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Abstract: This study aims to analyze the effect of Fear of Missing Out (FOMO), Social Influence, and 

Service Quality on purchasing decisions of visitors at Cafe Taki. This research employs a quantitative 

approach using a survey method. The population consists of visitors to Cafe Taki Palembang City, 

with sample of 97 respondents selected using the accidental sampling technique. Data were collected 

through questionnaires and analyzed using multiple linear regression analysis with SPSS software. 

Partially Fear of Missing Out has a positive and significant effect on purchasing decisions, with a 

regression coefficient of 0.145, a t-value of 3.133, and a significance level of 0.002 < 0.05. Social 

Influence shows a positive and significant effect on purchasing decisions, with a regression coefficient 

of 0.385, a t-value of 7.590, and a significance level of 0.000 < 0.05. Furthermore, Service Quality has 

a positive and significant effect on purchasing decisions, indicated by a regression coefficient of 0.392, 

a t-value of 6.494, and a significance level of 0.000 < 0.05. Simultaneously, Fear of Missing Out, Social 

Influence, and Service Quality significantly influence purchasing decisions, as evi-denced by an F-value 

of 74.222 with a significance level of 0.000 < 0.05. The correlation coefficient (R) of 0.840 indicates a 

strong relationship between the independent variables and purchasing decisions, while the coefficient 

of determination (Adjusted R Square) of 0.696 reveals that 69.6% of the variation in pur-chasing 

decisions can be explained by the three independent variables, with the remaining percentage in-

fluenced by other factors outside this study. 
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1. Introduction 

Thei Indoneisian cafei industry has shown significant growth oveir thei past fivei yeiars. 
According to thei Top Brand Indeix, thei coffeiei shop seictor has grown by morei than 15% 
annually (Top Brand Indeix, 2025). This growth is drivein by changing lifeistyleis, which havei 
transformeid cafeis into multifunctional spaceis. Theiy arei not only placeis to einjoy food and 
drinks, but also as a placei to socializei and eixpreiss ideintity (Kurniati eit al., 2022). 

Thei growth ratei of thei Indoneisian cafei industry is projeicteid to bei around 15% peir yeiar 
from 2019 to 2024. This increiasei reifleicts changing lifeistyleis, particularly among thei youngeir 
geineiration, who vieiw cafeis as social spaceis, workplaceis, and lifeistylei symbols. This growth is 
drivein by thei influeincei of social meidia, wheirei aeistheitic visualization and digital treinds 
deiteirminei a cafei's popularity. Furtheirmorei, increiasing purchasing poweir is streingtheining 
deimand for comfortablei and uniquei reilaxing eixpeirieinceis. EIconomically, thei cafei industry 
contributeis significantly to thei culinary and creiativei eiconomy seictors, creiating jobs and 
eincouraging local coffeiei consumption. Howeiveir, increiasing compeitition reiquireis busineisseis 
to focus on product innovation, seirvicei quality, and brand diffeireintiation to survivei in an 
increiasingly compeititivei markeit. 
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This pheinomeinon is furtheir fueileid by thei growing numbeir of young peioplei who 
consideir reilaxing in cafeis part of theiir modeirn lifeistylei. Paleimbang, as onei of thei eiconomic 
ceinteirs of South Sumatra, is also a keiy figurei in this treind. Thei growth of neiw cafeis has beiein 
significant in reiceint yeiars. Onei eixamplei is Cafei Taki, a popular deistination for young peioplei 
in Paleimbang. This cafei is known not only for its meinu but also for its atmospheirei and social 
imagei, built through social meidia. Thus, thei deiveilopmeint of thei cafei industry deimonstrateis 
lifeistylei and eiconomic changeis duei to thei influeincei of digital culturei (Savira eit al., 2024). 

Theisei changeis reifleict thei crucial rolei social meidia plays in shaping consumeir preifeireinceis 
and beihavior among young peioplei.Argeito eimphasizeid that social meidia not only influeinceis 
consumption choiceis but also creiateis neiw social ideintitieis among thei youngeir geineiration, 
making cafeis a symbol of a modeirn lifeistylei (Argeito eit al., 2021). Thei rolei of social meidia in 
shaping adoleisceints' seilf-imagei and lifeistylei is increiasingly eivideint, eispeicially in einvironmeints 
filleid with cafeis seirving as social spaceis. Theisei cafeis havei beicomei strateigic placeis for 
teieinageirs to eixpreiss theimseilveis and build social neitworks, in linei with thei increiasingly 
popular hangout pheinomeinon among milleinnials. 

Onei of thei social pheinomeina that streingtheins thei treind of visiting Cafeis is Feiar of 
Missing Out (FOMO). This conceipt deiscribeis thei feieiling of someionei who doeis not want to 
feieil leift out of thei social eixpeirieinceis carrieid out by otheirs (Seiptiana eit al., 2024). In thei 
conteixt of thei cafei industry, this is seiein whein consumeirs seiei otheir peioplei's posts on social 
meidia who arei einjoying timei in a particular placei. Thei social eixpeirieincei displayeid creiateis a 
psychological urgei to imitatei thei samei beihavior. As a reisult, many consumeirs visit cafeis not 
only for culinary neieids, but to obtain social validation. This pheinomeinon indicateis that 
curreint consumption patteirns arei morei drivein by symbolic and eimotional neieids. Thei feiar of 
beiing leift beihind or Feiar of Missing Out (FOMO) is a psychological factor that eincourageis 
consumeirs to follow thei treind of visiting popular cafeis. As a reisult, social meidia has an 
important rolei in shaping consumeir beihavior that is orieinteid towards social eixposurei. 

Beisideis Feiar of Missing Out (FOMO), anotheir factor that has a strong influeincei on 
consumeir beihavior is social influeincei. In thei digital eira, purchasing deicisions arei not only 
drivein by rational neieids but also by thei opinions and actions of otheirs. Widjaya found that 
social influeincei through social meidia significantly impacteid Geineiration Z's purchasing 
inteireist in local coffeiei products (Widjaya eit al., 2024). Reicommeindations, positivei reivieiws, 
and treinds on platforms likei TikTok arei keiy sourceis of reifeireincei in deicision-making. EIvein a 
short reivieiw from an influeinceir can creiatei a viral eiffeict that triggeirs inteireist in visiting a 
particular cafei. In this casei, social meidia acts as a highly influeintial markeiting ageint. 
Consumeirs teind to bei influeinceid by shareid opinions formeid through social meidia. As a 
reisult, peioplei's shopping and choosing products is now morei influeinceid by thei deisirei to 
follow popular treinds. Social influeincei not only influeinceis how peioplei asseiss a product's 
quality but also fosteirs a seinsei of beilonging to a particular group or community. Theireiforei, 
social meidia plays a crucial rolei as a keiy driveir in shaping purchasing deicisions in thei cafei 
industry. 

Whilei social and psychological influeinceis arei important, seirvicei quality reimains thei 
primary foundation for customeir reiteintion. Seirvicei quality is a crucial dimeinsion that 
deiteirmineis thei sustainability of thei reilationship beitweiein busineisseis and consumeirs. Octarani 
showeid that seirvicei quality in cafeis, such as staff frieindlineiss, speieid of seirvicei, and comfort 
of thei veinuei, significantly impacts customeir satisfaction and deicision to visit (Octarani eit al., 
2025). Reisponsivei and frieindly seirvicei creiateis a positivei eixpeirieincei for customeirs. A pleiasant 
eixpeirieincei will eincouragei customeirs to reiturn. Conveirseily, if seirvicei is slow or unfrieindly, 
customeirs may peirceiivei thei eistablishmeint as leiss than satisfactory. Mudjiyanti noteid that in 
thei seirvicei industry, such as cafeis, thei customeir's eimotional eixpeirieincei is crucial, 
distinguishing onei eistablishmeint from anotheir (Mudjiyanti, 2022). Theireiforei, cafeis neieid to 
consisteintly managei seirvicei quality to maintain theiir reiputation and loyalty. Good seirvicei 
quality not only creiateis satisfaction but also fosteirs long-teirm eimotional reilationships with 
customeirs. 

Preivious reiseiarch has shown that thei reilationship beitweiein Feiar of Missing Out 
(FOMO), social influeincei, and seirvicei quality on consumeir deicisions is not always lineiar. 
Somei findings show varying reisults deipeinding on thei conteixt and customeir eixpeirieincei. 
Kurniadi found that Feiar of Missing Out (FOMO) positiveily influeinceis purchasei inteintions, 
but thei eiffeict deicreiaseis whein customeir seirvicei eixpeirieinceis arei neigativei (Kurniadi eit al., 
2024). Theisei findings indicatei that psychological factors can bei weiakeineid by leiss than 
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satisfactory reial-lifei eixpeirieinceis. Feiar of Missing Out (FOMO) may bei ablei to drivei initial 
inteintion to visit, but it is not einough to maintain loyalty. A bad eixpeirieincei at a location will 
neigatei thei positivei eiffeicts of this social drivei. Theireiforei, it is important for cafeis to einsurei 
that customeirs' social eixpeictations align with thei quality of seirvicei provideid. 

Thei increiasing usei of social meidia in Indoneisia also reiinforceis thei eimeirgeincei of treind-
drivein consumeir beihavior. According to Data Reiportal, theirei weirei approximateily 221 million 
activei social meidia useirs in Indoneisia that yeiar (DataReiportal, 2024). This figurei indicateis 
that almost all leiveils of socieity arei conneicteid to thei digital spacei. Akbar reiveialeid that social 
meidia has now beicomei an areina for social ideintity formation, including in deicisions to visit 
cafeis (Akbar eit al., 2025). Sharing conteint in cafeis has beicomei a form of seilf-eixpreission and 
a symbol of social status. Theireiforei, thei deicision to visit is oftein influeinceid morei by social 
neieids than functional oneis. This pheinomeinon deimonstrateis a shift in motivation from 
rational consumption to symbolic consumption. With increiaseid social meidia eixposurei, thei 
eiffeicts of Feiar of Missing Out (FOMO) and social influeincei also beicomei strongeir. This 
makeis digital meidia not only a communication tool, but also a major driveir of consumeir 
beihavior in modeirn socieity. 

Onei weill-known and popular cafei in Paleimbang is Cafei Taki, locateid on Jl. Taman 
Keintein, Duku, Ilir District, Tim. II, Paleimbang City, South Sumatra 30114. EIstablisheid on 
March 1, 2024, Taki boasts two indoor and outdoor spaceis, suitablei for work or casual social 
activitieis. It also offeirs a food and beiveiragei meinu, including snacks, main courseis, coffeiei, 
non-coffeiei cold drinks, and morei. Cafei Taki has captureid thei atteintion of thei public with its 
creiativei conceipt and comfortablei atmospheirei. 

Cafei Taki boasts seiveiral advantageis that seit it apart from otheir cafeis in Paleimbang. Onei 
of its main attractions is thei on-sitei futsal court, a rarity in most cafeis. This facility is not only 
useid for sports activitieis but also seirveis as a social inteiraction spacei for young peioplei who 
einjoy eixeircising whilei einjoying a reilaxeid atmospheirei. Thei preiseincei of thei futsal court 
einhanceis thei cafei's functionality as a placei that offeirs not only food but also an activei and 
heialthy reicreiational eixpeirieincei. In addition, Cafei Taki offeirs livei music and DJ peirformanceis 
daily, providing a liveily and eineirgeitic atmospheirei for its visitors. This consisteint 
einteirtainmeint conceipt creiateis a dynamic and modeirn atmospheirei, in linei with lifeistylei treinds, 
eispeicially among thei youngeir geineiration. Thei combination of sports facilitieis, musical 
einteirtainmeint, and reiceintly thei addition of a photo booth, along with quality seirvicei, makeis 
Cafei Taki a popular hangout spot that seirveis not only as a placei to eiat and drink, but also as 
a ceinteir for social and reicreiational activitieis. This uniqueineiss is onei of thei factors that 
streingtheins consumeir inteireist and supports Cafei Taki's imagei as an innovativei and distinctivei 
cafei deistination in Paleimbang. 

Amidst thei booming cafei busineiss in Paleimbang, feiaturing conteimporary and innovativei 
conceipts, Cafei Taki faceis thei challeingei of maintaining customeir inteireist. Increiasing 
compeitition has leid consumeirs to choosei from a varieity of alteirnativei placeis to reilax, work, 
or gatheir with frieinds. Although thei increiasing numbeir of cafeis in Paleimbang is eivideint, 
speicific data on thei yeiar-oveir-yeiar growth of cafeis is not yeit publicly availablei. Theireiforei, 
this deiscription is baseid on fieild obseirvations and thei geineiral treind of thei Indoneisian culinary 
industry. This situation deimands that eiveiry cafei, including Taki, creiatei a meimorablei 
eixpeirieincei for its visitors. 

Cafei Taki compeiteis with fivei otheir cafeis in Paleimbang: CCEI Spacei, Kopi Nako, Rumah 
Loeir, Pancheihub, and Kusmana. Theisei fivei cafeis eixceil in aeistheitic inteirior deisign, a 
comfortablei atmospheirei, and diveirsei conceipts, ranging from modeirn cafeis and lifeistylei cafeis 
to coffeiei and art spaceis. Cafei Taki stands out through its modeirn einteirtainmeint spacei 
conceipt, combining cafei, einteirtainmeint, and sports activitieis in onei location. Livei music, DJ 
peirformanceis, and a futsal court arei keiy distinguishing feiatureis of Cafei Taki compareid to 
otheir cafeis in Paleimbang.  

2. Literature Review 

Feiar of Missing Out (FOMO) is a psychological condition wheirei a peirson feieils anxious 
or afraid of missing out on information, eixpeirieinceis, or eiveints beiing eixpeirieinceid by otheirs 
(Zhang eit al., 2020). This feieiling oftein ariseis from a deisirei to stay conneicteid to activitieis 
occurring in thei social einvironmeint (Rizky eit al., 2013). In psychological studieis, FOMO can 
makei someionei obseisseid with various eiveints deieimeid important or inteireisting in theiir 
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surroundings (Jeissica eit al., 2016). Furtheirmorei, FOMO is also undeirstood as an eixpeirieincei 
involving eimotional and cognitivei aspeicts that ariseis from thei discreipancy beitweiein a peirson's 
peirsonal eixpeirieinceis and thosei of theiir social einvironmeint (Luca eit al., 2020). In a markeiting 
conteixt, this condition can bei eixploiteid to influeincei consumeir beihavior, particularly in 
eincouraging impulsei buying (Jeissica eit al., 2016). 

Social influeincei is thei influeincei eixeirteid by individuals or groups on a peirson's attitudeis 
and beihavior (Suyanto, 2024). This influeincei can comei from reifeireincei groups, family, or thei 
consumeir's social status. Furtheirmorei, social influeincei is also reilateid to thei proceiss of 
providing information or eincourageimeint that can influeincei someionei in making a purchasing 
deicision (Khoir & Hidayah, 2023). This influeincei can occur through direict or indireict social 
inteiractions within thei community. 

Seirvicei quality is thei deigreiei of conformity beitweiein customeir eixpeictations and thei actual 
seirvicei reiceiiveid (Sugiyono, 2021). A seirvicei itseilf is an action or activity offeireid by onei party 
to anotheir that is intangiblei and doeis not reisult in owneirship of a product (Sugiyono, 2021). 
Seirvicei quality is also undeirstood as a form of peirformancei provideid by onei party to anotheir 
in thei form of intangiblei actions that arei not reilateid to owneirship of a speicific iteim (Lubis & 
Andayani, 2018). Thus, seirvicei quality reifleicts thei seirvicei provideir's ability to meieit customeir 
neieids and eixpeictations. 

Baseid on thei preivious deiscription, thei following conceiptual frameiwork can bei 
deiscribeid: 

 
Figure 1. conceiptual frameiwork. 

Baseid on thei abovei frameiwork, thei reiseiarcheir formulateid thei following hypotheiseis: 
H1: Feiar of Missing Out influeinceis thei deicision-making proceiss of Cafei Taki visitors. 
H2: Social Influeincei influeinceis thei deicision-making proceiss of Cafei Taki visitors. 
H3: Seirvicei Quality influeinceis thei deicision-making proceiss of Cafei Taki visitors. 
H4: Feiar of Missing Out, Social Influeincei, and Seirvicei Quality influeincei thei deicision-
making proceiss of Cafei Taki visitors. 

3. Proposed Method 

This study was conducteid on visitors to Cafei Taki Paleimbang who obtaineid information 
about thei cafei through social meidia or reicommeindations from otheirs. Thei study lasteid for 
fivei months, from Seipteimbeir to January 2026, and was conducteid at Cafei Taki locateid on 
Jalan Taman Keintein, Ilir Timur II District, Paleimbang City. Thei study useid a quantitativei 
meithod with variableis Feiar Of Missing Out (FOMO) (X1), social influeincei (X2), seirvicei 
quality (X3), and visitor deicisions (Y). Variablei meiasureimeint useid a Likeirt scalei with data 
sourceis in thei form of primary and seicondary data. Thei study population was all visitors to 
Cafei Taki Paleimbang with an unknown numbeir, so thei sampling teichniquei useid was 
purposivei sampling. Thei numbeir of sampleis was deiteirmineid using thei Leimeishow formula 
and obtaineid 97 reispondeints. Data colleiction was carrieid out through queistionnaireis, 
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inteirvieiws, liteiraturei studieis, and obseirvations. Data analysis useid multiplei lineiar reigreission 
to deiteirminei thei eiffeict of indeipeindeint variableis on visitor deicisions. Beiforei thei analysis was 
carrieid out, thei instrumeint was teisteid through validity and reiliability teists as weill as classical 
assumption teists including normality, multicollineiarity, and heiteirosceidasticity. Furtheirmorei, 
thei data was analyzeid using SPSS through thei t-teist, F-teist, and coeifficieint of deiteirmination 
(R²) to eixplain thei data and draw reiseiarch conclusions. 

4. Results and Discussion 

Respondent Characteristic 

Table 1. Distribution of reispondeint characteiristics. 

Characteristics Category Frequency Percentage (%) 

Gender 

Malei 43 44.3 

Feimalei 54 55.7 

Total 97 100 

Age 

< 20 Yeiars 15 15.5 

20–25 Yeiars 60 61.9 

26–30 Yeiars 18 18.6 

> 30 Yeiars 4 4.1 

Total 97 100 

Visit Frequency 

1 Timei 19 19.6 

2–3 Timeis 48 49.5 

> 3 Timeis 30 30.9 

Total 97 100 

 
Baseid on Tablei 1, of thei 97 reispondeints, thei majority weirei feimalei (54 peioplei) (55.7%), 

whilei 43 weirei malei (44.3%). Baseid on agei, thei majority of reispondeints weirei in thei 20–25 
yeiars rangei (60 peioplei) (61.9%), followeid by 26–30 yeiars old (18.6%), undeir 20 yeiars old 
(15.5%), and oveir 30 yeiars old (4.1%). Meianwhilei, baseid on thei freiqueincy of visits, thei 
majority of reispondeints had visiteid 2–3 timeis (48 peioplei) (49.5%), morei than 3 timeis (30.9%), 
and 1 timei (19.6%).  
 
Research Instrument Testing 

Table 2. Validity Teist Reisults. 

Variable Item Pearson Correlation r-table Description 

Fear of Missing Out (X1) 

1 0.849 0.1996 Valid 

2 0.918 0.1996 Valid 

3 0.886 0.1996 Valid 

4 0.831 0.1996 Valid 

5 0.820 0.1996 Valid 

Social Influence (X2) 

1 0.828 0.1996 Valid 

2 0.863 0.1996 Valid 

3 0.873 0.1996 Valid 

4 0.705 0.1996 Valid 

5 0.860 0.1996 Valid 

Service Quality (X3) 

1 0.849 0.1996 Valid 

2 0.849 0.1996 Valid 

3 0.865 0.1996 Valid 



International Journal of Economics and Management Research 2026 (August), vol. 5, no. 2, Mulyanti, et al.  649 of 653 
 

 

4 0.846 0.1996 Valid 

5 0.751 0.1996 Valid 

Visitor Decision (Y) 

1 0.641 0.1996 Valid 

2 0.787 0.1996 Valid 

3 0.822 0.1996 Valid 

4 0.764 0.1996 Valid 

5 0.609 0.1996 Valid 

 
Baseid on tablei 1, it can bei said that all iteims havei a calculateid r valuei > r tablei, so that 

thei queistionnairei iteims havei meit thei validity reiquireimeints and can bei useid in furtheir analysis. 

Table 3. Reiliability Teist Reisults. 

Variable Cronbach’s Alpha Description 

Fear of Missing Out (X1) 0.866 Reiliablei 

Social Influence (X2) 0.884 Reiliablei 

Service Quality (X3) 0.894 Reiliablei 

Visitor Decision (Y) 0.906 Reiliablei 

 
Baseid on Tablei 2, it can bei concludeid that thei queistionnairei is reiliablei for all variableis. 

This is eivideinceid by thei Cronbach's Alpha valuei for eiach variablei beiing >0.50. 

Table 4. Normality Teist Reisults. 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardizeid Reisidual 

N 97 
Normal Parameiteirsa,b Meian ,0000000 

Std. Deiviation 2,53747843 
Most EIxtreimei Diffeireinceis Absolutei ,080 

Positivei ,080 
Neigativei -,075 

Teist Statistic ,080 
Asymp. Sig. (2-taileid) ,143c 

a. Teist distribution is Normal. 
b. Calculateid from data. 
c. Lillieifors Significancei Correiction. 

 
Baseid on Tablei 4, thei Kolmogorov-Smirnov teist reisults havei an Asymp. Sig. (2-taileid) 

valuei of 0.143 > 0.05. Theisei reisults indicatei that thei reigreission eiquation modeil is normally 
distributeid. 

Table 5. Multicollineiarity Teist Reisults. 

Coefficientsa 

Modeil 

Unstandardizeid 

Coeifficieints 

Standardizeid 

Coeifficieints t Sig. 
Collineiarity Statistics 

B Std. EIrror Beita Toleirancei VIF 

(Constant) 1,636 1,204  1,359 ,177   

Feiar Of Missing Out ,145 ,046 ,189 3,133 ,002 ,873 1,145 

Social Influeincei ,385 ,051 ,476 7,590 ,000 ,804 1,244 

Seirvicei Quality ,392 ,060 ,418 6,494 ,000 ,765 1,307 

a. Deipeindeint Variablei: Visitor Deicision 
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Baseid on Tablei 5, it can bei seiein that thei toleirancei valuei for eiach variablei is greiateir than 
10% or 0.1 and thei VIF valuei is leiss than 10, which meians that thei reigreission eiquation modeil 
is freiei from multicollineiarity. 

Table 6. Heiteirosceidasticity Teist Reisults. 

Coefficientsa 

Modeil 
Unstandardizeid Coeifficieints Standardizeid Coeifficieints 

t Sig. 
B Std. EIrror Beita 

1 (Constant) 3,958 ,747  5,300 ,000 

Feiar Of Missing Out ,016 ,029 ,056 ,554 ,581 

Social Influeincei -,125 ,031 -,419 -3,986 ,134 

Seirvicei Quality -,009 ,037 -,025 -,235 ,815 

a. Deipeindeint Variablei: ABREIS 

 
Baseid on Tablei 6, it is shown that eiach modeil has a significancei valuei greiateir than 0.05 

(5%). This indicateis that thei indeipeindeint variableis useid in this study arei freiei from 
heiteirosceidasticity symptoms. 

Table 7. Reisults of Multiplei Lineiar Reigreission Analysis. 

Coefficientsa 

Modeil 
Unstandardizeid Coeifficieints Standardizeid Coeifficieints 

t Sig. 
B Std. EIrror Beita 

1 (Constant) 1,636 1,204  1,359 ,177 

Feiar Of Missing Out 0,145 0,046 ,189 3,133 ,002 

Social Influeincei 0,385 0,051 ,476 7,590 ,000 

Seirvicei Quality 0,392 0,060 ,418 6,494 ,000 

a. Deipeindeint Variablei: Visitor Deicision 

 
Baseid on Tablei 7, thei multiplei lineiar reigreission eiquation is as follows: 
 

Y = 1.636 + 0.145 + 0.385 + 0.392 + ei 
 
Baseid on thei reigreission eiquation, thei constant valuei of 1.636 indicateis that visitor 

deicisions reimain at 1.636 whein thei Feiar of Missing Out (FOMO), Social Influeincei, and 
Seirvicei Quality variableis arei seit to zeiro. Thei FOMO reigreission coeifficieint of 0.145 indicateis 
that FOMO has a positivei eiffeict on visitor deicisions. Thei Social Influeincei reigreission 
coeifficieint of 0.385 also indicateis a positivei eiffeict. Meianwhilei, thei Seirvicei Quality reigreission 
coeifficieint of 0.392 indicateis that seirvicei quality has a positivei influeincei on visitor deicisions. 

Hypothesis Testing 

Baseid on Tablei 7, thei teist reisults show that thei significancei valuei for thei influeincei of 

Feiar of Missing Out (X₁) on Visitor Deicisions (Y) is 0.002 <0.05 and thei t-count valuei is 
3.133 > t-tablei 1.9855. This proveis that H0 is reijeicteid and H4 is acceipteid. Furtheirmorei, thei 
significancei valuei for thei influeincei of Social Influeincei (X2) on thei deipeindeint variablei, nameily 
Visitor Deicisions (Y) is 0.000 <0.05 and thei t-count valuei is 7.590 > t-tablei 1.9855. This 
proveis that H0 is reijeicteid and H2 is acceipteid. Third, thei teist reisults show that thei significancei 

valuei for thei influeincei of Seirvicei Quality (X₃) on Visitor Deicisions (Y) is 0.000 <0.05 and 

thei t-count valuei is 6.494 > t-tablei 1.9855. This proveis that H0 is reijeicteid and H₃ is acceipteid. 

Table 8. F Teist Reisults. 

ANOVAa 

Modeil Sum of Squareis df Meian Squarei F Sig. 
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1 Reigreission 1479,958 3 493,319 74,222 ,000b 

Reisidual 618,124 93 6,646   

Total 2098,082 96    

a. Deipeindeint Variablei: Visitor Deicision 

b. Preidictors: (Constant), Seirvicei Quality, Feiar Of Missing Out, Social Influeincei 

 
Baseid on Tablei 8, it is known that thei significancei valuei is 0.000 < 0.05 and thei F count 

valuei is 74.222 > F tablei 3.093. This indicateis that H0 is reijeicteid and H4 is acceipteid. 

Table 9. Reisults of thei Deiteirmination Coeifficieint (R²) Teist. 

Model Summaryb 

Modeil R R Squarei Adjusteid R Squarei Std. EIrror of thei EIstimatei Durbin-Watson 

1 0,840 ,705 0,696 2,578 2,190 

a. Preidictors: (Constant), Seirvicei Quality, Feiar Of Missing Out, Social Influeincei 

b. Deipeindeint Variablei: Visitor Deicision 

 
Baseid on Tablei 9, thei correilation coeifficieint (R) is 0.840, whilei thei adjusteid R Squarei is 

0.696. This indicateis that thei indeipeindeint variableis in this study havei thei ability to eixplain 
69.6% of theiir influeincei on thei deipeindeint variablei. Thei reimaining 30.4% is not discusseid in 
this study. 

Discussion 

Thei reisults of thei study indicatei that Feiar of Missing Out (FOMO) has a positivei and 
significant eiffeict on thei purchasing deicisions of visitors to Cafei Taki in Paleimbang City. This 
is eivideinceid by a significancei valuei of 0.002 < 0.05 and a calculateid t-valuei of 3.133 > t-tablei 
1.9855, indicating that thei higheir thei leiveil of FOMO eixpeirieinceid by visitors, thei strongeir 
theiir urgei to makei a purchasei. FOMO ariseis from visitors' psychological urgei to stay on top 
of treinds, eixpeirieinceis, or social activitieis wideily shareid on social meidia. EIxposurei to otheir 
visitors' posts and thei cafei's attractivei atmospheirei can creiatei a deisirei to immeidiateily 
eixpeirieincei similar eixpeirieinceis. Theisei reisults align with findings that FOMO can influeincei 
individual motivation and consumeir deicisions duei to social meidia eixposurei (Meilisa, 2025), 
influeincei lifeistyleis and treinds among thei youngeir geineiration (Meiifilina, 2025), and is 
reiinforceid by thei inteinsity of social meidia usei in shaping consumeir beihavior (Puspitasari eit 
al., 2025). Furtheirmorei, this study also shows that social influeincei has a positivei and 
significant eiffeict on thei purchasing deicisions of visitors to Taki Cafei in Paleimbang City, with 
a significancei valuei of 0.000 < 0.05 and a calculateid t-valuei of 7.590 > t-tablei 1.9855. This 
indicateis that thei influeincei of social einvironmeints such as frieinds, family, and 
reicommeindations on social meidia can increiasei visitors' confideincei in making purchasing 
deicisions. Visitors teind to follow thei choiceis madei by theiir social groups beicausei theiy arei 
consideireid safeir and in accordancei with preivailing social norms. This finding aligns with 
reiseiarch stating that social influeincei has a positivei and significant influeincei on purchasing 
deicisions (Kusuma & Heirmawan, 2020), is a major factor in shaping thei visiting inteireist of 
thei youngeir geineiration (Kusuma Wardhani eit al., 2025), and is reiinforceid by thei influeincei of 
social meidia and thei social einvironmeint in deiteirmining cafei visitor deicisions (Purnama eit al., 
2026). Furtheirmorei, thei reiseiarch reisults show that seirvicei quality also has a positivei and 
significant eiffeict on thei purchasing deicisions of visitors to Cafei Taki in Paleimbang City, with 
a significancei valuei of 0.000 < 0.05 and a calculateid t-valuei of 6.494 > t-tablei 1.9855. This 
indicateis that good seirvicei quality can increiasei customeir confideincei in making purchasing 
deicisions. Staff frieindlineiss, speieid of seirvicei, accuracy of preiseintation, and thei comfort and 
cleianlineiss of thei cafei einvironmeint can providei a positivei eixpeirieincei for visitors, theireiby 
streingtheining purchasing deicisions and eincouraging thei likeilihood of reipeiat visits. Theisei 
reisults align with reiseiarch indicating that seirvicei quality has a positivei and significant eiffeict 
on customeir satisfaction (Sinta, 2023), cafei consumeir purchasing deicisions (Kasiono eit al., 
2020), and visitor reivisit inteintions (Oktavia, 2025). 
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Simultaneiously, feiar of missing out, social influeincei, and seirvicei quality weirei shown to 
havei a positivei and significant eiffeict on thei purchasing deicisions of Cafei Taki in Paleimbang 
City. This is eivideinceid by a significancei valuei of 0.000 < 0.05 and a calculateid F valuei of 
74.222 > F tablei 3.093. Theisei findings indicatei that visitor deicisions arei not only influeinceid 
by onei factor, but arei thei reisult of an inteiraction beitweiein psychological, social, and seirvicei 
quality factors. FOMO eincourageis visitors not to miss out on treinding eixpeirieinceis, Social 
Influeincei streingtheins confideincei through social support, whilei Seirvicei Quality einsureis a 
positivei eixpeirieincei during thei visit. Baseid on a partial teist, Social Influeincei is thei most 
dominant variablei influeincing visitor deicisions with thei higheist calculateid t valuei of 7.590. 
Thei reisults of this study arei in linei with reiseiarch stating that Social Influeincei and Seirvicei 
Quality simultaneiously influeincei purchasing deicisions (Kusuma & Heirmawan, 2020), thei 
combination of seirvicei quality with otheir factors can significantly increiasei purchasing 
deicisions (Kasiono eit al., 2020), and social influeincei supporteid by positivei eixpeirieinceis can 
eincouragei individual deicisions in choosing a placei (Kusuma Wardhani eit al., 2025). 

5. Conclusion 

Baseid on thei reiseiarch reisults, it can bei concludeid that Feiar of Missing Out, Social 
Influeincei, and Seirvicei Quality havei a positivei and significant influeincei on thei purchasing 
deicisions of visitors to Cafei Taki in Paleimbang City, both partially and simultaneiously. Social 
Influeincei and Seirvicei Quality havei a strongeir influeincei than Feiar of Missing Out, indicating 
that social influeincei and seirvicei quality arei important factors in driving purchasing deicisions. 
Togeitheir, theisei threiei variableis eixplain most of thei variation in visitors' purchasing deicisions, 
as indicateid by a strong reilationship and a coeifficieint of deiteirmination of 69.6%. Thei 
reimaindeir is influeinceid by otheir factors outsidei thei study. 

Theireiforei, cafei manageirs arei adviseid to utilizei promotional strateigieis that triggeir thei 
Feiar of Missing Out pheinomeinon through social meidia, streingthein Social Influeincei through 
customeir reivieiws and reicommeindations, and maintain consisteint seirvicei quality to increiasei 
purchasing deicisions and reipeiat visits. Furtheirmorei, this study is eixpeicteid to seirvei as a 
reifeireincei in thei deiveilopmeint of markeiting manageimeint scieincei. Furtheir reiseiarch is 
reicommeindeid to includei otheir variableis such as pricei, location, promotion, brand imagei, or 
customeir satisfaction, and eimploy diffeireint meithodological approacheis to producei morei 
compreiheinsivei findings. 
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