A Service of

[ ) [ J
(] [ )
J ﬂ Leibniz-Informationszentrum
° Wirtschaft
o Leibniz Information Centre
h for Economics

Make Your Publications Visible.

Alfina; Hartini, Sri; Mardhiyah, Dien

Article

FOMO related consumer behaviour in marketing context:

A systematic literature review

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Alfina; Hartini, Sri; Mardhiyah, Dien (2023) : FOMO related consumer behaviour
in marketing context: A systematic literature review, Cogent Business & Management, ISSN
2331-1975, Taylor & Francis, Abingdon, Vol. 10, Iss. 3, pp. 1-21,

https://doi.org/10.1080/23311975.2023.2250033

This Version is available at:
https://hdl.handle.net/10419/294597

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dirfen die Dokumente nicht fiir 6ffentliche oder kommerzielle
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewahrten Nutzungsrechte.

-. https://creativecommons.org/licenses/by/4.0/

WWW.ECONSTOR.EU

Terms of use:

Documents in EconStor may be saved and copied for your personal
and scholarly purposes.

You are not to copy documents for public or commercial purposes, to
exhibit the documents publicly, to make them publicly available on the
internet, or to distribute or otherwise use the documents in public.

If the documents have been made available under an Open Content
Licence (especially Creative Commons Licences), you may exercise
further usage rights as specified in the indicated licence.

Mitglied der

Leibniz-Gemeinschaft ;


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2023.2250033%0A
https://hdl.handle.net/10419/294597
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

Taylor & Francis
C'ﬁ‘gent Tdyk%{&fmnﬂ\(.roup

business .
obe Ll Cogent Business & Management

Rz ISSN: (Print) (Online) Journal homepage: www.tandfonline.com/journals/oabm20

FOMO related consumer behaviour in marketing
context: A systematic literature review

Alfina, Sri Hartini & Dien Mardhiyah

To cite this article: Alfina, Sri Hartini & Dien Mardhiyah (2023) FOMO related consumer
behaviour in marketing context: A systematic literature review, Cogent Business &
Management, 10:3, 2250033, DOI: 10.1080/23311975.2023.2250033

To link to this article: https://doi.org/10.1080/23311975.2023.2250033

© 2023 The Author(s). Published by Informa
UK Limited, trading as Taylor & Francis
Group.

ﬁ Published online: 30 Aug 2023.

N
C/J Submit your article to this journal &

||I| Article views: 8853

A
& View related articles &'

@ View Crossmark data (&

CrossMark

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journallnformation?journalCode=oabm?20


https://www.tandfonline.com/action/journalInformation?journalCode=oabm20
https://www.tandfonline.com/journals/oabm20?src=pdf
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2023.2250033
https://doi.org/10.1080/23311975.2023.2250033
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2023.2250033?src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2023.2250033?src=pdf
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2023.2250033&domain=pdf&date_stamp=30 Aug 2023
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2023.2250033&domain=pdf&date_stamp=30 Aug 2023

Alfina et al., Cogent Business & Management (2023), 10: 2250033
https://doi.org/10.1080/23311975.2023.2250033

CrossMark

Received: 03 March 2023
Accepted: 16 August 2023

*Corresponding author: Alfing,
Department of Management,
Airlangga University, Kampus B Unair,
Jalan Airlangga 4, Surabaya, East
Java 60286, Indonesia

E-mail: alfina-2020@feb.unair.ac.id

Reviewing editor:

Ediz Akcay, Bournemouth University
Talbot Campus: Bournemouth
University, UK

Additional information is available at
the end of the article

cogent--0a

<k cogent

business &
mManagement

MARKETING | REVIEW ARTICLE

FOMO related consumer behaviour in marketing

context: A systematic literature review
Alfina™, Sri Hartini' and Dien Mardhiyah®

Abstract: The number of studies on the fear of missing out (FOMO) has increased
with the increasing variety of phenomena discussed. However, researchers observe
that not many studies in the marketing context explore this FOMO condition in
depth. The field of psychology still dominates in exploring the FOMO phenomenon.
This systematic literature review analyses and synthesises developments, antece-
dents, and emerging responses to FOMO in a broad context of consumer behaviour.
This study employs a systematic literature review, analysing 42 empirical studies
from the SCOPUS and Web of Science databases. The findings indicate that FOMO is
often associated with negative psychological situations. Still, without realising it
when studying FOMO in the marketing context, it turns out that it gives a response
that positively impacts consumption behaviour.

Subjects: Consumer Psychology; Internet / Digital Marketing / e-Marketing

Keywords: FOMO; consumer behaviour; consumption; consumer behaviour; systematic
literature review

1. Introduction

The presence of social media has generated numerous benefits as well as its own set of problems.
One term that illustrates this double-edged sword is “fear of missing out” (FOMO). On the one
hand, FOMO is often associated with negative behaviours that emerge from using social media
(Rautela & Sharma, 2022). However, on the other hand, marketers can perceive it as an opportu-
nity that must be utilised to acquire customers by leveraging the emotional and psychological
states of the target market (Zhang et al., 2022)

The term FOMO, an acronym for fear of missing out, was first included in the Oxford English
Dictionary in 2013. Subsequently, in 2014, a renowned magazine called Forbes published an article
titled “Do you have FOMO: Fear of Missing Out?” In that article, FOMO was depicted as a modern
perspective related to the proverb “the grass is always greener on the other side,” where indivi-
duals are associated with feelings of disconnection and dissatisfaction, and, to make matters
worse, social media becomes the fuel for those emotions (Hedges, 2014). This notion is further
supported by media reports on FOMO in relation to consumers, indicating that in 2018, 74% of
Americans prioritised experiences over products. Consumers also reported increased spending on
experiential consumption, such as subscription fees for streaming TV, concerts, games, extreme
sports, and travelling (Morgan, 2015).

© 2023 The Author(s). Published by Informa UK Limited, trading as Taylor & Francis Group.
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Since then, research on FOMO has rapidly grown and developed in various disciplines, including
education, management, and psychology (Tandon et al., 2021). This concept was first recognised as
a psychological phenomenon observed in the use of social networking sites by a British psychologist
(Przybylski et al., 2013). The term was then conceptualised using the Self-Determination Theory (SDT)
(Deci & Ryan, 2015). From the SDT theory, it was found that FOMO is a concept that arises because
individuals have low life satisfaction and fail to meet three basic psychological needs, leading to
a desire to compare themselves with others’ lives. These three basic psychological needs include the
capacity to act in the world (competence), individual initiative (autonomy), and connection with others
(relatedness) (Dogan, 2019; Przybylski et al., 2013).

Literature related to FOMO can be categorised into two domains: non-marketing and marketing.
However, psychology has investigated FOMO more intensively than marketing (Abel et al., 2016;
Przybylski et al., 2013). Most conceptual and empirical research on FOMO in the non-marketing field
assumes that FOMO is a personality trait focused on negative psychological impacts (Dogan, 2019). In
the marketing field, FOMO is often associated with its impact on excessive consumer behaviours, such as
bandwagon consumption behaviour (Kang & Ma, 2020), conspicuous consumption (show-off tendency)
(Argan et al., 2022), and purchases influenced by others (conformity consumption) (Kang et al., 2019).
Research on FOMO related to consumer behaviour was initially initiated by Conlin et al. (2016) who
discussed how FOMO predicts an individual’s speed and desire to consume television. Other marketing
literature also reveals that when social media content includes elements of FOMO, it has been proven to
positively impact high levels of brand excitement and engagement (Kang et al., 2019).

The previous literature overview shows that within a 10-year period since research on FOMO first
appeared in scientific journals, researchers’ interest in consumer behaviour in the context of FOMO
has begun to develop, although it remains fragmented and not comprehensive. According to
Kardes et al. (2010), consumer behaviour is a very broad context for discussing how consumers
engage in consumption activities (purchase, use, and disposal) and how consumers’ emotions,
mentality, and behaviour respond to these consumption activities.

Therefore, a comprehensive mapping of the FOMO concept in the context of consumer beha-
viour needs to be conducted. One appropriate method is to conduct a systematic literature review
(SLR). This SLR study aims to answer the following research questions:

RQ1. What are the predictors of FOMO in the context of consumer behaviour?
RQ2. What responses are exhibited by FOMO in the overall context of consumer behaviour?

A previous SLR on FOMO was conducted by Tandon et al. (2021); however, it focused only on
themes, research gaps, limitations, and recommendations regarding FOMO as a whole from the
beginning of the first research on FOMO until 2019. Thus, the present research is also expected to
contribute to the study of FOMO, its implications, benefits, and challenges in consumer behaviour
within the marketing context.

2. Literature review

Research on FOMO is growing rapidly in various disciplines, including education, management, and
psychology (Tandon et al., 2021). This concept was first recognized as a psychological phenomenon
that was observed to the use of social networking sites by a British psychologist named (Przybylski
et al., 2013). This term then began to be conceptualized using the Self-Determination Theory (SDT).
Since that it FOMO was found as a concept that arises because individuals have a low level of life
satisfaction. Those condition is caused by the unfulfillment of three basic psychological needs, so the
feeling to compare themselves with the lives of others arise. These three basic psychological needs are
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including the capacity to take action in the world (competence), individual initiative (autonomy), and
connectedness with others (relatedness) (Dogan, 2019; Przybylski et al., 2013).

Przybylski et al. (2013) examine an assessment of FOMO conditions in individuals, the results
were each individual was found to be able to feel FOMO sensitivity at different levels and FOMO
had a tendency to be felt by young people. The study also found that individuals who have a low
level of satisfaction with basic needs (competence, autonomy, and relatedness) will have a high
level of FOMO.

The FOMO phenomenon is a trend that appears and spreads on social media. The FOMO situation
is getting worse with the increasingly massive of social media users demanding to be connected in
the network. So that in recent studies, FOMO is often associated with dysfunctional psychological
life such as sleep disturbances, productivity, and neurodevelopmental disorders (Argan et al,
2019). Psychosocial foundations are also often considered based on a person’s attitude or beha-
vior, so that determinants such as conspicuous social behavior, lone envy, and social exclusion also
appear (Reagle, 2015). FOMO is also found indirectly associated with an individual’s willingness to
participate, buy, and consume as has been formed by social media in terms of liking, envy, or
competition (emulation).

However in marketing field, there are still limited studies regarding FOMO, but in the last
decade several concept development studies have begun to examine the relationship between
FOMO, social media, and consumption behavior (Argan & Tokay-Argan, 2018; Argan et al., 2019;
Hodkinson, 2019). The term FOMO is becoming more prevalent with the increasingly intense use
of social media so that individuals are increasingly pursuing an excessive life (Alt, 2015). FOMO
has a stronger foundation because of the effects of social media that build a comparative
evaluation of one’s situation with others (Hayran et al., 2016). In the context of consumption,
recent research broadens the conceptualization of FOMO by introducing a new construct, namely
consumer-centric FOMO initiated by (Good & Hyman, 2020; Hodkinson, 2019). Consumer-centric
FOMO is built on the definition of FOMO as a personal tendency related to the context of
consumption so that it is conceptualized as a concern of not getting a product or engaging in
an experience (consumption) (Good & Hyman, 2021). FOMO’s consumer-centric definition sug-
gests a feeling of worry about loss that is relatively but more directly related to consumption
behavior.

3. Methodology

3.1. Structure of the review

The systematic literature technique is reliable for synthesizing a study because it strictly follows
reproducible and explicit scientific guidelines and procedures (Gopalakrishnan & Ganeshkumar,
2013). In addition, systematic literature review is also an effective method for examining the state
of knowledge and identifying gaps in research domains that allow researchers to provide future
research directions (Paul & Criado, 2020). Therefore, the researcher decided that a systematic
literature review is an appropriate method for FOMO-related topics by identifying trends and
patterns and examine the evolution of the topic of FOMO in terms of consumer behaviour.

3.2. Search strategy

The authors chose Scopus and Web of Science databases since they followed several published
articles in top-ranking journals (Redine et al., 2022; Tandon et al., 2021). The following keywords
were used in conducting a systematic search “(TITLE-ABS-KEY(Fear of missing out OR FOMO)) AND
(consum* behav*) AND (LIMIT-TO (OA, ‘all’))”. The choice of keywords is determined by the
objective of this systematic literature review research, which is to determine the relationship
between FOMO and consumer behaviour.
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3.3. Study selection
Study selection methodology has been reported following the Preferred Reporting Items for
Systematic Reviews and Meta-Analyses (PRISMA) guidelines (Moher et al., 2010).

3.4. Journal selection and inclusion/exclusion criteria

Prior to selecting relevant academic articles for this review of the literature, the researcher
determined the inclusion and exclusion criteria for previous studies (Redine et al., 2022; Tandon
et al, 2021). Based on these references, the inclusion criteria for articles in the systematic
literature review are as follows: 1) a scientific work, 2) written in English, 3) published in a peer-
reviewed journal, 4) an empirical research topic related to FOMO, 5) can be accessed in full-text.

The first search of the selected database using specific keywords in January 2023 yielded 170
articles. The first step was to screen for duplication, after which 11 articles were excluded from
further screening. The next screening step was to apply inclusion and exclusion criteria to the
remaining 159 articles. The first criterion was to remove articles written in a language other than
English. As a result, seven articles were removed.

The second criterion requires that the article be published in a peer-reviewed journal. As a result,
two articles did not meet this criterion and were removed. The third criterion was to screen the
title, abstract, and keywords. Screening ensures that one of the three elements must contain the
FOMO keyword, including “consum”, “consumer”, or “behave”. Consequently, 104 articles did not
meet this criterion and were removed.

The final criterion was that the articles be fully downloadable. Even though the researcher has
limited the search to only articles that can be accessed in full, some articles could not be accessed
in full text. As a result, six articles did not meet this criterion and were removed.

After applying the inclusion and exclusion criteria, the remaining 42 articles were subjected to
the subsequent screening procedure. To ensure objectivity in this systematic literature review, the
full texts of all articles were downloaded and analysed. Figure 1 depicts some of the steps taken
during the article search and implementation of the inclusion and exclusion criteria.

4. Findings and discussions

4.1. Development of FOMO in consumer behaviour context over the years

The first step in the systematic literature review process is to reveal the articles concerning
the year of publication. Figure 2 shows developments in the 2016-2019 period; there were only
three FOMO-related articles on consumer behaviour in an average year. The first article on the
FOMO topic related to consumer behaviour examines how humans consume television shows
and fantasy sports. This article was published in 2016 (Conlin et al., 2016; Larkin & Fink, 2016).
The graph then depicts a substantial increase in the number of articles published annually from
2020 to 2022. Due to the ever-increasing use of social media, which virtually governs all facets
of human life, positive research trends on consumer behaviour-related topics related to FOMO
are growing. The growth is indicated by statistical data showing that 16 million messages,
1.7 million Facebook content, and 231.4 million e-mails were sent through internet media
every minute in April 2022 (Statista, 2022). However, this research cannot describe the growth
that will occur in 2023 because this systematic literature review was carried out at the
beginning of the year.

4.2. Journals of publication

The next step of this systematic literature review was to examine journals that publish articles
related to FOMO in the context of consumer behaviour. Almost all journals in the search
strategy have Q1, Q2, and Q3 quartiles (see Table 1). The most common journals containing
articles on this topic are Sustainability (5 articles), Psychology and Marketing (3 articles),
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Table 1. Journals and number of publications

Journal Number of paper | Authors Quartile | WoS Scopus-
indexed | Indexed
Accident Analysis 1 | (Rahmillah et al., 2023) Q1 v
and Prevention
Addictive Behaviours 1 | (Sha et al., 2019) Q2 v
Reports
Annals of Family 1 | (Radesky et al., 2016) Q1 v
Medicine
Biological rhythm 1 | (Aydin et al., 2021) Q3 v
Research
Communication and 1 | (Conlin et al., 2016) Q2 v
Society
Computers in 1 | (Mari et al., 2023) Q1 v
Human Behaviour
Reports
Cyberpsychology, 1| (Lee et al, 2021) Q1 v
Behaviour, and
Social Networking
European Sport 1 | Yim, BH; Byon, KK; Baker, TA; Q1 v
Management Zhang, JJ
Quarterly
Frontiers in 2 | (J. Zhang et al,, 2022) Q1 v
Psychology (Kang et al, 2020) Q1 v
Global Business 1 | (Suresh & Biswas, 2020) Q2 v
Review
Human Behaviour 1 | (Alabri, 2022) Q1 v
and Emerging
Technologies
Innovative 2 | (Nata et al.,, 2022) Q3 v
Marketing (Parveen et al, 2022) 3 v
International 1 (Li et al, 2021) Q2 v
Journal of
Environmental
Research and Public
Health
International 1| (A.S. Gupta & Mukherjee, 2022) Q2
Journal of Retail and
Distribution
Management
International 1 | (Lichy et al., 2022) Q2 v
Journal of Consumer
Studies
International 1 | (Ilyas et al., 2022) Q3 v
Journal of Data and
Network Science
Internet Research 1 | (Bright & Logan, 2018) Q1 v
Journal of Consumer 2 | (Good & Hyman, 2021) Q2 v
Behaviour (Maccarrone-Eaglen & Schofield, | Q2 v
2022)
Journal of 1 | (Sultan, 2021¢) Q2 v
Economics, Finance
and Administrative
Science
Journal of 1| (Kang, Son, et al.,, 2019) Q2 v
International
Consumer Marketing
(Continued)
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Journal of Marketing 1 | (Good & Hyman, 2020) Q2 v
Theory and Practice

Journal of Research 1 | (Dinh & Lee, 2022b) Q1 v
in Interactive

Marketing

Journal of Retailing 1 | (Bailey et al,, 2018) Q1 v
and Consumer

Services

Journal of Sport 1 | (Larkin & Fink, 2016) Q1 v
Management

New Media and 1 | (Neumann et al., 2021) Q1 v
Society

Online Journal of 1 | (Shabahang et al.,, 2021) Q1 v

Communication and
Media Technologies

Personality and 1 | (Argan et al., 2022b) Q1 v

Individual

Differences

PLoS ONE 1 | (Kim et al., 2020) Q1 v
Psychology and 3 | (John et al.,, 2018; Lyngdoh et al,, | Q1 v
Marketing 2023; Z. Zhang et al., 2020)

Psychological 1 | (Wadsley et al., 2022) Q2 v
Reports

Sustainability 5 | (Kang, Cui, et al,, 2019; Kang & Ma, | Q2 v
(Switzerland) 2020; Osemeahon & Agoyi, 2020;

Zaman, Barnes, et al,, 2022; J. J.
Zhang et al,, 2021)

Technological 1 | (Hattingh et al., 2022) Q1 v
Forecasting and
Social Change

Young Consumers 1 | (Sultan, 2021q) Q1 v

Journal of Consumer Behaviour (2 articles), Innovative Marketing (2 articles), and Frontiers in
Psychology (2 articles). The rest of the journals were only found to contain one FOMO-related
article in the context of consumer behaviour.

4.3. Authorship

Next, we examine the most cited FOMO-related studies within the context of consumer behaviour.
Table 2 demonstrated that the most cited articles were published between 2021 and 2022,
indicating that researchers’ interest level in FOMO studies in the context of consumer behaviour
has increased. For instance, one article (Li et al., 2021) had 110 citations, followed by another
(Alabri & Yan, 2022) with 109 articles. Therefore, within the context of consumer behaviour, these
two articles are the most influential studies in contemporary research on FOMO.

4.4. Research setting

This systematic literature review study also analysed the countries in which the studies were
conducted. China (five studies) and India (four studies) were identified as research backgrounds
for FOMO in the context of consumer behaviour (see Table 3).

4.5. Frequently used variable

In this systematic literature review, the researcher also synthesised by developing an integrated
conceptual framework based on a literature synthesis (see Figure 3). Based on the findings in
Table 4, the researcher categorises the influences that lead to the emergence of FOMO situations
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in consumer behaviour into four major categories. These categories include psychosocial factors,
usage factors, external-related factors, and physiological factor When an individual is experiencing
FOMO, this condition can be described as an emotional or affectional response (Przybylski et al.,
2013). Individuals will continue to process mental or cognitive responses requiring thought pro-
cesses. The last method is that individuals will show behavioural reactions in the form of decisions
or actions, which are the benchmark for the success of a marketing strategy. The researcher also
described each category in the proposed framework.

4.5.1. Antecedents of FOMO within the context of consumer behaviour

4.5.1.1. Psychosocial factors. According to researchers, there are 12 psychosocial factors such as
life satisfaction, psychological needs, self-concept, consumer need for uniqueness, consumer
independence, social comparison, need to belong, fear of exclusion, fatigue, social isolation, social
anxiety, and perceived centrality. Concerning the theory of self-determination, FOMO is
a psychological condition resulting from dissatisfaction with the fulfilment of psychological
needs in humans. In addition, FOMO and its influence on healthy behaviour when using social
networking sites and smartphones were measured using the variable of low levels of individual life
satisfaction, and the results were consistent in showing a correlation between the two (Sha et al,,
2019). It has been suggested that a person’s FOMO level can be evaluated in part by assessing
their personality traits variables, such as anxiety, loneliness, self-esteem, and depression
(Przybylski et al., 2013).

Other researchers also tested self-perspective as a factor causing FOMO,specifically self-concept
(Zhang et al., 2020) and self-relevance (Ilyas et al., 2022). According to self-concept, psychological
dissatisfaction interfering with a person’s self-concept can cause FOMO. A person’s self-concept is
divided into personal and public domains (Zhang et al., 2020).

Argan et al. (2022) relate this phenomenon to the fact that humans are social beings who can be
socially motivated and concerned about the judgements of others and look differently. That study
investigates whether consumers’ need for uniqueness (CNFU) can predict the level of FOMO in each
individual. It is consistent with previous studies Dinh and Lee (2022b), who examining social

Table 2. Ten Most cited studies (2016-2023)

Rank Study Journal Citation

1 Li et al. (2021) International Journal of 110
Environmental Research
and Public Health

2 . Alabri and Yan (2022) Human Behaviour and 109
Emerging Technologies

3 Sha et al. (2019) Addictive Behaviours 99
Reports

4 Good and Hyman (2020) | Journal of Marketing 98
Theory and Practice

5 Sultan (2021a) Young Consumers 96

6 Good and Hyman (2021) | Journal of Consumer 93
Behaviour

7 Sultan (2021¢) Journal of Economics, 82
Finance and
Administrative Science

8 Bailey et al. (2018) Journal of Retailing and 78
Consumer Services

9 Argan et al. (2022) Personality and 76
Individual Differences

10 Li et al. (2021) International Journal of 110

Environmental Research
and Public Health
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Figure 3. An integrated frame-
work of FOMO within the con-

sumer behaviour context.

comparison in the context of social media can motivated FOMO on trendy products so it can affect
the buying intention.

Research on how group members behave regarding FOMO was also reviewed (Alabri & Yan,
2022). The researcher observed that when a member of a group is increasingly attached to that
group, it implies that inclusion in the group (perceived centrality) is driven by a higher need to
belong (need to belong) and the possibility of experiencing a higher sense of fear of being
ostracised (social exclusion). When that happens, the individual will be more preoccupied with
other people’s valuable experiences, making them more vulnerable to experiencing FOMO-laden
context situations.

Table 3. Countries and number of publications

Country 2016 2018 2019 2020 2021 2022 2023
Africa 1
Boston
China 1 1 2
France
India 1

Indonesia

—_

NN = -

Iran 1

Korea 1 1

Kuwait 2

Latin 1
America

Netherland 1

Spain 1
Turki 1 1
UAE 1
UK
us
Germany 1

—_
—_
N

-
-
w
~
w

PREDICTOR MEDIATOR DEPENDENT VARIABLE

Use/Cosumption

behavior (CB) :
Melul‘RMl_ll 1se : 1. Bandwagon CB
1. Social media Pre purchase 2. Herd CB
involvement condition 3. Compulsive CB
2. Attitude toward 4. Millenial CB
brand, 1. Paceand P 3 M5 icuous CB
. advertising, and desire to 1. Impulsive buying 6. Conformity CB
Emotional social media consume 2. Consumer buying i
Response : . Reinforce 2. Social intentiontowarda  Social media use L. S
FoMO specific stability and g Media product Denasionr 2. Brand excitement
context concern Fatigue 3. Purchase 1. Social media Bl
. Social media 3. Intrinsic & likelihood interaction
addiction Extrinsic 4. Willingnesstopay 2. Selfdisclosure
5, Almgcipmd reward 3. Social
elation, media/smartphone
:“mnmd rel,'mmem, disorder
4. Continue to use
6. Compulsive user : social media

IS w
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Table 4. Widely used variable/constructs

Author/year

FoMO as variable

Variables related to
FoMO

Findings

Radesky et al. (2016)

Main theme (qualitative)

Educational benefits,
parenting

Parents’ high tension
regarding technology use
in a child is caused by
dilemmatic feelings
between FoMO to
educational benefit vs.
negative effect on their
child

benefits vs. concerns
about negative effects on
thinking and imagination.

Larkin and Fink (2016) v Fantasy sports Fear of missing out was
involvement, team an antecedent to fantasy
identity salience (DV), sports involvement, social
and social media media involvement, and
involvement (MV). team identity salience

during games.

Conlin et al. (2016) v Pace of narrative FoMO predicts the pace
consumption, desire to people choose to watch
consume one-time TV, social media use, and
media events, and the the likelihood of watching
likelihood of social media | some one-time TV
interaction of one-time programs.
media events (DV).

Bailey et al. (2018) v Perceived usefulness of FoMO was not linked to
social media (PUSM) (DV). | perceived usefulness

(PU).
Bright and Logan (2018) | IV Social media fatigue (DV). | FOMO has the greatest

Attitude toward social
media advertising (MV).

impact on social media
fatigue.

John et al. (2018)

IV (Experimental)

Scarcity preference

Supply-based scarcity
increases the desirability
of hedonistic goods.

Sha et al. (2019) MV Facebook, WhatsApp use | FoMo predicted SUD,
disorder, and WhatsApp, and Facebook
smartphone use disorder | use disorder and (fully)
(DV). mediated the relationship
Life satisfaction (IV). between life satisfaction

and those variables.

Kang et al. (2019) v Brand excitement, brand | FOMO has the strongest
engagement (DV). influence on brand

excitement for culturally
symbolic brands. FoMO
played an important role
in drawing out positive
attitudes from
consumers.

Kang et al. (2019) v Reinforcing stability FoMO increased the

increasing concern,
interest (MV),
conformity consumption
(DV).

activation of stability and
concern that lead to
conformity consumption.

(Continued)
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Author/year

FoMO as variable

Variables related to
FoMO

Findings

Good and Hyman (2020)

Zhang et al. (2020)

v

MV

Purchase likelihood (DV).

Self-concept
maintenance (IV),
willingness to pay (DV).

FoMO-laden appeals
(MOV) can increase

a person’s FOMO, which
in turn can increase the
likelihood of acquiring

a recommended
experience.

FOMO also has a strong
positive relationship with
purchase likelihood.

Using self-concept
theory, FOMO is an
emotional response to
perceived psychological
threats to one’s self-
concept.

FOMO can increase the
willingness to pay (WTP)
for the missed product or
experience.

Suresh and Biswas (2020)

MV

Online compulsive buying
behaviour (DV),
personality trait (IV).

FoMO was related to
internet addiction and
positively related to
compulsive buying.

(Kang et al. (2020)

Kim et al. (2020)

MOV

| Mov

Herd consumption
behaviour (DV),
psychological needs (IV)

Behavioural intention,
customer satisfaction
(DV)

Intrinsic constraints,
extrinsic constraints (IV).

FoMo was a cause of
addictive online
behaviour.
Consumers’ levels of
FoMO affect the
relationships between
their psychological
motivations and their
levels of involvement.

FoMO was positively
associated with
consumers’ behavioural
intentions.

Osemeahon and Agoyi
(2020)

Consumer engagement,
consumer loyalty (DV).

FoMO and smartphone
use

influence consumer
engagement, which in
turn influences consumer
loyalty in social media
brand

communities.

Kang and Ma (2020)

Bandwagon consumption
behaviour (DV).

A high level of FOMO with
luxury goods was found

to be the most common
bandwagon consumption
behaviour.

Jinjie Li et al. (2021)

MV

Informational incentive
(1V), continued use of
social commerce
platform (DV).

FoMO significantly
impacts consumers’
continued use of social
commerce platforms.

(Continued)
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Table 4. (Continued)

Author/year

FoMO as variable

Variables related to
FoMO

Findings

Sultan (2021a) v Self-disclosure (DV), Higher levels of FOMO are
Social media addiction more likely to increase
(MV), tie strength (MOV). | social media addiction

and, in turn, self-
disclosure activities on
social media.

Good and Hyman (2021) | IV Purchase likelihood (DV), | FoMO-laden appeals
anticipated elation, self- | (MOV) can induce
enhancement, and context-specific FOMO,
anticipated expense which can directly and
regret (MV) indirectly via attitude

mediators (e.g.,
anticipated elation, self-
enhancement, and
anticipated expense
regret) lead to an
increase in purchase
likelihood.

Sultan (2021¢) MV Self-disclosure (DV), user | A significant direct
engagement (IV). relationship between user

engagement and self-
disclosure and indirect
relationships through
social media addiction
and FoMO as mediators.

Neumann et al. (2021) v Attitude towards the Users’ proneness to
product (DV), degree of experience FOMO
active participation (IV), | differentially affects
and social media product perceptions,
platform/content (MV). depending on consumers’

degree of active social
media (i.e., Instagram)
participation.

Yim et al. (2021) v Millennial consumption Traits that influenced
behaviour (DV). millennial consumption

behaviours.

Shabahang et al. (2021) v Online news addiction Fear of missing out on
(DV), news and interpersonal
Future anxiety, and trust were associated
interpersonal trust (IV). with online news

addiction.
Aydin et al. (2021) DV Compulsive buying (IV). Morning-type individuals
had statistically
significantly lower
compulsive buying and
FOMO scores.
Lee et al. (2021) v Happiness (DV), Social media influencer
Social Media Influencer was found to attenuate
(SMI) page visit the negative effect
frequency, SMI between FoMO and
recommend product happiness.
purchase frequency (MV),
daily social media usage
time, gender (CV).

Zhang et al. (2021) MV Impulsive purchasing Fear of missing out was

(DV), scarcity (IV),
bandwagon consumption
(MOV).

found to mediate the
relationship between
scarcity and impulsive
purchasing.

(Continued)
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Author/year

FoMO as variable

Variables related to
FoMO

Findings

Alabri and Yan (2022)

Argan et al. (2022)

DV

MV

(consumer centric FoMO)

Social media use,
perceived centrality, fear
of exclusion (MV), and the
need to belong (IV).

Conformity and
conspicuous
consumption (DV),
consumer independence,
consumer need for
uniqueness (IV).

The need to belong
emerged as the best
predictor of FOMO.

FoMO mediated the
relationships between
consumer need for
unigueness, consumer
independence, and
(conformity and
conspicuous)
consumption behaviour.

Zhang et al. (2022) MV Impulse buying (DV), Scarcity makes
scarcity (IV), bandwagon | consumers fear missing
effect (MOV). the chance to get
protective medical
equipment, leading to
impulse buying.
Dinh and Lee (2022b) MV dan DV customer buying Imitation of influencers

Gupta and Mukherjee
(2022)

Wadsley et al. (2022)

Main themes

(qualitative)

DV

(social reward)

intention towards
endorsed products (DV),
imitation of influencers
(IV), social comparison
(IV), and materialism
(MV).

Negative experiences

Time spent, frequency
using social network sites
().

significantly impacts
social comparison,
materialism, and FOMO,
which affect buying
intentions toward
endorsed products.

Individuals with
overpowering negative
experiences
demonstrated
heightened FoMO, loss
aversion, and rumination.
While shopping, they
demonstrated herd
behaviour and shifted to
online shopping.

More frequent checking
of SNSs was most closely
associated with motives
related to obtaining
social rewards
(impression
management/social
comparisons/FoMO)

Zaman et al. (2022)

Ilyas et al. (2022)

MOV
(Travel-FoMO)

MV

Vaxication intention for
GOAT (DV),
international expats’
pandemic fatigue (IV).

Purchase decision (DV),
social media content,
situational determinant
(perceived favorability +
self-relevance),
personality trait (Fear,
worries, anxieties) (IV).

Travel FOMO reinforces
the relationship between
expats’ pandemic fatigue
and vaxication intention
for GOAT.

Purchasing decisions
influenced by FOMO can
provide satisfaction for
consumers.

Situational determinants,
namely perceived
favorability and self-
relevance, can
significantly influence
FoMO compared to
personal traits (fears,
worries, and anxieties).

(Continued)
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Table 4. (Continued)

Author/year FoMO as variable Variables related to Findings
FoMO
Nata et al. (2022) v Intention to recommend | The intention to continue
a platform, movie, and subscribing was greatly
continue subscribing (DV), | influenced by the viewing
experience, followed by
FoMO and social media
exposure.
Hattingh et al. (2022) v Social media fatigue (DV), | FOMO was also positively
information overload, associated with
online subjective well- communication overload
being (OSWB), and and online subjective
compulsive user (MV). well-being (OSWB).
Lichy et al. (2022) Main block Social media FoMO is one of the
(qualitative) engagement. primary building blocks

MV

that drive preteen social
media engagement.

Maccarrone-Eaglen and Social media exposure Consumers could be

Schofield (2022) (MV), social media vulnerable to compulsive
addiction (IV), buying addiction through
compulsive buying social media exposure
behaviour (DV), and self- | and the FoMO.
efficacy (MOV).

Parveen et al. (2022) MV Impulse buying and panic | Perceived scarcity impact
buying (DV), perceived to FOMO and influences
scarcity (IV). panic buying behaviour.

Lyngdoh et al. (2023) MOV Willingness to share The effect of social
personal information isolation on sharing
(DV), personal information
social isolation, and social | increases when Gen
anxiety (IV). Z fears missing out on the

rewarding experiences
others are having.

Mari et al. (2023) DV Gender (IV) Positive correlation
between the Internet
addiction test and FoMO.

Rahmillah et al. (2023) v Road user behaviour (DV) | FOMO (one of the scales

to measure maladaptive
mobile phone use) is
associated with user
behaviour on the roads.

Abbreviation: IV, independent variable; DV, dependent variable; MV, mediation variable; MOV, moderation variable;
CV, control variable

Fatigue as a feeling of tiredness in certain situations is also known to affect consumer purchase
intentions reinforced by the presence of FOMO. in research (Zaman et al., 2022), the context of fatigue
used was during the COVID-19 pandemic as a result of social restrictions for people to travel.

4.5.1.2. Usage factor. Numerous studies have found that FOMO antecedents are psychological
factors (Przybylski et al., 2013). However, it turns out that when this SLR is completed, a similarity
emerges related to individual use of smartphones and social media. In addition, the frequency of
individuals spending time in cyberspace also impacts the presence of FOMO situations (Wadsley
et al,, 2022). Some individuals consider social media use the most essential activity of the day,
leading to an obsession with these apps. Social media engagement refers to the extent to which
participants use it in their daily lives and can lead to high participation in social media applications
(Przybylski et al., 2013).
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User engagement through FOMO is known to increase a person’s probability of disclosing
information about themselves as well as their social capital (Sultan, 2021c).

4.5.1.3. External-related factors. Researchers widely regard FOMO as a psychological phenomenon
distinct from context-specific influences (Good & Hyman, 2021; Przybylski et al., 2013). However,
context will be consequential if marketers can create a practical service-centric approach using
FOMO-laden commercial or non-commercial appeals (Good & Hyman, 2021). One form of com-
mercial FOMO-laden appeals is mentioned as discount and promotional information provided by
the e-commerce platform (Li et al., 2021).

One of creating a situation in the FOMO context is by employing influencers in a social compar-
ison process (Dinh & Lee, 2022b; Parveen et al., 2022). The influencer’s role is to ensure that the
audience continues to pay attention to their activities. The audience is expected to start comparing
themselves with someone considered ideal so that a FOMO situation occurs for any product the
influencer uses.

4.5.1.4. Physiological factors. Several studies related to FOMO have also examined FOMO predic-
tors in relation to the biological characteristics of the human body (Aydin et al., 2021). in his
research found that individuals with morning person biological rhythms will find it more difficult to
be in FOMO and compulsive buying situations compared to individuals who have evening person
biological rhythms. Gender is also known to be a predictor for explaining how individuals can
become addicted to using the internet (Mari et al., 2023).

4.5.2. Mediators

4.5.2.1. FOMO-specific context. Referring to the theory of consumer behaviour, when there is
a stimulus within the scope of consumer behaviour (use/consume, purchase, disposal), there are
three forms of consumer response: emotional response (affection), mental response (cognition),
and behavioural response (Kardes et al., 2010). The researcher have also discussed emotional
reactions in relation to the existence of FOMO-specific contexts.

FOMO is known as an important role in the context of consumer behavior due to its symbiotic
relationship (Argan & Tokay-Argan, 2018; Argan et al., 2019). A number of previous studies have
also shown that FOMO mediates the effects of various individual traits and characteristics (Argan
et al., 2022; Suresh & Biswas, 2020; Zhang et al., 2020), user engagement (Sultan, 2021b), social
media content (Ilyas et al., 2022), social media scarcity (Parveen et al, 2022) on excessive
consumption behavior (Argan et al, 2022; Ilyas et al., 2022; Parveen et al., 2022; Suresh &
Biswas, 2020; Zhang et al., 2021) and purchase intention (Dinh & Lee, 2022a; Zhang et al., 2020)

4.5.2.2. Mental response. Mental or cognitive responses can be thoughts, processes, opinions,
beliefs, attitudes, and interests in a product or service (Kardes et al.,, 2010). Within the context
of consumer behaviour, Bright and Logan (2018) present a unique phenomenon related to the
FOMO concept, where researchers examine social media users who follow a particular brand
account. These brand attributes have succeeded in getting followers to be in a FOMO situation
so that they have a positive attitude towards the brand. As a result, consumers need a lot of daily
information about the brand. Without realising it, it turns out that wading through the content
daily can lead to fatigue, commonly known as “social media fatigue”.

The dependence on social media (social media addiction) also indicates a condition in which
individuals devote a lot of time to social networking sites. Turel and Serenko (2012) found that
individuals with this dependence condition usually prefer to interact with other people online
rather than face-to-face; this is a characteristic of FOMO behaviour. Thus, in this case, the FOMO
condition, mediated by social media addiction, will increase a person’s probability of disclosing
personal information (self-disclosure) in the hope that they can stay connected with other people
on social networking sites (Sultan, 2021a).
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Similar studies related to social media addiction, which is also often conceptualised by research-
ers as compulsive use of social media (van den Eijnden et al., 2016) or problematic social media
use (Wolniewicz et al., 2018), were found to mediate the relationship between FOMO and social
media fatigue (Hattingh et al., 2022).

Beyond the negative cognitive effects of information overload, positive outcomes are also
observed in FOMO-inducing settings. Marketers can increase the likelihood of consumers purchas-
ing hedonic goods by inviting them to engage in “what if” imaginations that are believed to evoke
positive emotions (Good & Hyman, 2021). In this study, it was observed that individuals who are
vulnerable to being in a FOMO-laden situation would not anticipate feelings of regret when buying
hedonic goods. They also tend to think more positively about themselves because individuals hope
to get pleasant feedback from others, which turns out to have a positive impact.

4.5.2.3. Behavioural response. Behavioural responses here include all consumer decisions and
actions that can be observed during the previously identified purchase, use, and disposal activities
(Kardes et al., 2010).

At the pre-purchase stage, researchers checked that FOMO is known to be a predictor of
a person’s speed and intention in consuming television shows (Conlin et al., 2016). However, at
this stage, the researchers also found the existence of the phenomenon of social media fatigue,
which can cause a person to feel disconnected from information on social media, reducing one’s
irrationality in FOMO-based consumption (Hattingh et al., 2022). FOMO is also known to be able to
trigger pleasure fulfillment motives (intrinsic reward) and social status reward motives (extrinsic
reward) (Kim et al., 2020)

The next stage is buying behaviour, where individuals already experiencing FOMO have a fairly
high level of irrationality. The irrational buying behaviour captured by researchers is impulsive
buying, which is defined as buying a product spontaneously and immediately without wise and
deliberate consideration of alternative or future implications (Zhang et al., 2022). Other studies
show that interest and willingness to make payments also increase when individuals are in
a FOMO-laden situation (Dinh & Lee, 2022a; Good & Hyman, 2020; Zhang et al., 2020).

The next stage involves responses to consumer behaviour in using/consuming products and
services. This stage reveals many variables including the term “fomsumerism”, which describes
consumption behaviour resulting from FOMO (Argan & Tokay-Argan, 2018) (see Table 5).

In addition to consumption behaviour, social media use behaviour was also found, including
social media interaction (Conlin et al., 2016), self-disclosure (Sultan, 2021b), social media/smart-
phone disorder (Sha et al,, 2019), and continued use of social media (Li et al., 2021).

The last stage is the post-purchase stage or the evaluation stage. This systematic literature
review found that when consumers make purchases due to a FOMO situation, there is a tendency
to show negative and positive feeling. Unhappiness is found to be the negative feeling but can be
attenuated by the presence of social media influencer activities (Lee et al., 2021). Other research-
ers also found that social media content that generates FOMO is also believed to be able to
generate positive feelings such as satisfaction after the purchase (Ilyas et al.,, 2022), enjoyment
of the brand (brand excitement), and repeated purchases (brand engagement) on culturally
significant brands for consumers (Kang et al., 2019).

4.6. Designing an integrated conceptual framework

In this SLR study, researchers developed a conceptual framework that integrates the results of
a synthesis of the literature and the most frequently occurring variables in FOMO research in the
context of consumer behavior. First, this framework illustrates that there are 19 identified ante-
cedents as predictors of FOMO in the context of consumer behavior, which in this case are shown
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in the red boxes on the left of the framework. These antecedents were grouped into 19 factors
which the researchers grouped into four groups: psychosocial factors, use factors, external-related
factors, and physiological factors. Psychosocial factors themselves include life satisfaction, psy-
chological needs, self-concept, consumer need for uniqueness, consumer independence, social
comparison, need to belong, fear of exclusion, fatigue, social isolation, social anxiety, and per-
ceived centrality. As for usage factors include user engagement, social media use, social media
addiction. For external-related factors include informational incentives and scarcity. For physiolo-
gical factors include biological rhythm and gender. Second, the gray box illustrates that FOMO is
assessed as an emotional response from the predictor at the previous stage. Third, the yellow box
section describes the mediating variables that are widely used in FOMO in the context of consumer
behavior. The mediator consists of six responses, namely social media involvement, attitude
toward social media, reinforce stability and concern, social media addiction, anticipated elation,
enhancement, regret, and compulsive user. Fourth, the part of the box surrounded by the dotted
line is a response to consumer behavior that appears in the FOMO context. Researchers describe
the response to consumer behavior as a continuous process starting from pre-purchase, purchase,
use, and post-purchase. The pre-purchase process includes pace and desire to consume, social
media fatigue, intrinsic rewards, and extrinsic rewards. The purchase behavior process includes
impulse buying, buying intention, purchase likelihood, willingness to pay. The process of use
behavior is divided into two, namely consumption behavior and social media user behavior.
Consumption behavior itself includes bandwagon, herd, compulsive, millennial, conspicuous, and
conformity consumer behavior. Meanwhile, social media use behavior includes social media inter-
action, self-disclosure, social media and smartphone disorder, and continuing to use social media.
the last process is post purchase which includes customer satisfaction, brand excitement, and
brand engagement.

5. Theoritical and practical implications

Several theoretical implications are derived from this review. First, the use of the FOMO concept in
relation to consumer behaviour is rare in the context of marketing. This study is expected to
provide researchers in the field of marketing with an overview and understanding the FOMO topic
in the context of consumer behaviour. This article uses a systematic literature review to present
topic developments, journal publications, authors, and variables widely used from year to year. The
authors have also included a conceptual framework to illustrate how FOMO is related to the
science of consumer behaviour so far. The implications of this study indicate that the FOMO
concept is essential to understand and implement concerning consumer behaviour.

Table 5. Consumption behavioural response

Consumption behaviour Definition

Bandwagon consumption Consumer behaviour in buying products and brands
using utilitarian and non-utilitarian perspectives, such
as symbolism and status enhancement. This term is
derived from the concept of conspicuous
consumption Kang and Ma (2020).

Herd consumption Buying behaviour with a tendency to follow other
relevant people. This term is also known as “collective
consumption” behaviour Kang et al. (2020).

Millennial consumption The consumption characteristics of the millennial
generation, such as staying connected, socialising,
and being part of a community when consuming
hedonistic products, tend to be more emotional and
FoMO Yim et al. (2021).

Conspicuous consumption Consumption behavior that has a tendency to buy
and show off expensive goods Argan et al. (2022).

Conformity consumption Consumption behavior that happened due to the
influence of other people Kang et al. (2019).
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Second, a conceptual framework related to FOMO in the context of consumer behavior has been
developed based on a synthesis of literature, antecedents, and mediators on FOMO. Based on the
researchers’ observations regarding the systematic literature review, the framework proposed in this
study complements what has never been revealed before, especially in the detailed process of
consumption activities (pre-purchase, purchase, and post purchase stage) (Gupta & Sharma, 2021;
Tandon et al., 2021). We recommend further researchers may further develop a theoretical analysis of
the FOMO situation for these three specific stages of consumption activity. Several possible alterna-
tives are conducting empirical studies by linking self-determination theory (Deci & Ryan, 2015) and
limited capacity model (Lang, 2006) to consumption activities (Kardes et al., 2010).

Third, in psychology, FOMO has been associated with negative situations due to excessive use of
social networking sites; however, it has proven to provide positive impacts when studied in the
science of consumer behaviour within the context of marketing. Unknowingly, buying behaviour
arising from FOMO-laden situations results in feelings of positive evaluation and liking for a brand
and leads to repeat purchases of that brand.

The results of the review in this study indicate that consumption activity as a result of FOMO
is known to have a positive impact on a brand. So marketers also need to consider using FOMO
as an effective marketing tool. Referring to Przybylski et al. (2013), the sensitivity of FOMO in
individuals is different, marketers can utilize the left side framework clue as a reference to be
the predictors for creating marketing strategies that are full of FOMO by adjusting these
characteristics, for example one of the psycho-social part is social comparison. Marketers can
create strategies that can lead to upward social comparisons to be able to generate informa-
tion on consumers, such as taking advantage of the presence of peers when posting something
on social media that can trigger upward social comparisons. In the long run FOMO will affect
the consumption process of consumers starting from pre-purchase, during purchase, during
consumption, and post-purchase.

These findings will help marketers develop marketing strategies by referring to situation triggers
FOMO-laden contexts such as psycho-social, usage, external-related, and psychological factor to predict
how consumer response in each stage of consumption activities in the context of consumer behaviour,
such as pre-purchase condition, purchasing behaviour, consumption behaviour, and also post purchase.

6. Conclusion

The purpose of this research is to systematically review the FOMO literature in the context of
consumer behavior. First, this review aim to synthesize the FOMO literature in the context of
consumer behavior and examine its development over time. Thus, the extant literature on FOMO
in the context of consumer behavior is synthesized into several parts, namely antecedents,
mediators, and consumer responses.

Second, the aim of this research is to present a conceptual framework based on the synth-
esis of the literature carried out. Therefore, a conceptual framework was developed, showing
the antecedents and mediator variables commonly used in this research area. Future research
in the FOMO domain is aimed at examining in depth the extent to which negative effects of
FOMO such as social media fatigue and social media usage disorder will impact on FOMO-based
consumption.

7. Limitation

This study has several limitations that must be acknowledged, including the fact that the articles
analysed were limited to those that met the inclusion and exclusion criteria. Therefore, the findings
of this study cannot be generalised to the entire FOMO research volume. Furthermore, this study
only reviews articles written in English, so studies conducted in other languages are not included in
this review.
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