 2024), Fear of missing out is the fear and anxiety felt by an individual for not being 

involved in a certain activity in an experience or something new such as trends, news, and 

other things that make feelings of anxiety about being left behind and ignored for not being 

involved. According to Przybylski et al (2013) in (Dennhardt, 2014) explain that Fear of 

Missing Out (FoMO) is a fear from within a person that what happens to other people has a 

more valuable, happy experience, and it is like no one has it. 

 

2.4 Purchase Intention 

Consumers often think about possible actions before making a decision (Fauzi, 2023). The 

desire to behave is what is referred to as consumer buying interest. According to Kotler, P & 

Keller (2016) in (Pratiningsih, 2023), purchase intention is when people buy or choose 

products based on their experiences, uses, and desires. Purchase Intention is a decision formed 

through advertising to buy products or services from certain brands, purchase intention can 

also be defined as the probability of consumers intending to buy certain products Wibowo et 

al (2013) in (Nurhasanah et al., 2023), Purchase intention refers to the process by which 

consumers buy goods and services based on various considerations, or the stage at which they 

choose between several brands in a range and finally buy the one they like best (Kurniasari & 

Budiatmo, 2018) 

 

3. Material and Method 

3.1 Design Study 
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This research is quantitative research. Research that is positivistic and focuses on 

populations or samples is known as quantitative research. This research instrument is used for 

data collection, and quantitative statistics are used for data analysis, with the aim of proving a 

previously established hypothesis (Sugiyono, 2017).  

According to (Ferdinan, 2014), quantitative research is research that starts from hypotheses 

and processes quantitative data to develop new ideas. This research was conducted with the 

aim of knowing the effect of user generated content and electronic word of mouth on the 

purchase intention of The Dream Show 3 Jakarta concert tickets with fear of missing out as an 

intervening variable. The data sources used in this study are respondents' answers obtained 

through questionnaires distributed online via Google Form. The questions in the questionnaire 

are made using a likert scale with values 1-5. The sampling technique used in this research is 

non-probability sampling technique with purposive sampling method. 

The population used in this study is NCTZen (NCT group fandom). Since the population 

of NCTZen is not specifically known, in determining the sample, the researcher used the 

Lemeshow formula to determine the sample size, so that the sample in this study amounted to 

100 respondents. The characteristics determined in this study to select samples are NCTZen 

(NCT group fandom) in Jabodetabek who use the Tiktok application and have experience of 

watching The Dream Show 3 Jakarta concert.  

  

3.2 Data Analysis 

Structural Equation Modeling (SEM) approaches were used to analyze the data, with aid 

from Partial Least Squares (PLS) and SmartPLS4 software. Structural equation modeling 

(SEM) can reveal the link between one or more dependent variables and one or more 

independent variables. SEM is sometimes referred to as path analysis or confirmatory factor 

analysis. PLS-SEM analysis typically consists of two model subchapters, namely the 

measurement model called the outer model and the structural model called the inner model. 

(Ghozali & Latan, 2020) 

  

 
  

Figure 1. Research Model 

 

H1: User Generated Content on TikTok affects Purchase Intention of The Dream Show 3 

Jakarta concert tickets 

H2: User Generated Content on TikTok affects Fear of Missing Out 

H3: Electronic Word of Mouth on TikTok affects Purchase Intention of The Dream Show 3 

Jakarta concert tickets 
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H4: Electronic Word of Mouth on TikTok affects Fear of Missing Out 

H5: Fear of Missing Out on TikTok affects Purchase Intention of The Dream Show 3 Jakarta 

concert tickets 

H6: User Generated Content on TikTok through Fear of Missing Out affects Purchase Intention 

of The Dream Show 3 Jakarta concert tickets 

H7: Electronic Word of Mouth on TikTok through Fear of Missing Out affects Purchase 

Intention of The Dream Show 3 Jakarta concert tickets 

 

4. Result 

In the Partial Least Square Model method, the data analysis techniques carried out include 

outer model analysis, inner model, and hypothesis testing. In the first analysis, namely the 

outer model, the measurements taken include convergent validity, discriminant validity, and 

composite reliability (Cronbach's alpha) (Ghozali & Latan, 2020). While in the second 

analysis, namely the outer model, the measurement carried out is by testing the R-square. Then 

the last analysis, namely hypothesis testing, measurements taken with path coefficients (direct 

effect) and specific indirect effect. 

4.1 Outer Model 

4.1.1 Convergent Validity  

(Hair et al., 2017) Convergent validity criteria, i.e. all indicators must have a high and 

significant external loading, with a minimum value of 0.7 and a value of the average variance 

extracted (AVE) of at least 0.5. 

Table 1. Result Convergent Validity (Outer Loadings & AVE) 

 

Table 1 above shows that all indicators for the variables UGC (X1), e-WOM (X2), PI (Y) 

and FOMO (Z) have values exceeding 0.7. In addition, all four variables in this study meet the 

requirements for convergent validity, as the AVE values for all variables exceed 0.5. Since this 

study meets all the criteria for convergent validity, we can conclude that it is valid. 

4.1.2 Discriminant Validity 
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Cross-loading tests should show better indicator values for all constructs compared to each 

other (Sekaran & Bougie, 2016). Table 2 shows that the correlations between the indicators 

and the latent variables are high, compared to other latent variables. 

Table 2. Result Cross Loading 

 
If the square root of each construct's AVE exceeds the correlation value between this 

construct and the other constructs in the model, the model has excellent discriminant validity 

(Ghozali, 2021).  

Table 3. Result Fornell & Larcker Criterion

 

Table 3 below shows AVE root values that are larger than the correlation values between 

these variables and other variables due to the results of the Fornell and Larcker criteria for all 

variables. 

4.1.3 Composite Reliability 
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According to (Hair et al., 2017), it is acceptable to have a Cronbach's alpha value of 0.70 

or more, indicating that it is appropriate for the study. When the composite reliability score is 

0.70 or higher, the study is acceptable. 

 

Table 4. Result Composite Reliability (Cronbach’s Alpha & Composite Reliability) 

 
For all variables, the composite reliability and Cronbach's alpha are above 0.7, as shown 

in Table 4. This shows that the four variables are not only reliable but also measure what they 

are supposed to measure. 

 

4.2 Inner Model 

4.2.1 R-Square 

The predictive power of a structural model is measured in the SEM-PLS analysis using 

the R2 value or R-squared. The R-squared values were interpreted as 0.19 (low influence), 

0.33 (moderate influence) and 0.66 (high influence) (Chin, 1998). 

Table 5. Result R-Square 

 
The variable purchase intention (Y) has a highest R-squared of 0.473, as shown in Table 

5 above. This shows that UGC (X1), e-WOM (X2) and FOMO (Z) influence purchase intention 

(Y) by 47.3%, while other variables not considered in this study influence 52.7%. In addition, 

the FOMO variable (Z) has an R-squared value of 0.323. This shows that UGC (X1) and e-

WOM (X2) have an influence on FOMO (Z) by 32.3% and other variables not included in this 

study have an influence of 67.7%. 

 

4.3 Hypothesis Testing 

4.3.1 Path Coefficients (Direct Effect) 

If the probability/significance value, or p-value, is less than 0.05, the hypothesis is 

significant. In addition, the t-statistic criterion is above 1.96 (Juliandi, 2018). 

Table 6. Result Path Coefficients (Direct Effect) 
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The calculation in table 6 above shows that the results of this research hypothesis test are 

shown by looking at the t-statistics value (>1.96) and the p-values (<0.05) as follows: 

a. The user generated content (X1) variable with purchase intention (Y) has p-values of 

0.000 and t-statistics of 4.034, meaning that the first hypothesis is accepted. 

b. The variable user generated content (X1) with fear of missing out (Z) has p-values of 

0.012 and t-statistics of 2.237, meaning that the second hypothesis is accepted. 

c. The electronic word of mouth (X2) variable with purchase intention (Y) has p-values 

of 0.010 and t-statistics of 2.453, meaning that the third hypothesis is accepted. 

d. The electronic word of mouth (X2) variable with fear of missing out (Z) has p-values 

of 0.003 and t-statistics of 2.701, meaning that the fourth hypothesis is accepted. 

e. The fear of missing out (Z) variable with purchase intention (Y) has p-values of 0.002 

and t-statistics of 2.848, meaning that the fifth hypothesis is accepted. 

4.3.2 Specific Indirect Effect 

Table 7. Result Specific Indirect Effect 

 
The calculation in table 7 above shows the results of the indirect effect test in this study 

by paying attention to the t-statistics value (>1.96) and the significance value (<0.05) as 

follows: 

a. The hypothesis stating that user generated content (X1) affects purchase intention (Y) 

through fear of missing out (Z) as a mediating variable is rejected because the t-

statistics value is below 1.96, which is 1.614 and p-values above 0.05, which is 0.053. 

b. The hypothesis stating that electronic word of mouth (X2) affects purchase intention 

(Y) through fear of missing out (Z) as a mediating variable is accepted because the t-

statistics value is above 1.96, namely 2.038 and the p-values are below 0.05, namely 

0.021. 

  

5. Discussion 

H1: Relationship between User Generated Content on TikTok and Purchase Intention of 

The Dream Show 3 Jakarta concert tickets. 



1059 | Page 

 

The results showed that the User-Generated Content (UGC) variable (X1) has a significant 

influence on Purchase Intention (Y) of The Dream Show 3 Jakarta concert tickets. This means 

that the more or the better the user-generated content related to The Dream Show 3 Jakarta 

concert, such as reviews, photos, or videos from previous concerts, the higher the consumer's 

intention to buy tickets to the concert in Jakarta.  In the context of concerts, UGC such as video 

uploads of audience experiences at The Dream Show 3 concerts in other cities can create an 

emotional appeal for potential audiences in Jakarta, thus encouraging them to buy tickets.   

These results support previous literature by (Pratiningsih, 2023) which states that User 

Generated Content has a positive and significant effect on Purchase Intention of Erigo products 

on the TikTok application in the city of Pekanbaru. UGC can be an important factor in building 

trust and purchase intentions, especially in the entertainment industry such as music concerts. 

H2: Relationship between User Generated Content on TikTok and Fear of Missing Out 

The results showed that the User-Generated Content (UGC) variable (X1) had a significant 

effect on Fear of Missing Out (FOMO) (Z). This finding indicates that the more or more 

interesting user-generated content related to The Dream Show 3 Jakarta concert or previous 

concerts, the greater the feeling of FOMO felt by potential audience members. Content such 

as videos of artist performances, testimonials, or photos of excitement from previous concerts 

can create a fear of missing out on these exciting moments for those who have not attended or 

have not bought tickets. In this context, UGC acts as an effective trigger as content from fellow 

users is often perceived as more credible, authentic and relatable. Potential viewers feel that 

they “should” be part of the experience uploaded by other users, especially if the concert 

features their favourite artists or if the event is considered rare and exclusive. 

This result supports previous literature by (Nisrina, 2021) which reveals that, UGC can 

trigger the emergence of FOMO among users. In the context of music concerts, this feeling of 

FOMO can be a strong motivation for audiences to immediately buy tickets before it is too 

late. 

H3: Relationship between Electronic Word of Mouth on TikTok and Purchase Intention 

The results showed that the Electronic Word of Mouth (eWOM) variable (X2) had a 

significant influence on Purchase Intention (Y) of The Dream Show 3 Jakarta concert tickets. 

This finding shows that reviews, recommendations, or discussions made by previous 

consumers regarding concerts through online platforms, such as TikTok, significantly 

influence the purchase intention of potential audiences in Jakarta. eWOM often provides 

relevant, personalized, and credible information compared to traditional promotions, making 

it a key reference source for consumers in making purchasing decisions. In the context of The 

Dream Show 3 Jakarta concert, eWOM can be in the form of positive reviews from audiences 

in other cities who have attended this concert. These reviews are able to build high expectations 

and increase the confidence of potential audience members that this concert is worth attending. 

This encourages them to buy tickets immediately. 

These results are in line with previous research by (Yani & Rojuaniah, 2023), which 

revealed that electronic word of mouth has a positive effect on purchase intention. By 

strengthening positive perceptions through eWOM, organizers can effectively increase interest 

in purchasing concert tickets.  
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H4: Relationship between Electronic Word of Mouth on TikTok and Fear of Missing Out 

The results showed that the Electronic Word of Mouth (eWOM) variable (X2) had a 

significant effect on Fear of Missing Out (FOMO) (Z). This finding indicates that information 

and recommendations from other users spread through online platforms, such as reviews, 

comments, or videos on TikTok, can trigger feelings of FOMO in potential concert goers of 

The Dream Show 3 Jakarta. eWOM information that describes exciting experiences from 

concerts in other cities or emphasizes the exclusivity of the event can create a fear of missing 

out among potential audiences. In this context, eWOM becomes a very effective tool in 

building these perceptions. Positive content from other users that discusses the concert in 

detail, such as the atmosphere of the concert, the quality of the performance, or the interaction 

with the artist, can strengthen the emotional appeal of the concert for potential audiences.  

This result supports previous research by (Kusumo et al., 2024), which suggests that 

eWOM is proven to have a significant positive effect on FOMO. In the context of music 

concerts, marketing strategies that integrate eWOM and capitalize on the FOMO effect can 

significantly increase the enthusiasm and purchase intention of potential audiences. 

H5: Relationship between Fear of Missing Out and Purchase Intention 

The results showed that the Fear of Missing Out (FOMO) variable (Z) had a significant 

influence on Purchase Intention (Y) of The Dream Show 3 Jakarta concert tickets. These results 

indicate that the higher the level of FOMO felt by potential audience members, the greater their 

intention to buy tickets to the concert. FOMO, which is characterized by the fear of missing 

out on valuable opportunities or unique experiences, becomes a strong emotional motivator in 

purchasing decisions, especially in products or events that have an exclusive or limited nature 

such as music concerts. 

These results support previous literature by (Zarinah Tamblunan, 2024), which states that 

Fear of Missing Out (fomo) has an influence and is significant on the purchase intention of K-

Pop concert tickets for generation Z in Medan city. By integrating FOMO into marketing 

strategies, organizers can effectively increase urgency and purchase intention among potential 

audiences. 

H6: Relationship between User generated Content on TikTok and Purchase Intention 

through Fear of Missing Out 

The results showed that User-Generated Content (UGC) (X1) did not have a significant 

effect on Purchase Intention (Y) through Fear of Missing Out (FOMO) (Z) as a mediating 

variable. This result suggests that although UGC has a direct effect on Purchase Intention and 

FOMO separately, the indirect effect through FOMO as a mediator is not strong or significant 

enough. This may indicate that FOMO, in this context, is not a factor that strengthens the 

relationship between UGC and Purchase Intention. 

One possible reason for this is that UGC is enough to influence Purchase Intention directly, 

without the need for an emotional role such as FOMO. Relevant, authentic, and engaging UGC 

may have provided enough information for potential consumers to decide to purchase tickets, 

without having to be influenced by the fear of missing out. The rejection of this hypothesis 

also supports the importance of testing mediation models in detail to understand the 
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mechanisms underlying the relationships between variables, so that marketing strategies can 

be designed more accurately and efficiently. 

H7: The Relationship between Electronic Word of Mouth on TikTok and Purchase 

Intention through Fear of Missing Out 

The results showed that Electronic Word of Mouth (eWOM) (X2) has a significant effect 

on Purchase Intention (Y) through Fear of Missing Out (FOMO) (Z) as a mediating variable. 

These results indicate that eWOM not only has a direct effect on Purchase Intention but also 

indirectly through FOMO. Positive information, reviews, or discussions submitted by previous 

consumers about The Dream Show 3 concert are able to trigger feelings of fear of missing out 

(FOMO) among potential audience members, which in turn encourages them to buy concert 

tickets. 

This result is also in line with previous research by (Kusumo et al., 2024) which suggests 

that FOMO is proven to act as a mediator in the relationship between eWOM and purchase 

intention. 

 

6. Conclusion, Implication, and Recommendation 

6.1 Conclusion 

Researchers analyzed 100 respondents, namely NCTZen who had the experience of 

watching The Dream Show 3 Jakarta concert and Tiktok application users in Jabodetabek. The 

Structural Equation Modeling Partial Least Squares (SEM-PLS) model facilitated by 

SmartPLS 4.0 software was used in this study to process research data. The following findings 

were obtained from this study: 

H1: UGC has a positive and significant effect on the purchase intention of The Dream Show 3 

Jakarta concert tickets.  

H2: UGC has a positive and significant effect on FOMO. 

H3: e-WOM has a positive and significant effect on the purchase intention of The Dream Show 

3 Jakarta concert tickets.  

H4: e-WOM has a positive and significant effect on FOMO. 

H5: FOMO has a positive and significant effect on the purchase intention of The Dream Show 

3 Jakarta concert tickets.  

H6: FOMO does not mediate the effect of UGC on the purchase intention of The Dream Show 

3 Jakarta concert tickets.  

H7: FOMO mediates the effect of e-WOM on the purchase intention of The Dream Show 3 

Jakarta concert tickets. 

6.2 Implication 

The managerial implications of this study suggest that concert industry players, especially 

K-pop concert promoters, can design effective marketing strategies by harnessing the power 

of UGC, e-WOM, and maximizing the potential of FOMO to increase ticket sales. 

6.3 Recommendation 

For concert promoters, it is hoped that promoters can take advantage of post-concert 

moments in previous countries as attractive promotional materials through UGC and e-WOM. 



1062 | Page 

 

For future research, it is expected that future research can develop research variables, 

dimensions, and indicators, with the aim of getting updated research and remaining relevant 

for today. In addition, it is recommended to explore other social media platforms, such as 

Instagram or X, to see if similar results can be achieved or there are differences in influence. 

  

7. References 

Agustina, D. E., & Mahendri, W. (2023). Pengaruh User Generated Content Dan Electronic 

Word Of Mouth Terhadap Brand Trust Produk Kosmetik Hanasui Pada Aplikasi Tiktok. 

Jurnal Bisnis Mahasiswa, 3(4), 372–380. https://doi.org/10.60036/jbm.v3i4.art7 

Ameliola, S., & Nugraha, H. D. (2013). PERKEMBANGAN MEDIA INFORMASI DAN 

TEKNOLOGI TERHADAP ANAK DALAM ERA GLOBALISASI. Prosiding The 5 Th 

International Conference on Indonesian Studies: “Ethnicity and Globalization, 362–371. 

Anindya Azzahra, L. (2024). “THE DREAM SHOW 3: DREAM( )SCAPE in JAKARTA” 

Sukses Bikin Iri KNetz! Mudakompas.Id. 

https://muda.kompas.id/baca/2024/05/19/keseruan-nctzen-di-konser-n-the-dream-show-

3-dream-scape-in-jakarta-sukses-bikin-iri-knetz/ 

Aqila, M. A. Z., & Revinzky, M. A. (2024). Dampak User-Generated Content Terhadap Brand 

Equity Dalam Membentuk Niat Pembelian Pada Brand. Indonesian Journal of Economics 

, Management , and Accounting, 1(5), 400–413. 

Ayu, F. S. (2024). Perilaku Sosial Remaja Akhir Di Komunitas Nctzen Terhadap Korean Pop 

( Kpop ). 2(1). 

Chin, W. W. (1998). The Partial Least Squares Aproach to Structural Equation Modeling. 

Modern Methods for Business Research, 295(2), 295–336. 

Dennhardt, S. (2014). User-Generated Content and its Impact on Branding : How Users and 

Communities Create and Manage Brands in Social Media. Springer Gabler. 

Dwi, A. (2024). Pengaruh Harga , Lokasi Dan Fanatisme Terhadap Minat Pembelian Tiket 

Konser Blackpink Di Stadion Gelora Bung Karno. 10(2), 846–859. 

Fadhli Nursal, M., Rianto, M. R., Rohaeni, H., & Saputra, F. (2023). Pengaruh Electronic Word 

of Mouth (EWOM) Terhadap Keputusan Pembelian Melalui Minat Beli Pada Jasa 

Transportasi Online Maxim di Kota Bekasi. Jurnal Manajemen Dan Pemasaran Digital 

(JMPD), 1(3), 111–118. https://creativecommons.org/licenses/by/4.0/ 

Fauzi, N. A. (2023). PENGARUH USER GENERATED CONTENT, SOCIAL MEDIA 

MARKETING DAN MARKETING COMMUNICATION TERHADAP PURCHASE 

INTENTION (Studi Pada Pengguna Produk UMKM Subsektor Fashion di Kota 

Tasikmalaya). Pascasarjana Thesis, Universitas Siliwangi. 

Ferdinan, A. (2014). Metode Penelitian Manajemen Edisi 5. Semarang: Badan Penerbit 

Universitas Diponegoro. 

Firmansyah, A. (2024). PENGARUH E-WOM , HARGA , DAN LOKASI TERHADAP 

KEPUTUSAN PEMBELIAN TIKET KONSER ANNIVERSARY KE 12 JKT48. Universitas 

Muhammadiyah Jember. 

Gan, C., & Wang, W. (2017). The influence of perceived value on purchase intention in social 

commerce context. Internet Research, 27(4), 772–785. https://doi.org/10.1108/IntR-06-

2016-0164 

Ghozali, I. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26 (10th ed.). 



1063 | Page 

 

Badan Penerbit Universitas Diponegoro. 

Ghozali, I., & Latan, H. (2020). Partial Least Squares: Konsep, Teknik dan Aplikasi 

Menggunakan SmartPLS 3.0 Untuk Penelitian Empiris. Universitas Diponegoro, 2. 

Hair, J. F., Sarstedt, M., & Ringle, C. M. (2017). Partial Least Squares Structural Equation 

Modeling. In Handbook of Market Research (Issue September). 

https://doi.org/10.1007/978-3-319-05542-8 

Indriana, A., Ramdan, A. M., & Danial, R. D. M. (2024). Pengaruh Electronic Word Of Mouth 

Terhadap Online Purchase Intention Melalui Brand Image Sebagai Variabel Mediasi. 

Journal of Economic, Bussines and Accounting (COSTING), 7(1), 2779–2787. 

https://doi.org/10.31539/costing.v7i1.3802 

Joanna Carter. (2020). Social media marketing trends 2020 (Issue August). 

https://www.smartinsights.com/social-media-marketing/social-media-strategy/social-

media-marketing-trends-2020/ 

Juliandi, A. (2018). Structural Equation Model Partial Least Square (Sem-Pls) Dengan 

SmartPLS. Modul Pelatihan, 1–6. 

Kanaka, A., Nina, A., Carmenita, A., Izabella, C., Lauwrel, V., & Yosua, I. (2024). 

GAMBARAN KEBAHAGIAAN REMAJA PENGGEMAR K-Pop DI JABODETABEK. 

2(1), 44–56. 

Kurniasari, M., & Budiatmo, A. (2018). ENGARUH SOCIAL MEDIA MARKETING, 

BRAND AWARENESS TERHADAP KEPUTUSAN PEMBELIAN DENGAN MINAT 

BELI SEBAGAI VARIABEL INTERVENING PADA J.CO DONUTS & COFFEE 

SEMARANG. Jurnal Ilmu Administrasi Bisnis, 7(3), 152–159. 

https://doi.org/10.14710/jiab.2018.20968 

Kusumo, S., Palumian, Y., Marchyta, N., & Sahetapy, W. (2024). Peranan Electronic Word of 

Mouth and Fear of Missing Out dalam Membentuk Purchase Intention Produk Mixue di 

Surabaya. JIMAT: Jurnal Ilmiah Manajamen Dan Akuntansi, 1(4), 201–211. 

Manap, K. A. (2013). The Role of User Generated Content ( UGC ) in Social Media for 

Tourism Sector. 2008, 52–58. 

Nisrina, R. G. (2021). User generated content sebagai strategi komunikasi pemasaran digital: 

studi kasus fenomena #shopeehaul. Jurnal Komunikasi Profesional, 5(6), 558–571. 

https://doi.org/10.25139/jkp.v5i6.4316 

Noer, L. R., Prihananto, P., Asokawati, A., Ninglasari, S. Y., & Made, N. G. (2024). Pengaruh 

Fear of Missing Out ( FOMO ) dan Social Media Marketing terhadap Niat Pembelian 

pada Produk Healthy. 17, 103–122. 

Nurhasanah, N., Febriyani, Z. P., & Sk, P. (2023). Pengaruh brand ambassador dan social 

media ads terhadap purchase intention melalui brand image produk skincare ms glow. 

Jurnal Riset Ekonomi Dan Bisnis, 16(2), 156–175. 

Populix. (2024). A Study of Indonesian Behavior. January. 

Pratiningsih, V. (2023). Pengaruh User Generated Content Dan Electronic Word of Mouth 

Terhadap Purchase Intention Produk Erigo Pada Aplikasi Tik Tok (Studi Kasus Di Kota 

Pekanbaru). https://repository.uin-suska.ac.id/71158/1/GABUNGAN SKRIPSI 

KECUALI BAB V.pdf 

Rahmah, A. D., & Noorizki, R. D. (2023). Fenomena Fear of Missing Out dalam Partisipasi 

Konser Musik di Kalangan Masyarakat Indonesia. 3(7), 261–268. 



1064 | Page 

 

https://doi.org/10.17977/10.17977/um070v3i72023p261-268 

Sari, Y. P. (2024). Pengaruh terpaan user generated content (ugc) instagram the originote 

terhadap minat beli produk the originote. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-building Approach 

(7th ed.). Wiley. 

Sugiyono. (2017). Metode penelitian bisnis: pendekatan kuantitatif, kualitatif, kombinasi, dan 

R&D. Penerbit CV. Alfabeta: Bandung, 225(87), 48–61. 

Tionardus, M., & Setiawan, T. S. (2024). Keseruan Konser NCT Dream The Dream Show 3. 

Kompas.Com. https://www.kompas.com/hype/read/2024/05/20/101637866/keseruan-

konser-nct-dream-the-dream-show-3?page=all 

Wibowo, T. (2021). Studi Penetrasi Aplikasi Media Sosial Tik-Tok Sebagai Media Pemasaran 

Digital : Studi Kasus Kota Batam. 1(1), 662–669. 

Wily Mohammad, & Hanif Saifurrahman. (2023). Influence of Daily K-pop Watching 

Duration and Expenditure on K-pop Merchandise on Intention to Purchase Concert 

Tickets: Moderating Effect of Likeability Level. International Journal of Management 

Science, 1(2), 37–48. https://doi.org/10.59535/ijms.v1i2.85 

Wulandari, K. (2023). Fans In Samarinda Interaksi Parasosial Dan Tingkat Loyalitas 

Konsumen Remaja Akhir Penggemar Korean Pop ( K-Pop ) Di Samarinda. 4(2), 2160–

2172. 

Yani, E. U., & Rojuaniah, R. (2023). Pengaruh Social Media Marketing dan Fomo terhadap 

Purchase Intention Melalui Electronic Word of Mouth. Jurnal Pendidikan Tambusai, 

7(2), 18020–18031. 

Zarinah Tamblunan, F. (2024). Pengaruh Price, Satisfaction, Product Knowledge, Fear of 

Missing Out Terhadap Purchase Intention Tiket Konser K-Pop Pada Generasi Z Kota 

Medan [Universitas Malikussaleh]. https://rama.unimal.ac.id/id/eprint/4751/ 

 

 


