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Abstract 

This study explores how Fear of Missing Out (FOMO) influences Generation Z consumer behaviour in 

digital marketing environments. Using secondary qualitative research, it examines how strategies such as 

personalization, scarcity, urgency, and influencer marketing trigger emotional responses that drive 

impulse buying. Drawing on frameworks like the Stimulus–Organism–Response model and social 

comparison theory, the study shows that FOMO increases purchase likelihood and engagement while 

reducing rational decision-making. However, it may also lead to financial stress and negative 

psychological outcomes. The findings highlight the need for more ethical and sustainable digital marketing 

practices. 
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Chapter 1: Introduction 

1.1 Background and Rationale 

The fast changes in the global market because of digital technology have greatly changed how people shop 

and how companies market their products. Using data analysis, artificial intelligence, and personalized 

algorithms, businesses can now create very focused and engaging experiences for customers. Unlike old 

marketing methods, digital systems work in real time and keep changing the content based on how users 

interact and behave In these digital environments, marketers are using psychological and behavioral 

triggers more and more. They include things like urgency signals (limited-time deals), scarcity messages 

(only a few items left), and social proof (reviews, likes, and live purchase alerts). These tools are carefully 

created to speed up decision-making and cut down the time consumers spend thinking, which encourages 

quick and impulsive buying. 

Genz, known for growing up with digital technology and being always active on social media, is a group 

that is very exposed to carefully crafted lifestyles and current buying trends. Platforms like Instagram, 

linkedin, and Snapchat constantly share inspiring content, influencer recommendations, and buying habits 

influenced by friends, which increases the tendency to compare and keep up with others. 

The feeling known as Fear of Missing Out (FOMO) has become a strong emotional and mental factor that 

affects how people shop online. FOMO is the worry that others are enjoying exciting experiences that 

you’re missing out on. In digital marketing, this feeling is made stronger by things like personalized feeds, 

flash sales, limited-time releases, and popular product trends. 
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Even though FOMO-based marketing is becoming more common, it’s important to take a closer look at 

its wider effects on behavior, finances, and ethics. While these strategies can boost sales in the short term, 

they might also lead to compulsive buying, cause financial stress especially for young shoppers, and raise 

worries about manipulative marketing tactics. 

1.2 Research Question 

The central research question guiding this study is: How do algorithm-driven digital marketing strategies 

that induce Fear of Missing Out (FOMO) shape the consumption patterns, financial behaviour, and 

psychological wellbeing of Gen Z consumers? 

The fast growth of digital technologies and social media has changed how people, especially those in 

Generation Y and Generation Z, shop and make buying decisions. 

1.3 Research Problem 

Digital marketing and social media platforms have grown very quickly, and this has changed a lot about 

how people interact with brands and decide what to buy. More and more, modern marketing uses 

psychological triggers like urgency, scarcity, and social validation to get people to buy things. These 

methods can boost sales and engagement, but they may also take advantage of people's emotional 

weaknesses, like fear of being left out, insecurity, and the need to belong. Digital environments often make 

people feel more competitive and like they are missing out on something, which can lead to a 

psychological phenomenon called Fear of Missing Out (FOMO). 

FOMO refers to the anxiety individuals experience when they believe that others are having rewarding 

experiences that they are not part of. In the context of digital consumption, this fear is often intensified by 

constant exposure to curated lifestyles, influencer endorsements, and time-sensitive marketing campaigns. 

According to (Przybylski et al.2013), FOMO is closely linked to social media engagement and is driven 

by the human desire to remain continuously connected with what others are doing. As social media 

platforms have become central to everyday communication and entertainment, FOMO has increasingly 

influenced how individuals evaluate products, trends, and consumption opportunities. 

People in Generation Z are especially exposed to digital environments and content that is driven by 

algorithms. This generation is very immersed in the digital world because they grew up with smartphones, 

social media, and online stores. Studies show that Gen Z consumers are more likely to respond to 

behavioral triggers used in digital marketing because they are constantly exposed to digital stimuli. Peer 

validation, social comparison, and influencer recommendations often change how they see value and 

desirability. (Abel et al .2016) found that individuals who experience higher levels of FOMO tend to 

engage more frequently with social media platforms and are more likely to respond to social pressure and 

online trends. 

Even though more people are interested in how using social media affects how people buy things, there 

isn't much academic research on how FOMO-driven marketing strategies affect people's long-term health. 

A significant portion of current research concentrates on immediate behavioral outcomes, including 

impulse purchasing and interaction with digital content. Nevertheless, there is a paucity of studies 

investigating the impact of these behaviors on post-purchase satisfaction, financial decision-making, or 

psychological well-being over time. This gap underscores the necessity for more extensive research that 

correlates marketing strategies with overarching behavioral and economic results. 

On top of that, the growing use of urgency-based marketing—like flash sales, limited-time deals, and 

exclusive product launches—raises some important questions. Are these FOMO-driven tactics pushing 

people to make impulsive purchases that might not be great for their finances? Research on impulse buying 
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shows that many emotional purchases happen quickly, without really thinking through the financial 

impact. 

For instance, (Dholakia.2000) argues that impulsive consumption is frequently triggered by situational 

factors such as time pressure, emotional arousal, and perceived scarcity, which can lead consumers to 

make decisions that they later regret. 

With all this in mind, it’s really important to understand how FOMO-driven marketing affects not just the 

choices we make in the moment, but also how it impacts our wellbeing over time. This isn’t just something 

for researchers to study—it matters for businesses and policymakers too. For researchers, digging into 

why people respond to FOMO can help us learn more about how marketing and human behavior work 

together. For businesses and regulators, it’s a reminder to think carefully about the ethics of using 

emotional triggers to encourage buying, especially when it might take advantage of people’s feelings and 

lead to problems down the road. 

1.4 Research Objectives 

The main goal of this research is to explore how Fear of Missing Out (FOMO) acts as a psychological 

driver in digital marketing and how it influences the buying habits of Generation Z consumers. With social 

media growing rapidly and marketing strategies becoming more driven by algorithms, brands are using 

emotional triggers more than ever to sway purchasing choices. This study seeks to understand the behavior 

behind FOMO and look at its wider effects on how consumers make decisions, manage their finances, and 

how ethical these marketing practices really are. 

The first goal of this research is to explore the psychological and behavioral roots of FOMO in digital 

marketing. FOMO is well-known as a social and psychological experience tied to our natural need for 

belonging, connection, and social approval. Online, people are constantly exposed to carefully curated 

experiences, lifestyle highlights, and buying habits through their social media feeds. According to 

(Przybylski et al.2013), FOMO arises when individuals perceive that others are having rewarding 

experiences from which they are absent. This perception creates a sense of urgency and anxiety that 

motivates individuals to stay continuously connected with social media and participate in trending 

experiences or consumption opportunities. 

The second goal is to understand how social media platforms and influencers play a big role in increasing 

the anxiety around buying among Gen Z consumers. Platforms like Instagram, TikTok, and YouTube have 

become key places for finding information, entertainment, and new products. Influencers often shape how 

people see products by showcasing them as part of lifestyles that many want to be part of, which can make 

social comparison even stronger.Research by (Abel et el.2016) suggests that individuals who frequently 

engage with social media are more likely to experience FOMO and respond to social pressure in online 

environments. Influencer endorsements, limited product launches, and viral trends can therefore create a 

sense of urgency that encourages consumers to purchase products quickly in order to avoid feeling 

excluded from social experiences. 

Another key aim of this research is to look at how FOMO affects impulse buying, how much people are 

willing to pay, and their loyalty to brands. In online shopping spaces, marketers often use tools like flash 

sales, countdown timers, and exclusive deals to encourage fast buying decisions. These strategies can 

spark impulsive purchases by making people feel like they might miss out on a valuable offer if they don’t 

act right away . (Dholakia.2000) explains that impulse buying often occurs when consumers experience 

emotional arousal and situational pressure, which reduces the time available for rational evaluation of 
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alternatives. As a result, consumers may be willing to pay higher prices or purchase products they did not 

initially intend to buy simply to avoid missing out on a perceived opportunity. 

Finally, this study seeks to explore the ethical and management challenges that come with using FOMO-

based marketing. While these strategies can boost customer engagement and drive quick sales, they also 

bring up important concerns about manipulation, honesty, and the overall wellbeing of consumers. More 

and more, experts are highlighting the need for responsible marketing that balances business goals with 

protecting and respecting customers.For example, (Hodkinson.2019) highlights that excessive reliance on 

FOMO-inducing marketing techniques may contribute to anxiety, compulsive consumption, and financial 

stress among consumers. 

By focusing on these goals, this research aims to offer a clearer picture of how FOMO works in digital 

marketing and how it shapes the behavior of today’s consumers. The insights gained can help create 

marketing strategies that are both more ethical and sustainable, while also advancing academic knowledge 

in behavioral economics and consumer psychology in our digital world. 

1.5 Scope of the Study 

This study explores how Fear of Missing Out (FOMO) affects the buying behavior of Generation Z 

consumers in digital and social media environments. Over the last decade, the rapid rise of digital 

platforms has changed the way people engage with brands and make purchase decisions. Generation Z, 

typically those born from the mid-1990s to the early 2010s, is the first generation to grow up fully 

connected to digital technology like smartphones, social media, and online shopping. This constant 

connection means Gen Z is constantly exposed to real-time information, peer influence, and algorithm-

driven suggestions, making them especially sensitive to psychological triggers like social comparison and 

FOMO. 

Research shows that social media platforms have a big impact on how this generation shops and makes 

buying decisions. Apps like Instagram, TikTok, and YouTube let users constantly see the lifestyles, 

purchases, and experiences of friends and influencers. This nonstop exposure to carefully curated content 

often increases feelings of comparison and the need to stay socially connected and relevant.According to 

(Przybylski et al.2013), FOMO arises from the need for social connection and the perception that others 

may be experiencing rewarding activities that one is missing out on. In digital environments where content 

is constantly updated and shared, these feelings can become more frequent and influential in shaping 

consumer decisions. 

Another key part of this study is looking at the digital marketing strategies used on e-commerce sites, 

influencer marketing, and personalized algorithms. E-commerce platforms often use urgency tactics like 

limited-time offers, flash sales, and countdown timers to push shoppers into making quick decisions. At 

the same time, influencer marketing has become a strong way to promote products, with social media 

personalities recommending items to large audiences. This often creates trends and shapes how consumers 

see what’s desirable. Research shows that influencer endorsements can strongly influence how people feel 

about products and their buying intentions, especially among younger audiences who see influencers as 

relatable and trustworthy.For example, (De Veirmanet el.2017) found that influencer popularity and 

credibility strongly affect brand attitudes and purchase intentions on social media platforms. 

The study also looks at how algorithmic personalization plays a key role in today’s digital marketing. 

Online platforms use artificial intelligence and data about users to predict what they might like and show 

personalized ads or product suggestions. While this personalization can make shopping easier and help 

people discover new products, it can also increase FOMO by constantly showing users trending items, 
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limited-time deals, or popular products among their social circles.Research by (Arora et al.2008) 

highlights how personalization strategies can significantly influence consumer engagement and 

purchasing behaviour by tailoring marketing messages to individual preferences. 

Besides looking at these marketing practices, this study also compares how they play out in different parts 

of the world, including both global and emerging markets. Digital marketing and social media habits can 

vary a lot depending on cultural, economic, and technological factors. In emerging markets, fast digital 

growth combined with increasing consumer ambitions might make social comparison and FOMO-driven 

buying even stronger. Understanding these differences can help researchers and marketers better assess 

how digital marketing affects consumer behavior across various economic settings. 

1.6 Significance of the Study 

The fast growth of digital marketing and social media has greatly changed how people shop today. Modern 

marketing strategies often use psychological triggers like urgency, exclusivity, and social validation to 

influence buying decisions. Among these, Fear of Missing Out (FOMO) has become a key factor shaping 

how consumers engage with brands, products, and online communities. Understanding FOMO’s role in 

digital shopping is crucial for both researchers and business leaders. This study adds to the growing 

research on consumer psychology by exploring how FOMO-driven marketing affects purchasing 

behavior, especially among Generation Z consumers. 

From an academic standpoint, this research offers a deeper insight into the psychological and behavioral 

factors that influence digital shopping. Earlier studies have shown that FOMO is strongly linked to social 

comparison, the need to belong, and the desire to stay connected with others.According to (Przybylski et 

al.2013), individuals who experience higher levels of FOMO tend to stay more actively engaged with 

social media platforms in order to monitor the activities and experiences of others. This constant 

monitoring can influence decision-making processes and encourage individuals to participate in trends, 

events, or purchases that are perceived as socially valuable. By examining FOMO in the context of digital 

marketing, this study contributes to the fields of consumer behaviour, behavioural economics, and 

marketing psychology. 

This study is particularly significant as it focuses on Generation Z, a cohort that is profoundly engaged in 

digital environments and is emerging as a substantial consumer force. Gen Z has grown up with 

smartphones, social media, and instant digital communication, which is different from older generations. 

Because they are always online, they are more likely to feel the pressure of consumer culture and social 

comparison. Studies show that social media often shows polished, perfect versions of life, which can make 

young users feel like they don't measure up or are left out.(Abel et el.2016) found that individuals who 

experience stronger levels of FOMO are more likely to engage frequently with social media platforms and 

respond to social influence when making consumption decisions. 

From a managerial standpoint, the findings of this study offer valuable insights for marketers and 

organizations aiming to craft effective digital marketing strategies. Many brands today leverage FOMO-

driven tactics like limited-time discounts, flash sales, countdown timers, and exclusive product launches 

to create a sense of urgency and prompt quick buying decisions. While these approaches can boost 

consumer engagement and sales in the short term, they may also encourage impulsive purchases and lower 

satisfaction after the buy. Research on impulse buying highlights that emotional triggers and time pressure 

can push consumers to make decisions without fully considering the financial 

consequences.(Dholakia.2000) explains that such impulsive consumption behaviour often occurs when 
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individuals experience emotional excitement and situational pressure, which reduces rational decision-

making. 

Another key contribution of this research lies in its focus on the ethical implications of FOMO-driven 

marketing strategies. Although digital marketing has opened up new ways for businesses to engage with 

consumers, it has also sparked concerns about manipulation and the impact on consumers' psychological 

well-being. Increasingly, experts are highlighting the need for responsible marketing practices that strike 

a balance between achieving business goals and protecting consumers   (Hodkinson.2019) argues that 

marketing strategies designed to intentionally induce FOMO may contribute to anxiety, compulsive 

consumption, and financial stress, particularly among younger consumers who are highly engaged with 

social media platforms. 

1.7 Research Methodology 

This study uses a secondary qualitative research approach to explore the connection between Fear of 

Missing Out (FOMO) and consumer behavior in digital marketing settings. Its goal is to analyze existing 

information on how digital marketing strategies affect psychological reactions and buying habits, 

especially among Generation Z consumers. Rather than gathering new data through surveys or 

experiments, the study draws on published academic papers, industry reports, and institutional research to 

develop a thorough understanding of the subject. 

Secondary research is commonly used in marketing and behavioral studies because it enables researchers 

to analyze a vast amount of existing knowledge, uncovering patterns, trends, and conceptual connections. 

The data for this study has been gathered from reliable academic databases like Google Scholar, 

ScienceDirect, JSTOR, and ResearchGate, as well as industry publications from respected consulting 

firms and marketing research organizations. These sources offer valuable insights into consumer 

psychology, social media behavior, digital marketing strategies, and impulse buying. 

The research centers on peer-reviewed journal articles, conference papers, scholarly books, and industry 

reports published between 2015 and 2025. This period was chosen because it marks the rapid growth of 

social media platforms, influencer marketing, and algorithm-driven advertising. By concentrating on 

recent literature, the study ensures that its analysis captures the latest trends and developments in digital 

consumer behavior and marketing practices. 

A qualitative analytical approach has been used to interpret and synthesize the findings from the selected 

literature. This method is especially suited for exploring psychological and behavioral phenomena because 

it focuses on understanding meanings, motivations, and social influences rather than just relying on 

numerical data.According to (Creswell.2014), qualitative research allows researchers to explore complex 

social phenomena by identifying recurring patterns, themes, and relationships across different sources of 

information. In the context of this study, qualitative analysis helps explain how FOMO functions as a 

psychological trigger that influences digital consumption behaviour. 

To organize the analysis, the study uses thematic and conceptual synthesis to identify behavioral patterns 

across the reviewed literature. Thematic analysis involves pinpointing recurring themes found in multiple 

research studies. In this case, key themes include social comparison, peer influence, the impact of 

influencer marketing, urgency-driven promotional tactics, and impulse buying behavior. These themes 

shed light on how digital marketing strategies generate psychological pressure and shape consumer 

decision-making. 

Conceptual synthesis is also employed to integrate insights from various theoretical perspectives within 

consumer behavior and marketing research. For example, social comparison theory explains how 
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individuals assess their experiences by comparing themselves to others, which can heighten feelings of 

exclusion in digital settings. 

By combining a review of secondary data with thematic and conceptual analysis, this research seeks to 

uncover behavioral patterns that explain how FOMO-driven marketing strategies affect consumer 

attitudes, purchasing behavior, and brand engagement. Integrating findings from multiple studies also 

allows the research to generate broader insights that extend beyond the conclusions of individual pieces 

of research. 

 

Chapter 2:Review of Literature 

2.1 Evolution of Digital Consumer Behaviour 

In the last twenty years, the way people buy things has changed a lot. People used to make choices based 

only on logic and careful thought, but now they often rely more on their feelings and digital influences 

when deciding what to buy. Old-school economic theories said that people would always make choices 

based on price, usefulness, and value in a logical way. But new research in behavioral economics shows 

that our feelings, subconscious biases, and the world around us have a much bigger effect on what we buy. 

(Daniel Kahneman.2011), in his work on decision-making, explains that individuals rely on two systems 

of thinking—intuitive (fast) and analytical (slow)—with most everyday decisions being influenced by 

intuitive and emotional responses rather than rational evaluation. 

With the growth of digital platforms, technology now plays a central role in how people shop and make 

decisions. One of the biggest changes in this shift is the use of algorithmic recommendation systems. 

Websites for online shopping and social media apps use artificial intelligence and machine learning to 

study users’ habits and preferences, helping to predict what they might like or want next. This makes the 

shopping experience more personalized and immediate, influencing choices in real time.According to 

(Smith and Linden.2017), recommendation systems play a crucial role in shaping consumer awareness by 

filtering information and presenting personalized product options, thereby influencing the “choice 

architecture” within which decisions are made. 

Another important change in digital consumer behavior is the rise of hyper-personalization and predictive 

analytics. Unlike older marketing methods that grouped people into broad categories, today’s strategies 

use big data to create experiences that feel uniquely designed for each individual. By tracking things like 

browsing habits, past purchases, and how users interact with content, these systems can deliver highly 

tailored recommendations and messages that resonate on a personal level. This approach helps brands 

connect more deeply with consumers and meet their specific needs more effectively.Research by (Arora 

et al.2008) highlights that personalization significantly increases consumer engagement and purchase 

likelihood by aligning marketing messages with individual preferences. 

Moreover, today’s digital marketing strategies often use behavioral nudges and tap into common cognitive 

biases to steer consumer decisions. Techniques like highlighting scarcity (“limited stock available”), 

creating urgency (“only 2 hours left”), and showing social proof (“trending now”) are frequently employed 

to influence buying behavior. These approaches are based on insights from behavioral economics and are 

designed to take advantage of predictable ways our minds work, encouraging quicker and more confident 

choices.(Thaler and Sunstein.2008), in their work on nudge theory, argue that subtle changes in how 

choices are presented can significantly influence decision outcomes without restricting freedom of choice. 

Overall, the way people behave as consumers has evolved from making purely rational and independent 

choices to decisions that are influenced by emotions, social factors, and algorithms. This shift helps us  
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understand how psychological triggers like the fear of missing out (FOMO) play a powerful role in today’s 

digital environment. These triggers tap into our feelings and social connections, shaping the way we 

interact with brands and make purchases in a world increasingly guided by technology. 

2.2 Social Media as a Consumption Ecosystem 

Social media platforms have grown far beyond just tools for staying in touch—they’ve become full 

ecosystems that deeply shape how people find, assess, and buy products. For Generation Z especially, 

social media isn’t just a place to connect with friends; it’s a key source of information, entertainment, and 

shopping inspiration. Platforms like Instagram, TikTok, and YouTube blend content, community, and 

commerce into one seamless experience, making them a central part of how young consumers make 

decisions today. 

Another important part of social media consumption is the impact of peer validation, social proof, and 

network effects. Nowadays, consumers frequently look at likes, comments, shares, and reviews to judge 

whether a product is trustworthy and popular. This behavior ties closely to the idea of social proof—where 

people rely on what others are doing to help shape their own choices. Seeing others’ positive reactions 

gives consumers confidence and reassurance in their decisions.(Cialdini.2009) explains that social proof 

acts as a psychological shortcut, particularly in situations of uncertainty, leading individuals to conform 

to perceived popular choices. In digital environments, metrics such as follower counts and engagement 

rates amplify this effect, making products appear more desirable and trustworthy. 

Social media platforms also enable the creation of digital communities that have a powerful impact on 

shaping trends and how people perceive brands. These online groups—whether they’re fandoms, niche 

interest circles, or lifestyle-based networks—actively engage in conversations, share reviews, and create 

content about products and brands. Their collective voices not only influence individual buying choices 

but also help trends spread quickly, amplifying a brand’s reach and cultural relevance. Research by (Muniz 

and O’Guinn.2001) highlights that brand communities foster a sense of belonging and shared identity 

among consumers, which strengthens emotional attachment to brands and increases brand loyalty. 

Overall, social media platforms serve as dynamic consumption ecosystems where information, influence, 

community, and commerce come together. The interplay of peer validation, active digital communities, 

and real-time interaction creates a space that not only makes buying easier but also amplifies psychological 

triggers like FOMO. This makes social media a crucial element in understanding today’s consumer 

behavior, especially among digital-native generations who live and shop within these interconnected 

online worlds. 

2.3 Fear of Missing Out in Consumer Behaviour 

Particularly with the growth of digital and social media environments, the idea of FOMO has received a 

lot of attention in psychology and marketing literature. FOMO is commonly recognized as a type of social 

anxiety that results from the conviction that others might be enjoying fulfilling chances or events without 

one's involvement. This phenomena is extremely pertinent to comprehending contemporary consumer 

behavior since it is intimately related to the human need for social belonging, connection, and self-

validation. 

The theoretical foundation of FOMO was formally introduced by (Andrew K. Przybylski et al.2013), who 

defined it as a pervasive apprehension that others might be having fulfilling experiences from which one 

is absent. Their study further explains that FOMO is driven by unmet psychological needs, particularly 

the need for relatedness and social connection. Individuals experiencing higher levels of FOMO tend to 

remain continuously engaged with social media platforms to stay updated and avoid feeling excluded. 
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A key antecedent of FOMO is social comparison, which plays a crucial role in shaping consumer 

perceptions and behaviour. In digital environments, individuals are constantly exposed to curated 

representations of others’ lives, including travel experiences, lifestyle choices, and consumption patterns. 

According to social comparison theory, individuals evaluate their own lives by comparing themselves with 

others, which can lead to feelings of inadequacy or exclusion. Research by (Leon Festinger.1954) 

highlights that such comparisons are a natural human tendency, but in the context of social media, they 

are amplified due to the visibility and frequency of shared content. 

In addition to social comparison, perceived scarcity and urgency also contribute to the development of 

FOMO in consumer behaviour. Digital marketing strategies frequently use cues such as “limited stock,” 

“only a few items left,” or “offer ends soon” to create a sense of urgency. These tactics increase the 

perceived value of a product and trigger anxiety about missing out on an opportunity. Studies suggest that 

such scarcity cues can significantly influence purchase intentions by making consumers feel that delaying 

a decision may result in a loss. (Aggarwal, Jun, and Huh.2011) found that scarcity messages enhance 

product desirability and accelerate consumer decision-making. 

The evolution of FOMO has been closely tied to the growth of digital consumption environments, 

particularly social media and mobile technologies. Unlike traditional media, digital platforms provide 

continuous, real-time updates about products, trends, and peer activities. This constant flow of information 

creates a sense of urgency and immediacy, making consumers more reactive and emotionally driven in 

their decisions. Research by (Abel et el..2016) indicates that individuals with higher levels of FOMO tend 

to engage more frequently with social media and are more likely to respond to online trends and social 

influence. 

Another important aspect of FOMO research is its measurement and operationalization in consumer 

studies. Scholars have developed standardized scales to measure FOMO levels based on factors such as 

social anxiety, need for belonging, and frequency of social media engagement. These measurement tools 

help researchers examine how FOMO influences behaviours such as impulse buying, brand engagement, 

and willingness to participate in trends. By quantifying FOMO, researchers can better understand its 

impact on both short-term consumption decisions and long-term behavioural patterns. 

Overall, FOMO represents a powerful psychological mechanism that connects social influence, emotional 

response, and consumer decision-making. Its increasing relevance in digital environments highlights the 

need to study how marketing strategies leverage FOMO to influence purchasing behaviour. Understanding 

the antecedents and mechanisms of FOMO provides a strong foundation for analysing its impact on 

impulse buying, brand loyalty, and consumer wellbeing in subsequent sections of this research. 

2.4 FOMO and Impulse Buying 

The relationship between Fear of Missing Out (FOMO) and impulse buying has become a central area of 

interest in consumer behaviour research, particularly in the context of digital marketing. Impulse buying 

refers to unplanned and spontaneous purchasing behaviour, often driven by emotional responses rather 

than rational evaluation. In digital environments, FOMO acts as a powerful emotional trigger that 

accelerates decision-making and increases the likelihood of impulsive purchases. 

One of the key mechanisms linking FOMO to impulse buying is emotional arousal. When consumers 

perceive that they might miss out on a desirable product, experience, or trend, they often experience 

feelings of anxiety, excitement, or urgency. These emotions reduce the time and cognitive effort spent on 

evaluating alternatives, leading to quick purchasing decisions. According to (Dholakia.2000), impulse 
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buying is strongly influenced by situational factors such as emotional stimulation, time pressure, and 

perceived opportunity loss, all of which are commonly present in FOMO-driven marketing environments. 

Digital marketing strategies frequently amplify this emotional response through the use of urgency and 

scarcity cues. Techniques such as “limited-time offers,” “only a few items left,” and countdown timers are 

designed to create a perception of scarcity, which increases the perceived value of a product and motivates 

immediate action. Research by (Aggarwal . et el .2011) demonstrates that scarcity messages enhance 

product desirability and significantly influence purchase intentions by making consumers feel that 

delaying a decision could result in a loss. 

Another important factor in FOMO-driven impulse buying is the use of cognitive shortcuts and heuristics 

in high-pressure environments. When consumers are exposed to time-sensitive offers or overwhelming 

product choices, they tend to rely on simplified decision-making strategies rather than engaging in detailed 

analysis. These heuristics include relying on social proof (e.g., “most popular item”), brand familiarity, or 

influencer recommendations. According to (Daniel Kahneman.2011), individuals often rely on fast, 

intuitive thinking (System 1) in such situations, which makes them more susceptible to emotional and 

contextual influences. 

The digital environment further intensifies impulse buying behaviour through continuous exposure to 

stimuli. Social media platforms, e-commerce websites, and mobile applications provide constant updates 

about trends, deals, and new product launches. This continuous exposure creates a sense of immediacy 

and reinforces FOMO, making consumers more likely to engage in repeated impulsive purchases. 

Research by (Rook and Fisher.1995) suggests that impulse buying is not only situational but can also 

become a habitual behaviour when consumers are repeatedly exposed to triggering stimuli. 

Moreover, FOMO has been linked to compulsive and addictive consumption patterns, particularly among 

younger consumers. When individuals frequently engage in impulse buying to alleviate feelings of anxiety 

or exclusion, it may lead to a cycle of repeated behaviour. Studies indicate that such patterns can resemble 

addictive tendencies, where purchasing becomes a coping mechanism rather than a rational 

decision.(Black.2007) highlights that compulsive buying is often associated with emotional distress and 

can lead to negative financial and psychological consequences over time. 

Overall, the relationship between FOMO and impulse buying highlights how emotional triggers, cognitive 

biases, and digital marketing strategies interact to influence consumer behaviour. FOMO not only 

increases the likelihood of unplanned purchases but also affects how consumers perceive value, urgency, 

and risk. Understanding this relationship is essential for evaluating the broader implications of FOMO-

driven marketing, particularly in terms of financial wellbeing and responsible consumption. 

2.5 Influencer Marketing and Emotional Engagement 

Influencer marketing has emerged as one of the most powerful strategies in the digital marketing 

landscape, particularly in shaping the behaviour of Generation Z consumers. Unlike traditional celebrity 

endorsements, influencer marketing relies on individuals who have built a loyal following on social media 

platforms and are perceived as relatable, authentic, and trustworthy. These influencers play a critical role 

in creating emotional connections with audiences, which significantly impacts consumer attitudes, 

perceptions, and purchasing decisions. 

A key concept underlying influencer marketing is the development of parasocial relationships, which are 

one-sided emotional connections that audiences form with media personalities. Through consistent content 

sharing, personal storytelling, and direct interaction, influencers create a sense of familiarity and intimacy 

with their followers. According to (Donald Horton and R. Richard Wohl 1956), parasocial interaction 
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occurs when audiences perceive a mediated relationship as similar to a real-life social relationship. In the 

context of social media, this dynamic becomes even stronger, as influencers frequently engage with 

followers through comments, live sessions, and personal updates. 

One of the most important drivers of influencer effectiveness is trust, authenticity, and relatability. 

Consumers, especially Gen Z, tend to trust influencers more than traditional advertisements because 

influencers are perceived as independent and genuine. Research by (De Veirman et. el 2017) found that 

influencer credibility and popularity significantly affect brand attitudes and purchase intentions. When 

influencers present products as part of their everyday lives, it reduces the perceived commercial intent and 

increases the persuasive impact of the message. 

In addition to trust, emotional engagement plays a crucial role in influencer marketing. Influencers often 

use storytelling, lifestyle content, and personal experiences to create emotional resonance with their 

audience. This emotional engagement enhances memory retention and increases the likelihood of 

consumer action. According to (Lou and Yuan.2019), the informativeness, credibility, and entertainment 

value of influencer content significantly contribute to consumer engagement and purchase intentions. 

Another important factor is the impact of influencer credibility on perceived product value. When 

consumers perceive an influencer as knowledgeable or experienced, they are more likely to trust their 

recommendations and assign higher value to the promoted product. This effect is particularly strong in 

categories such as fashion, beauty, fitness, and lifestyle, where influencers often act as opinion leaders. 

Their endorsements can shape not only purchase decisions but also brand perception and long-term 

loyalty. 

Furthermore, the rise of micro-influencers has strengthened the impact of influencer marketing. Micro-

influencers, who have smaller but highly engaged audiences, are often perceived as more authentic and 

relatable compared to larger influencers. Their recommendations tend to generate higher levels of trust 

and engagement, making them particularly effective in influencing niche consumer segments. 

Overall, influencer marketing represents a shift towards emotion-driven, relationship-based marketing 

strategies. By leveraging trust, authenticity, and social connection, influencers play a significant role in 

shaping consumer behaviour and amplifying psychological triggers such as FOMO. Understanding this 

dynamic is essential for analysing how modern marketing strategies influence purchasing decisions, 

particularly among digitally connected and socially influenced consumers. 

2.6 Decision-Making and Consumer Psychology 

Due to the plethora of options, continuous information flow, and time-sensitive marketing tactics, 

consumer decision-making in digital contexts has grown more complicated. Modern consumer behavior 

is greatly impacted by psychological elements like emotions, cognitive constraints, and environmental 

cues, in contrast to traditional models that assumed logical and well-considered decisions. It is crucial to 

comprehend these elements in order to explain how customers react to digital marketing tactics and why 

they frequently make snap, emotionally motivated purchases. 

Choice overload and decision difficulties are two major issues in today's consumer decision-making. 

Customers are presented with an overwhelming array of product selections due to the growth of e-

commerce platforms and digital marketplaces. Excessive choice can cause confusion, worry, and decision 

fatigue, even if diversity is often seen as desirable. Research by (Sheena et el.2000) demonstrates that too 

many choices can reduce decision quality and even discourage consumers from making a purchase. In 

digital environments, this overload often pushes consumers to rely on simplified decision-making 

strategies rather than carefully evaluating all available options. 
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Time constraints are another crucial element that has a big impact on how customers behave online. 

Countdown timers, flash discounts, and limited-time offers are examples of urgency cues that are 

commonly used in digital marketing methods. These strategies instill a sense of urgency, compelling 

customers to act swiftly. People are more likely to depend on instinctive judgments and less likely to 

conduct in-depth investigation when under time constraints. This makes impulsive choices more likely, 

particularly when coupled with emotional triggers like FOMO. 

Emotional bias and bounded rationality contribute to the explanation of why consumers don't always make 

the optimal decisions. According to the theory of bounded rationality, people's cognitive capacities are 

limited, making it impossible for them to effectively process all of the available knowledge. As a result, 

they use heuristics and emotional responses to facilitate decision-making.(Herbert A. Simon.1955) 

introduced the idea that consumers aim for “satisficing” decisions—choices that are good enough rather 

than optimal—due to these cognitive constraints. 

Cognitive load has a major impact on purchase results in digital situations. Cognitive load is the amount 

of mental effort required to process information. When consumers are exposed to a range of stimuli, such 

as advertisements, product comparisons, reviews, and social media content, their cognitive load increases. 

People with high cognitive load find it more difficult to process information effectively and are more likely 

to use heuristics or mental shortcuts.According to (Daniel Kahneman.2011), individuals often rely on fast, 

intuitive thinking (System 1) under such conditions, making them more susceptible to biases and external 

influences. 

These behavioral shortcuts are often used in online decision-making. Common heuristics include brand 

familiarity, influencer recommendations, popularity measurements (like "best seller"), and product 

ratings. While these shortcuts speed up decision-making, they also make consumers more vulnerable to 

marketing strategies. Products bearing labels such as "trending" or "most popular," for example, are often 

perceived as more attractive even while consumers are unaware of their actual quality. 

Additionally, the distinction between emotional and intellectual decision-making is frequently blurred in 

digital environments. Emotions have a significant impact on consumer decisions when visually appealing 

content, tailored recommendations, and social validation cues are combined. Decision-making 

consequently shifts from objective assessment to perceived value, social relevance, and emotional 

fulfillment. 

Choice overload, time constraints, emotional bias, cognitive constraints, and behavioral heuristics all 

influence how consumers make decisions in digital environments. These elements make consumers more 

vulnerable to psychological triggers like FOMO in addition to streamlining the decision-making process. 

Analyzing how digital marketing tactics affect consumer behavior and purchase outcomes requires an 

understanding of these systems. 

2.7 Research Gaps 

Even with the increasing amount of research on digital marketing, consumer behavior, and FOMO, there 

are still a number of significant gaps that prevent a thorough grasp of how these ideas interact, especially 

when it comes to Generation Z customers. To position the current study and emphasize its contribution to 

both academic knowledge and practical applications, it is imperative to identify these gaps. 

The limited integration of FOMO with post-purchase behavior and long-term consumer wellbeing is one 

of the biggest gaps in the literature currently in publication. The majority of research on FOMO 

concentrates on its immediate consequences, namely heightened engagement, impulsive purchases, and 

purchase intent. For instance, (Przybylski et al.2013) examine the psychological correlates of FOMO, 
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while (Abel et el.2016) explore its relationship with social media usage. However, there is relatively less 

research that investigates what happens after the purchase decision is made—such as post-purchase 

satisfaction, regret, cognitive dissonance, and long-term emotional outcomes. This gap is particularly 

important because impulsive, FOMO-driven decisions may lead to dissatisfaction or financial stress over 

time. 

The absence of multidisciplinary integration between psychology, marketing, and financial behavior is 

another significant study restriction. Psychological research typically looks at the emotional and cognitive 

aspects of FOMO alone, whereas marketing studies frequently concentrate on purchasing behavior and 

brand involvement. Similarly, the psychological factors that lead to impulsive or excessive spending are 

rarely taken into account in financial studies. Research by (Dholakia .2000) highlights the role of 

emotional and situational factors in impulse buying, but does not fully integrate these insights with long-

term financial consequences. This lack of interdisciplinary approach restricts a holistic understanding of 

how FOMO influences not just buying decisions but also financial wellbeing and consumer sustainability. 

Further understanding of new markets and digital-native customers, especially Generation Z, is also 

required. The majority of the literature currently in publication is based on research done in established 

nations, which could not accurately reflect the behavioral dynamics of customers in emerging markets. 

The experience and expression of FOMO can be greatly influenced by variations in social standards, 

cultural values, income levels, and technological usage. Understanding how FOMO-driven marketing 

impacts these quickly expanding customer segments is crucial as digital penetration continues to rise in 

developing nations like India. 

The ethical and sustainable consequences of FOMO-driven marketing methods represent another 

significant study gap. Although urgency, scarcity, and social comparison strategies are frequently 

employed by marketers to increase engagement, the ethical implications of these tactics have received 

little consideration. (Hodkinson.2019) suggests that FOMO-based marketing appeals may contribute to 

anxiety, compulsive consumption, and reduced consumer wellbeing, yet there is insufficient empirical 

research examining the long-term societal impact of such strategies. 

Moreover, the function of artificial intelligence and algorithmic systems in exacerbating FOMO is not 

sufficiently covered in the literature currently in publication. Although personalization and 

recommendation systems have been studied, little is known about how these technologies could exacerbate 

psychological triggers by constantly exposing users to carefully chosen material, popular goods, and 

experiences that are socially validated. Understanding how technology and human psychology interact is 

becoming more crucial as digital platforms advance in sophistication. 

Lastly, research on longitudinal and behavioral pattern analysis is lacking. The majority of research on 

FOMO and consumer behavior is cross-sectional and concentrates on short-term observations. Long-term 

research is required to monitor the long-term effects of recurrent exposure to FOMO-driven marketing on 

customer behavior, financial choices, and psychological health. 

In conclusion, while the research currently in publication offers insightful information about FOMO and 

digital consumer behavior, it lacks a thorough, integrated, and long-term viewpoint. By investigating the 

relationship between FOMO, digital marketing tactics, consumer psychology, and financial behavior—

particularly among Generation Z consumers in modern digital environments—this study seeks to close 

these gaps. 
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Chapter 3: Theoretical Framework 

3.1 Behavioural Economics and Cognitive Biases 

The study of consumer behavior in digital marketing cannot be fully understood without including findings 

from behavioral economics, which challenge the traditional assumption that consumers make entirely 

rational decisions. Rather, behavioral economics contends that people are impacted by situational factors, 

emotions, and cognitive biases, particularly in settings like digital platforms that are marked by time 

constraints and information overload. 

One of the most relevant concepts in this context is present bias, which characterizes people's tendency to 

prefer short-term rewards over long-term ones. In digital marketing contexts, this bias is often exploited 

by focusing on the immediate chance to buy it. such as time-limited offers, flash discounts, and quick 

gratification schemes. Consumers who are experiencing FOMO are more likely to make hasty and short-

sighted decisions rather than considering a product's long-term value or necessity. According to (Richard 

Thaler.1980), present bias greatly influences intertemporal choices. 

One of the most relevant concepts in this context is present bias, which characterizes people's tendency to 

prefer short-term rewards over long-term ones. In digital marketing contexts, this bias is often exploited 

by focusing on the immediate chance to buy it. Another important bias is loss aversion, which holds that 

people experience the agony of loss more strongly than the delight of gain. By depicting wasted 

opportunities as losses, this concept is commonly used in digital marketing to create urgency. Messages 

such as "Don't miss out" or "Last chance," for example, draw attention to potential loss and motivate 

consumers to act right now.(Amos Tversky and Daniel Kahneman.1979) conducted research that shows 

that when making decisions in the face of uncertainty, loss aversion is crucial. 

The concept of the scarcity effect is also crucial to comprehending FOMO-driven consumption. When a 

product is viewed as rare or uncommon, its perceived value increases, increasing demand. Scarcity 

indicators are often used by digital marketers to expedite purchasing decisions. According to research, 

scarcity increases appeal and shortens the time consumers spend considering their options, which 

encourages impulsive buying behavior. 

Additionally, behavioral economics highlights the importance of constrained rationality, in which 

consumers make decisions based on cognitive capacities and partial knowledge. In digital contexts, 

consumers are often inundated with alternatives and information, making it difficult to make sense of 

everything. As a result, people employ heuristics and emotional cues to facilitate decision-making. 

Another key concept is emotional valuation, when consumers judge a product's value based on their 

emotions rather than its objective qualities. In the context of FOMO, products are often viewed as more 

desirable because they are associated with popular activities, social status, or exclusivity. This perceived 

value is closely linked to the opportunity cost of missing out, which sees not purchasing an item as a lost 

opportunity rather than a practical way to save money. 

Furthermore, behavioral nudges are increasingly being employed in digital marketing campaigns to sway 

consumer decisions. Small changes to the presentation of alternatives that influence behavior without 

restricting possibilities are known as nudges. Nudges can significantly influence decision outcomes by 

employing cognitive biases and heuristics (Cass Sunstein and Richard Thaler, 2008). Digital platforms 

often use nudges through default settings, personalized recommendations, and visual cues like "best seller" 

or "recommended for you." 

All things considered, behavioral economics provides a strong theoretical foundation for understanding 

how FOMO-driven marketing strategies impact consumer behavior. By exploiting cognitive biases 
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including present bias, loss aversion, and scarcity, digital marketers can change consumer perceptions, 

expedite decision-making, and increase the likelihood of a purchase. 

3.2 Social Comparison and Identity Formation 

A solid understanding of identity formation and social comparison theory is necessary to comprehend 

FOMO in consumer behavior. These theories explain how people assess themselves in relation to others 

and create their identities through social and consumption experiences. These processes grow considerably 

more intense and have a direct impact on consumer behavior in digital environments where people are 

continuously exposed to well chosen content. 

Leon Festinger (1954) first presented the idea of social comparison, arguing that people are naturally 

inclined to assess their beliefs and skills by contrasting them with those of others. This comparison goes 

beyond skills in the context of digital and social media platforms to encompass lives, belongings, 

accomplishments, and consumption habits. Social media platforms give users constant access to carefully 

chosen and frequently idealized depictions of other people's lives, which can lead to the creation of 

artificial comparison standards. 

Aspirational consumption, in which people want goods or experiences that correspond with a perceived 

better social position, is frequently the result of these comparisons. In order to remain socially relevant, 

consumers may be inspired to follow similar consumption behaviors when they witness peers or 

influencers interacting with particular brands or trends. FOMO and this process are closely related because 

people may worry about being left out of socially acceptable events or trends. 

Consumer behavior is significantly influenced by identity development in addition to comparison. 

Products and brands are frequently used by consumers as instruments for identity creation and self-

expression. According to (Russell Belk .1988), possessions are an extension of the self, which means that 

people define themselves by the things they own and use. Customers actively showcase their purchases, 

lifestyles, and preferences on social media platforms, strengthening their identities in front of others, which 

amplifies this idea in digital contexts. 

Social media has further changed identity creation into an ongoing, dynamic process where people control 

and alter their online personas on a regular basis. As a result, there is more pressure to follow social trends 

and conventions. Exposure to premium goods, trendy events, and influencer lifestyles fosters a sense of 

ambition that may impact consumer behavior. Because of this, judgments about what to buy are influenced 

not just by practical need but also by the desire to express one's identity, status, and sense of belonging. 

The significance of social identity and belongingness is another crucial factor. Consumption is frequently 

a means of fulfilling the basic human drive to fit in with social groups. Customers might identify with 

particular communities or lifestyles by using brands and products as emblems of group membership. 

Buying particular fashion labels, devices, or experiences, for instance, can indicate membership in a 

specific social group. FOMO can occur when people believe they are excluded from these events, which 

encourages them to partake in comparable consumption behaviors. 

Digital surroundings also increase lifestyle exposure, which has a big impact on consumption anxiety. 

Constant exposure to affluent lives, travel-related content, and "perfect" situations posted online can cause 

a disconnect between one's own experience and what is viewed as reality. Feelings of inadequacy, 

discontent, and the dread of losing out on desirable experiences are frequently brought on by this gap. 

According to research, this kind of exposure raises consumer pressure and aspirational desire, especially 

among younger consumers who use social media extensively. 

Symbolic consumption, in which goods are prized for both their practicality and their social significance,  
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is also influenced by the relationship between identity development and social comparison. Customers 

may buy goods to convey particular messages about themselves, such as social standing, success, or style. 

In this situation, FOMO serves as a reinforcing mechanism that encourages people to develop consumption 

habits consistent with identities that are socially desirable. 

Overall, social comparison and identity formation provide a critical theoretical lens for understanding how 

FOMO operates in digital environments. The constant exposure to others’ lifestyles, combined with the 

desire for belonging and self-expression, creates a powerful influence on consumer behaviour. These 

dynamics explain why individuals are often driven to engage in consumption not just for need fulfillment, 

but to maintain social relevance, identity alignment, and emotional satisfaction. 

3.3 Self-Determination and Motivation 

Examining the impact of motivation and psychological requirements is crucial to comprehending how 

FOMO affects consumer behavior. Self-Determination Theory (SDT), created by (Edward L. Deci and 

Richard M. Ryan.1985), is one of the most pertinent concepts in this topic. According to this idea, three 

basic psychological needs—autonomy, competence, and relatedness—are what motivate human behavior. 

These requirements have a significant impact on how people engage with digital environments and react 

to marketing cues. 

In order to comprehend FOMO, it is especially crucial to consider the need for relatedness, or the want to 

feel linked to others. People continuously watch other people's actions, experiences, and consumption 

habits in social media settings. They may feel excluded or disconnected when they believe they are not a 

part of these experiences. FOMO is frequently triggered by this unfulfilled need for belonging, which 

drives people to engage in behaviors—like buying trendy goods or taking part in popular activities—in an 

effort to reestablish a sense of social connection. 

Autonomy, the second psychological need, is the need to be in charge of one's choices and actions. The 

presentation of options can have an impact on autonomy in digital consumption. Although consumers may 

think they are making their own judgments, algorithm-driven suggestions and tailored ads quietly 

influence their actions. Since of this, customers are more vulnerable to marketing tactics that elicit strong 

emotions like FOMO since apparent autonomy coexists with outside influence. 

Consumer behavior is also influenced by the need for competence, or the need to feel competent and 

successful. Competence in digital contexts is frequently associated with social validation and 

acknowledgment. People might have a sense of accomplishment, for instance, if they own popular items, 

keep up with current trends, or get favorable comments on social media. This may encourage consumption 

as a means of improving one's perception of oneself and winning acceptance from others. 

Additionally, Self-Determination Theory makes a distinction between intrinsic and extrinsic motivation, 

both of which are pertinent to digital consumption. Purchasing a product because it truly interests the 

buyer is an example of intrinsic motivation, which is the act of doing something for its own sake. Extrinsic 

motivation, on the other hand, refers to actions motivated by benefits or pressures from outside sources, 

such as social acceptance, prestige, or a fear of being left out. Because customers are frequently swayed 

by external social cues rather than their own preferences, FOMO is mostly motivated by extrinsic 

considerations. 

In digital marketing environments, influencers and brands frequently employ these motivators to sway 

consumer behavior. For example, social media marketing that highlights exclusivity, popularity, or limited 

availability can create a sense of urgency and social pressure. By appealing to their need for relatedness 

and competence, these strategies urge customers to make purchases in order to avoid feeling left out. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260276851 Volume 8, Issue 2, March-April 2026 17 

 

The importance of emotional fulfillment through consumption is another crucial factor. Customers 

frequently link things to emotional advantages like joy, excitement, or social acceptability. Buying a 

product or following a trend can momentarily lessen feelings of anxiety or isolation in people who suffer 

from FOMO. However, this emotional fulfillment is frequently fleeting, which could result in recurrent 

usage. 

Additionally, identity and drive are influenced by brand connection. Customers frequently form strong 

emotional bonds with companies that share their values, way of life, or social identity. These relationships 

can foster a feeling of attachment and belonging, which encourages recurring purchases. Brands may boost 

customer engagement and loyalty in the setting of FOMO by effectively building a strong community or 

social presence. 

All things considered, Self-Determination Theory offers a useful paradigm for comprehending the 

motivating factors underlying FOMO-driven buying. Customers are impacted by digital marketing tactics 

and social media platforms because of the interaction between intrinsic and extrinsic motivation as well 

as the demand for competence, autonomy, and belonging. These observations are crucial for examining 

how psychological and emotional elements influence consumer choices in the digital era. 

3.4 Stimulus–Organism–Response Model 

The Stimulus–Organism–Response (S–O–R) model serves as a fundamental framework to understand 

how external marketing triggers influence internal psychological processes and ultimately drive consumer 

behavior. Developed by Mehrabian and Russell in 1974, this model illustrates that environmental stimuli 

(S) impact a person's inner state (O), which then leads to a behavioral response (R). In the realm of digital 

marketing and the Fear of Missing Out (FOMO), this model is especially valuable in explaining how 

marketing tactics spark emotional and mental reactions that shape buying choices. 

In digital settings, stimuli (S) include the marketing signals and platform features consumers come across. 

Examples are limited-time deals, countdown clocks, influencer endorsements, trending topics, 

personalized suggestions, and social proof elements such as likes, comments, and reviews. These stimuli 

are deliberately crafted to grab attention and build a sense of urgency or appeal. For example, phrases like 

“Only a few left” or “Trending now” act as external cues that quickly capture consumer interest and 

kickstart the decision-making process. 

The organism (O) aspect refers to the internal emotional and cognitive reactions triggered by these stimuli. 

This incorporates feelings like excitement, anxiety, or FOMO, as well as mental assessments and 

perceptions of urgency or value. When consumers notice scarcity signals or see others engaging in certain 

behaviors, they may feel FOMO—a mix of social comparison, anxiety, and fear of missing out. (Donovan 

and Rossiter.1982) emphasize that environmental cues can strongly shape emotional states, which then 

influence consumer actions such as approaching or avoiding a product. 

The response (R) element reflects the consumer’s resulting behavior, which can include making a 

purchase, impulsive buying, increased interaction, or deeper brand engagement. In FOMO-driven 

contexts, responses tend to be swift and emotionally charged, with consumers rushing to buy to avoid 

missing perceived opportunities. This matches consumer behavior research showing that emotional 

arousal speeds up decisions and often reduces careful consideration. 

One major advantage of the S–O–R model is its ability to clarify how marketing strategies influence 

behavior. Instead of seeing consumer choices as isolated acts, the model highlights the ongoing interaction 

between external stimuli and internal psychological reactions. For instance, a flash sale (stimulus) can 

create excitement and urgency (organism), prompting an impulsive purchase (response). 
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This model is particularly relevant for digital marketing since online platforms provide continuous, 

interactive stimuli. Unlike traditional stores, digital environments offer personalized, real-time 

experiences that keep consumers engaged. Algorithms, social media alerts, and trending content ensure 

repeated exposure to cues that may spark emotional reactions like FOMO. 

Furthermore, the S–O–R framework explains how urgency and scarcity affect decision-making. When 

consumers sense a product is limited or the offer is time-sensitive, they feel a potential loss, which raises 

the product’s perceived value. This emotional response often outweighs rational thinking, leading to 

quicker, more impulsive choices. 

The model also acknowledges individual differences in how consumers respond. Not everyone reacts the 

same way to stimuli; personality, emotional sensitivity, and past experiences shape how these cues are 

processed. For example, people prone to social comparison or anxiety might feel stronger FOMO, making 

them more likely to act impulsively. 

Overall, the S–O–R model offers a thorough framework for understanding how digital marketing stimuli 

trigger internal psychological reactions that drive consumer behavior. By connecting external marketing 

tactics with internal emotional processes and behavioral outcomes, it provides valuable insight into how 

FOMO functions in digital shopping environments. 

3.5 Technology Acceptance and Digital Trust 

The Stimulus–Organism–Response (S–O–R) model is a well-established framework in consumer behavior 

that explains how external environmental factors impact internal psychological states and, ultimately, 

influence behavior. First introduced by Albert Mehrabian and James A. Russell in 1974, the model 

proposes that stimuli (S) from the environment affect the organism (O)—meaning the individual’s 

cognitive and emotional processes—which then result in a behavioral response (R). This framework is 

especially useful for understanding how digital marketing strategies spark Fear of Missing Out (FOMO) 

and shape consumer decision-making. 

In digital marketing, stimuli include various external cues like limited-time offers, flash sales, influencer 

endorsements, personalized suggestions, trending hashtags, and social proof elements such as likes, shares, 

and reviews. These stimuli are carefully crafted to grab attention and build urgency or appeal. For instance, 

messages like “Only 3 items left” or “Offer ends in 2 hours” act as immediate triggers that engage 

consumers and motivate them to take action. 

The organism component refers to the internal processes triggered when consumers encounter these 

stimuli. This includes emotional reactions such as excitement, anxiety, or FOMO, as well as cognitive 

judgments and perceptions of urgency or value. When consumers observe others engaging with a product 

or notice scarcity, they may experience FOMO—a mix of social exclusion and fear of missing out on 

opportunities. Research by Russell Belk (1975) highlights how situational factors and emotional states 

play a critical role in shaping consumer responses, underlining the importance of internal processing in 

decision-making. 

The response element reflects the consumer’s resulting behavior, which might involve impulse buying, 

increased engagement, brand interaction, or repeat purchases. In environments driven by FOMO, 

responses are often quick and emotionally charged, with consumers acting fast to avoid missing out on 

perceived opportunities. This explains why digital marketing tactics that generate urgency and social 

pressure are highly effective at boosting sales. 

A major strength of the S–O–R model is its ability to illustrate the step-by-step nature of consumer 

decision-making. Rather than seeing behavior as a direct reaction to stimuli, the model emphasizes internal 
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psychological mechanisms. For example, a flash sale (stimulus) may evoke anxiety or excitement 

(organism), which leads to an impulsive purchase (response). This sequential understanding is key to 

analyzing how FOMO functions in digital contexts. 

The model is particularly relevant today, as consumers are continuously exposed to personalized stimuli 

through social media, e-commerce sites, and mobile apps. These platforms offer curated content based on 

user preferences and behavior, increasing emotional engagement and reinforcing behavioral patterns over 

time. 

Additionally, the S–O–R framework clarifies how urgency and scarcity cues affect decision-making. 

When consumers perceive an opportunity as limited, they experience a fear of loss that raises the product’s 

perceived value. This emotional reaction often trumps rational thought, speeding up decisions and 

reducing deliberation. 

Individual differences also play a crucial role in shaping responses. Traits like personality, emotional 

sensitivity, and past experiences influence how consumers interpret stimuli. For example, those more 

prone to social comparison or anxiety tend to experience stronger FOMO, making them more vulnerable 

to impulsive buying. 

In summary, the S–O–R model offers a thorough framework for understanding how digital marketing 

stimuli interact with consumer psychology to drive behavior. By linking external triggers with internal 

emotional processes and observable actions, the model provides valuable insight into how FOMO 

influences consumer behavior in digital environments. 

 

Chapter 4: Digital Marketing Strategies and FOMO 

4.1 Algorithmic Personalization and Targeting 

In today’s digital marketing landscape, algorithmic personalization and targeting have become key drivers 

in shaping consumer behavior. Advances in artificial intelligence (AI), machine learning, and big data 

analytics allow marketers to deliver highly tailored content, recommendations, and ads based on individual 

consumer preferences. This deep level of personalization not only boosts user engagement but also plays 

a crucial role in triggering psychological responses like Fear of Missing Out (FOMO). 

Algorithmic personalization functions by gathering and analyzing vast amounts of consumer data—such 

as browsing histories, purchase patterns, search queries, and social media interactions. Using this data, 

algorithms predict what consumers are likely to want and provide customized content in real time. 

Research by Smith and Linden (2017) shows that recommendation systems aim to enhance user experience 

by showcasing products closely aligned with personal interests, thereby increasing the chance of purchase. 

One major effect of personalization is the creation of a curated digital environment where consumers 

mostly see content that matches their preferences and behaviors. While this improves convenience, it also 

narrows their exposure, making certain products or trends seem more relevant and appealing. This 

selective exposure can heighten FOMO, as consumers repeatedly encounter items that appear popular, 

trending, or socially endorsed. 

Behavioral nudging is another important factor in personalized marketing. Features like “Recommended 

for you,” “Based on your recent activity,” or “Customers like you also bought” create a sense of relevance 

and urgency, encouraging immediate action. According to Cass Sunstein and Richard Thaler (2008), such 

nudges subtly guide consumer decisions without limiting freedom of choice. 

Algorithmic targeting further enables dynamic marketing strategies that adapt in real time to consumer 

behavior. For instance, if a user views a product but doesn’t buy it, they might later receive targeted ads 
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or alerts highlighting limited-time discounts or low stock levels. These tactics create urgency and reinforce 

FOMO by reminding consumers of a “missed opportunity.” 

Dynamic pricing is another emerging strategy, where prices fluctuate depending on demand, user 

behavior, or market conditions. Consumers may feel that delaying a purchase could result in higher prices 

or product unavailability, increasing pressure to buy immediately. This perception intensifies FOMO-

driven decisions. 

Moreover, algorithmic systems amplify trend visibility and social proof by promoting popular or highly 

rated products. Seeing widespread purchases or endorsements creates a sense of group participation, 

compelling consumers to engage so they don’t feel left out. This aligns with the social proof concept, 

where people rely on others’ behavior to guide their own choices. 

However, while algorithmic personalization enhances marketing efficiency and user experience, it raises 

concerns about consumer autonomy and ethical practices. Constant exposure to personalized content can 

reduce conscious decision-making and increase dependence on automated suggestions. As a result, 

consumers may unknowingly behave more on algorithmic influence than personal preference. 

Overall, algorithmic personalization and targeting play a vital role in shaping modern consumer behavior 

by crafting engaging, relevant, and emotionally charged digital experiences. Leveraging data-driven 

insights, marketers deliver timely, persuasive messages that not only boost purchases but also amplify 

psychological triggers like FOMO. Understanding this dynamic is key to analyzing how digital marketing 

influences consumer choices in today’s tech-driven world. 

4.2 Scarcity and Urgency Mechanisms 

Scarcity and urgency stand among the most powerful psychological triggers in digital marketing, deeply 

rooted in behavioral economics and crucial for fueling Fear of Missing Out (FOMO). By making products 

or offers seem limited in availability or time, marketers increase perceived value and speed up consumer 

decision-making. 

Scarcity refers to the perception that a product, service, or opportunity is limited. When consumers believe 

something is scarce, they assign it higher value because scarcity implies exclusivity and rarity, making the 

item more desirable. Research by Cialdini (2009) identifies scarcity as a key persuasion principle, 

motivating people to seek out items seen as rare or hard to obtain. 

In digital marketing, scarcity is communicated through messages like “Only a few items left,” “Limited 

stock available,” or “Exclusive drop.” These cues signal restricted opportunities, increasing urgency and 

triggering FOMO, which encourages immediate purchase decisions. 

Urgency, closely related to scarcity, involves time constraints on buying decisions. It is created via limited-

time offers, flash sales, countdown timers, and seasonal discounts, which reduce the time consumers have 

to evaluate options. This pressure forces reliance on emotional reactions rather than rational thinking. 

Studies by Aggarwal, Jun, and Huh (2011) demonstrate that time-limited promotions significantly boost 

purchase intent by creating a sense of urgency. 

A core psychological driver behind scarcity and urgency is perceived opportunity loss. Consumers are 

motivated not just by gaining a product but by the fear of missing the chance altogether. This aligns with 

loss aversion, where the pain of missing out outweighs the pleasure of gaining. Hence, messages 

emphasizing what consumers might lose (rather than gain) are particularly compelling. 

Scarcity and urgency also affect willingness to pay and speed of purchase. When consumers sense high 

demand or limited availability, they tend to pay more and decide faster. The product’s perceived value 
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rises under scarcity conditions, often leading consumers to overlook price comparisons or product details 

due to urgency. 

Digital platforms enhance these effects by integrating real-time, interactive signals. For example, e-

commerce sites may show “10 people viewing this product” or “Last purchased 5 minutes ago,” creating 

competition and reinforcing the product’s demand and limited availability. 

Exclusivity is another form of scarcity used by brands through limited-edition releases, invite-only sales, 

or early access offers. This increases desirability and strengthens emotional ties to the brand, giving 

consumers a sense of status or belonging when accessing exclusive products or experiences. 

However, while scarcity and urgency are effective sales tools, they raise ethical concerns about consumer 

manipulation. Overuse can lead to impulsive buys, financial stress, and post-purchase regret. Artificial 

scarcity, where availability is purposely restricted despite ample supply, can mislead consumers and 

damage brand trust. 

In sum, scarcity and urgency mechanisms powerfully influence consumer behavior by creating perceived 

value, time pressure, and emotional intensity. By triggering FOMO and emphasizing opportunity loss, 

these strategies shape purchase decisions, willingness to pay, and engagement. Understanding these 

mechanisms is essential for analyzing digital marketing’s impact on consumer behavior both short- and 

long-term. 

4.2 Scarcity and Urgency Mechanisms 

Scarcity and urgency are powerful psychological tactics commonly used in digital marketing to shape 

consumer decision-making. These strategies are especially effective at triggering Fear of Missing Out 

(FOMO) by creating the impression that opportunities are both limited and fleeting. 

Digital platforms often employ limited-time offers, countdown timers, flash sales, and exclusive product 

releases to build urgency. These signals shorten the window for decision-making, encouraging consumers 

to make quick, emotionally driven purchases. Robert Cialdini (2009) explains that scarcity boosts 

desirability because people place greater value on resources they believe are scarce. 

A central psychological factor behind these tactics is the fear of opportunity loss. Consumers are driven 

not just by the desire to gain a product but also by the anxiety of losing access to it. This reflects the 

principle of loss aversion, where the pain of losing something outweighs the pleasure of gaining it. 

Consequently, messages like “last chance” or “ending soon” are highly effective in speeding up decisions. 

Scarcity and urgency also influence how much consumers are willing to pay and how quickly they buy. 

When faced with perceived high demand or limited stock, consumers tend to pay higher prices and spend 

less time weighing options. Research by (Aggarwal et al.2011) confirms that scarcity messaging raises 

purchase intent and enhances perceived product value. 

In summary, these mechanisms shift decision-making from a careful, rational process to an emotionally 

charged, time-sensitive action, making them essential components of FOMO-driven marketing strategies. 

4.3 Influencer and Community-Based Marketing 

Influencer and community-based marketing mark a shift away from traditional advertising toward 

relationship-focused and socially grounded strategies. These approaches leverage emotional storytelling 

and social validation to shape consumer behavior. 

Influencers craft stories around products by weaving them naturally into their everyday lives, creating an 

authentic and relatable experience. This narrative style boosts emotional connection and makes consumers 

more open to marketing messages. Research by Lou and Yuan (2019) shows that when influencer content 
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feels genuine and entertaining, it significantly enhances consumer trust and increases the likelihood of 

purchase. 

Social validation also plays a key role, as consumers look to likes, comments, and peer interactions as 

signals of a product’s credibility. When influencers endorse products and receive wide audience approval, 

it generates a sense of popularity that raises desirability. 

The emergence of micro-influencers has further amplified this effect. Unlike celebrities, micro-influencers 

have smaller but highly engaged followings, making their recommendations seem more sincere and 

trustworthy. Their impact is especially strong in niche markets, where they build closer relationships with 

their audiences. 

Moreover, brands are increasingly fostering community-driven ecosystems where consumers actively 

engage in conversations, create content, and promote the brand. These communities cultivate a feeling of 

belonging, deepening emotional bonds and boosting brand loyalty. In this model, consumers become 

active participants in shaping brand identity, making marketing more interactive and collaborative. 

4.4 Trend Acceleration and Viral Consumption 

Digital platforms have dramatically sped up how quickly trends emerge and spread, giving rise to what is 

known as viral consumption. Unlike traditional trends that developed slowly over time, digital trends can 

reach global audiences within hours through social media channels. 

Fast-moving trends are now at the heart of modern consumption cycles. Platforms like Instagram and 

TikTok constantly introduce new trends, creating a fast-paced environment where consumers feel 

compelled to stay current. Berger (2012) notes that content triggering strong emotional reactions is more 

likely to go viral, thereby amplifying its impact on consumer behavior. 

Social media also fosters collective participation, with users engaging in trends through challenges, 

hashtags, and user-generated content. This shared involvement transforms consumption into a communal 

experience rather than a solitary one. 

A key factor driving viral consumption is the fear of exclusion. Seeing others join trends can pressure 

consumers to participate as well, to maintain social relevance. This fear of missing out (FOMO) pushes 

individuals to quickly adopt trends, often without much reflection or evaluation. 

4.5 Engagement and Co-Creation Strategies 

Modern digital marketing focuses heavily on consumer engagement and co-creation, turning consumers 

from passive audiences into active collaborators in shaping brand stories and experiences. 

A central part of this approach is encouraging consumers to participate in brand storytelling. Brands invite 

users to share their experiences, reviews, and creative content, which boosts authenticity and makes the 

brand more relatable. This participatory method deepens emotional bonds between consumers and brands. 

User-generated content (UGC) is vital in this process. Consumer-created content—such as reviews, 

testimonials, and social media posts—acts as strong social proof. It also helps build social capital, as 

consumers earn recognition and validation within their communities through their brand interactions. 

Engagement strategies like these also support building long-term relationships. By involving consumers 

in brand activities, companies foster loyalty and a sense of belonging. This emotional connection 

encourages repeat purchases and turns customers into brand advocates. 

In sum, co-creation strategies increase consumer involvement and enhance brand value, making them 

highly effective for sustaining long-term engagement in digital spaces. 
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Chapter 5: FOMO and Consumer Decision-Making 

5.1 Cognitive and Emotional Processes 

Consumer decision-making in digital settings is shaped by a complex interplay between cognitive 

(rational) and emotional processes. While traditional models focus on logical evaluation, recent research 

highlights the dominant role of emotions, especially in contexts driven by Fear of Missing Out (FOMO). 

FOMO triggers feelings such as anxiety, excitement, and urgency, which greatly affect how quickly 

decisions are made. When consumers sense they might miss out on an opportunity, this emotional pressure 

limits their capacity for careful analysis. 

Daniel Kahneman (2011) explains that under such pressure, people tend to rely on intuitive, fast thinking 

(System 1), resulting in quicker but less rational choices. 

These emotional influences are reinforced by heuristics—mental shortcuts that simplify decision-making. 

For instance, consumers might depend on popularity signals, influencer endorsements, or urgency cues 

instead of thoroughly assessing product quality. 

The blend of emotion and cognition leads to emotionally biased decisions, where perceived value is shaped 

more by psychological factors than objective qualities. This helps explain why consumers often make 

purchases they later regret, especially in high-pressure digital environments. 

5.2 Impulse and Compulsive Buying 

Impulse buying in digital environments is greatly intensified by constant exposure to stimuli like 

advertisements, personalized recommendations, and social media content. Fear of Missing Out (FOMO) 

serves as a powerful emotional trigger, driving consumers to act immediately. 

The psychological basis of impulse buying centers on emotional arousal and diminished self-control. 

When consumers experience FOMO, they often feel anxious about missing out, which results in rapid 

decisions made without careful consideration. According to Rook (1987), impulse buying is fueled by 

sudden, emotionally charged urges that are hard to resist. 

In digital contexts, impulse buying can escalate into compulsive buying, characterized by repetitive and 

uncontrollable purchasing. This trend is especially noticeable among Gen Z consumers, who face 

continuous exposure to personalized content and social validation cues. Research by Donald W. Black 

(2007) links compulsive buying to emotional distress, suggesting it may serve as a coping mechanism to 

alleviate anxiety or negative emotions. 

Another factor contributing to this behavior is persistent exposure to stimuli. Social media feeds, 

notifications, and targeted ads create a feedback loop, constantly reminding consumers about products and 

trends. This repetition strengthens desire and raises the chances of impulsive buying over time. 

In summary, FOMO-driven impulse buying represents a shift from need-based consumption to emotion-

driven, habitual purchasing, which can lead to lasting financial and psychological impacts. 

5.3 Decision Difficulty and Overload 

In digital marketplaces, consumers often face an overwhelming array of choices, which can lead to 

decision difficulty and choice overload. Although variety is usually seen as positive, too many options can 

cause confusion, anxiety, and mental exhaustion. Research by Sheena Iyengar and Mark Lepper (2000) 

shows that excessive choices can lower satisfaction and even discourage people from making decisions 

altogether. 

In FOMO-driven settings, this situation becomes even more complex. Consumers not only feel 

overwhelmed by the abundance of options but also pressured by urgency cues to decide quickly. This mix 

creates stress and cognitive fatigue, impairing their ability to process information thoroughly. 
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5.4 Purchase Likelihood and Pricing Sensitivity 

FOMO has a strong impact on both the likelihood of making a purchase and how consumers respond to 

pricing, often causing decisions that stray from traditional economic reasoning. 

A major effect of FOMO is an increased willingness to pay premium prices. When consumers believe a 

product is scarce or in high demand, they tend to prioritize obtaining it over considering the cost. This ties 

closely to the psychological idea of perceived value, where emotions and context shape how valuable a 

product feels, beyond its practical usefulness. 

Urgency and scarcity signals also make consumers less sensitive to price. Under time pressure, they are 

less inclined to compare options or critically assess whether the price is justified. Instead, their focus shifts 

to avoiding the regret of missing out. Behavioral economics research supports this, showing that pressured 

decisions are often less rational and more emotionally driven. 

Risk perception is another key factor. In FOMO-driven scenarios, consumers frequently underestimate 

financial risks and overestimate the immediate benefits of buying. This can lead to overspending, 

particularly among younger shoppers with less financial experience. 

In summary, FOMO shifts consumer behavior from thoughtful, value-based decision-making toward 

emotion-fueled purchases, where urgency and perceived scarcity overshadow price concerns. 

5.5 Brand Loyalty and Emotional Attachment 

FOMO influences not only immediate purchase decisions but also plays a significant role in shaping long-

term brand relationships and loyalty. In digital spaces, brands have evolved beyond mere product providers 

to become symbols of identity, belonging, and lifestyle. 

Consumers often form emotional bonds with brands that reflect their social identity and aspirations. As 

Russell Belk (1988) explains, possessions and brands serve as extensions of the self, allowing consumers 

to express who they are. 

FOMO strengthens the connection between consumers and brands by encouraging them to stay 

consistently engaged. Consumers often make a conscious effort to keep up with brand updates so they 

don’t miss out on new product launches or important announcements. This sense of urgency pushes them 

to remain attentive and involved. 

It also drives consumers to actively participate in exclusive product drops or limited-edition collections. 

The fear of missing a rare opportunity makes these offerings more appealing, prompting quicker decisions 

and deeper involvement with the brand. 

In addition, consumers tend to engage more with brand communities on social media platforms. By 

interacting with posts, discussions, and other followers, they feel a sense of belonging and inclusion within 

the brand’s ecosystem. 

Over time, this continuous engagement fosters emotional loyalty. Consumers begin to feel connected to 

the brand beyond its functional benefits, which often results in repeat purchases and strong advocacy, 

where they willingly promote the brand to others. 

Digital communities amplify this effect by fostering a sense of belonging and shared identity. Consumers 

involved in brand communities tend to remain loyal since leaving the brand can feel like losing a social 

connection. 

However, this loyalty can be fragile. In fast-paced digital markets, consumers may quickly switch to new 

brands or trends if they see better options elsewhere. Thus, loyalty depends on both emotional attachment 

and ongoing engagement. 
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Chapter 6: Social Media, Influencers, and Gen Z Behaviour 

6.1 Digital Identity and Self-Presentation 

In the digital age, social media platforms have become central to how individuals construct and express 

their identities. For Generation Z, these platforms are not just tools for communication but spaces for self-

presentation, social signalling, and identity formation. Consumer behaviour is increasingly influenced by 

how individuals wish to be perceived by others in online environments. 

The concept of digital identity refers to the way individuals represent themselves through profiles, posts, 

and interactions on social media. These representations are often carefully curated to reflect an ideal 

version of the self. According to Erving Goffman (1959), individuals engage in “impression 

management,” where they consciously control how they are perceived by others. In digital contexts, this 

process becomes more deliberate, as users selectively share content that enhances their social image. 

Brands play a significant role in this process, as consumers use products to construct and communicate 

their identity. For example, 

The influence of peer networks further strengthens this dynamic. Consumers are constantly exposed to the 

lifestyles and consumption patterns of their peers, which c owning certain fashion brands, gadgets, or 

lifestyle products can signal status, taste, or group affiliation. This is known as symbolic consumption, 

where products carry social meaning beyond their functional value. 

Social media also facilitates social signalling, where individuals communicate their identity through 

visible consumption. Posting about experiences, purchases, or lifestyle choices allows users to project a 

particular image to their audience. This behaviour is closely linked to FOMO, as individuals may feel 

pressure to participate in trends or acquire certain products to maintain their social image.reates a 

benchmark for comparison. This exposure can lead to aspirational behaviour, where individuals attempt 

to align their consumption with perceived social standards. 

Overall, digital identity and self-presentation play a crucial role in shaping consumer behaviour, as 

purchasing decisions are increasingly driven by the desire for social recognition, acceptance, and identity 

expression. 

6.2 Trust, Authenticity, and Credibility 

In influencer-driven digital environments, trust and authenticity have become critical factors influencing 

consumer behaviour. Unlike traditional advertising, where brands communicate directly with consumers, 

influencer marketing relies on perceived credibility and relatability. 

Consumers, particularly Gen Z, are more likely to trust influencers who appear genuine and transparent. 

Authenticity is often associated with: 

● Honest product reviews 

● Personal storytelling 

● Consistent and relatable content 

Research by (De Veirman et al.2017) indicates that influencer credibility significantly impacts brand 

attitude and purchase intention. When consumers perceive an influencer as trustworthy, they are more 

likely to accept their recommendations. 

Transparency also plays a key role in building trust. Disclosures about sponsored content and honest 

communication enhance credibility, while misleading promotions can damage both influencer and brand 

reputation. 

Over time, consistent authenticity contributes to long-term brand credibility. Brands that collaborate with 

trustworthy influencers and maintain transparent communication are more likely to build sustainable rel- 
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ationships with consumers. 

6.3 Social Validation and Network Effects 

Social media platforms operate on systems of social validation, where metrics such as likes, shares, 

comments, and views act as indicators of popularity and acceptance. These metrics significantly influence 

consumer behaviour by shaping perceptions of value and desirability. 

The concept of social validation is based on the idea that individuals look to others’ behaviour to guide 

their own decisions. When a product receives high engagement, it is perceived as more credible and 

desirable. This aligns with the principle of social proof, where popularity signals quality. 

Network effects further amplify this phenomenon. As more people engage with a product or trend, its 

visibility increases, attracting even more participants. This creates a self-reinforcing cycle, where 

popularity leads to more popularity. 

These dynamics result in network-driven consumption patterns, where consumer choices are influenced 

by collective behaviour rather than individual preferences. For example, trending products or viral content 

often gain traction simply because they are widely shared and discussed. 

Digital communities also play a role in shaping brand perception. Consumers within these communities 

exchange opinions, reviews, and experiences, which influence how brands are perceived. Positive 

engagement can enhance brand image, while negative feedback can quickly damage reputation. 

6.4 Social Media Fatigue and Psychological Impact 

While social media offers numerous benefits, it also has significant psychological implications, 

particularly for Gen Z consumers. Continuous exposure to curated content, social comparison, and digital 

engagement can lead to social media fatigue and emotional stress. 

One of the primary effects is anxiety and burnout, resulting from the pressure to stay constantly connected 

and updated. The need to keep up with trends, respond to notifications, and maintain an online presence 

can become overwhelming. 

Another important issue is the emotional impact of constant comparison. Seeing idealized representations 

of others’ lives can create feelings of inadequacy, dissatisfaction, and low self-esteem. This is closely 

linked to FOMO, as individuals may feel that they are missing out on better experiences. 

Research suggests that excessive social media use can negatively impact mental wellbeing, leading to 

stress, reduced life satisfaction, and emotional exhaustion. At the same time, consumers may develop 

coping mechanisms such as limiting usage, avoiding certain content, or disengaging from platforms. 

Overall, while social media drives engagement and consumption, it also creates challenges related to 

mental health and emotional stability. 

6.5 Misinformation and Perceived Value 

The digital environment is also characterized by the presence of misinformation and manipulated content, 

which can significantly influence consumer behaviour. Fake reviews, sponsored content without 

disclosure, and exaggerated claims can distort consumer perceptions of value. 

One of the key issues is the prevalence of fake reviews and ratings, which create false impressions of 

product quality. Consumers often rely on reviews as a primary source of information, making them 

vulnerable to manipulation. 

Similarly, influencers may promote products without fully disclosing sponsorships, leading to misleading 

endorsements. This reduces transparency and can negatively impact consumer trust. 

Misinformation also affects decision-making, as consumers may base their choices on inaccurate or biased 

information. This can lead to dissatisfaction, regret, and reduced trust in digital platforms. 
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From an ethical perspective, these practices raise concerns about consumer protection and fair marketing. 

Ensuring transparency, authenticity, and accurate information is essential for maintaining trust and 

promoting responsible consumption. 

 

Chapter 7: Moderating and Mediating Factors 

7.1 Personality and Emotional Sensitivity 

Consumer response to FOMO is highly influenced by individual personality traits and emotional 

sensitivity. Not every consumer reacts equally to digital marketing stimuli 

Some consumers are more vulnerable to FOMO due to certain psychological characteristics that influence 

how they perceive and react to social and marketing cues. Traits such as low self-esteem often create a 

stronger need for validation, making individuals more likely to seek approval through their choices. 

Similarly, insecurity can lead to increased social comparison, where consumers constantly measure 

themselves against others, intensifying the fear of missing out. 

Another important trait is high impulsivity, which results in quick and often unplanned decisions. Such 

individuals are less likely to critically evaluate their choices and more likely to act on immediate emotions 

triggered by FOMO. Research by Mark Griffiths suggests that people with higher emotional vulnerability 

are more prone to developing compulsive digital behaviors, including excessive consumption patterns. 

Emotionally sensitive consumers are particularly affected in social contexts. They may frequently feel left 

out when they see others’ experiences online, place excessive importance on trends and social approval, 

and make purchases as a way to cope with anxiety or discomfort. As a result, personality plays a crucial 

role as a moderating factor, either amplifying or reducing the overall impact of FOMO on consumer 

behavior. 

7.2 Cultural and Socioeconomic Context 

FOMO-driven behaviour is significantly influenced by cultural norms and socioeconomic conditions, 

which shape how consumers perceive and respond to social pressures. In collectivist cultures such as India, 

individuals are more likely to be influenced by social expectations, a strong sense of group belonging, and 

the opinions of their peers. This often makes them more susceptible to FOMO, as fitting in and staying 

connected with others becomes a priority. 

In contrast, consumers in individualistic cultures tend to make decisions more independently, placing less 

emphasis on group validation. As a result, while FOMO still exists, its intensity and triggers may differ 

compared to collectivist societies. 

Socioeconomic factors also play a crucial role in shaping FOMO-driven behaviour. Elements such as 

income level, access to technology, and exposure to aspirational lifestyles can significantly impact 

consumer choices. Individuals from lower or middle-income groups may feel greater pressure to match 

the lifestyles they see online, sometimes leading them to spend beyond their means in order to maintain a 

certain image. 

Research by Geert Hofstede highlights how cultural dimensions influence consumer decision-making and 

social behaviour. His work helps explain why the impact of FOMO varies across different cultural and 

economic contexts, reinforcing the idea that both personality and environment shape consumer behaviour. 

This makes FOMO particularly strong in emerging markets where aspiration exceeds affordability. 

7.3 Consumer Segmentation 

Not all Gen Z consumers respond to FOMO in the same way, as their behaviour varies based on underlying 

motivations and preferences. This diversity creates distinct segments, each reacting differently to market- 
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ing triggers and social influence. 

Value seekers, for instance, are primarily focused on finding discounts and deals. While they are price-

sensitive, they are still influenced by urgency cues such as limited-time offers or scarcity, which can push 

them to make quicker purchase decisions. 

Brand-conscious consumers, on the other hand, are driven by status, identity, and brand image. For them, 

FOMO tends to be stronger because owning certain products or being associated with specific brands 

enhances their social image and sense of belonging. 

Convenience-driven consumers prioritize ease and speed in decision-making. They prefer quick, hassle-

free choices and are highly influenced by recommendations, especially those generated by algorithms on 

digital platforms. 

Each of these segments responds differently to FOMO triggers. Brand-conscious individuals are more 

affected by social image pressures, value seekers respond more to a combination of scarcity and discounts, 

and convenience-driven consumers are largely guided by algorithmic suggestions. This highlights the 

behavioural diversity within Gen Z, making segmentation essential for both effective analysis and strategic 

marketing decisions. 

7.4 Digital Addiction and Habit Formation 

Habit formation in digital environments is largely influenced by dopamine-driven reward systems built 

into online platforms. Features such as notifications, likes, and constantly refreshing content act as instant 

rewards, encouraging users to stay engaged and repeatedly return to the platform. These small but frequent 

stimuli reinforce behaviour and gradually make usage more habitual. 

According to Adam Alter (2017), excessive screen exposure can create habit loops in which actions 

become automatic and difficult to control. As users continue interacting with these platforms, their 

behaviour shifts from conscious engagement to routine activity. 

This often results in constant checking of apps, increased exposure to marketing content, and a higher 

likelihood of impulsive buying decisions. The more frequently users engage with digital platforms, the 

more they encounter targeted advertisements and social comparisons that trigger FOMO. 

Over time, these repeated patterns evolve into long-term consumption habits, where purchasing decisions 

are no longer entirely deliberate but become part of a routine. In this way, digital addiction acts as a 

mediating factor, explaining how continuous exposure to online environments intensifies FOMO-driven 

consumption. 

7.5 Financial Literacy and Awareness 

Financial literacy plays an important role in moderating how strongly FOMO influences consumer 

behaviour. Individuals who possess strong budgeting skills, are aware of their spending patterns, and 

understand financial risks are generally better equipped to resist impulsive purchases. This awareness 

allows them to pause and evaluate decisions rather than reacting immediately to urgency or social pressure. 

In contrast, low financial literacy can make consumers more vulnerable to FOMO-driven decisions. A 

lack of financial understanding often leads to overspending, poor financial choices, and a greater 

susceptibility to persuasive marketing tactics that rely on scarcity, urgency, or social validation. 

Research by the Organisation for Economic Co-operation and Development (2020) highlights that 

financial education enables individuals to make informed decisions and avoid risky consumption 

behaviour. With better knowledge and awareness, consumers are more likely to question impulsive urges 

and prioritize financial stability. 
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Moreover, financial awareness encourages sustainable consumption patterns. Instead of seeking short-

term gratification driven by trends or social pressure, individuals focus on long-term wellbeing, making 

more deliberate and responsible purchasing decisions. 

 

Chapter 8: Post-Purchase Behaviour and Outcomes 

8.1 Satisfaction and Dissatisfaction 

After making a purchase, consumers typically evaluate whether the product meets their expectations. In 

the case of FOMO-driven purchases, this evaluation is often shaped more by emotions than by rational 

judgment, as the decision itself was influenced by urgency, social pressure, or the desire to fit in. 

When the product meets or exceeds expectations, consumers tend to experience emotional satisfaction, a 

sense of inclusion or belonging, and validation that their decision was the right one. These positive feelings 

reinforce their behaviour and may encourage similar purchases in the future. 

However, FOMO-driven purchases frequently result in dissatisfaction because they are made impulsively 

without careful evaluation. In such cases, the perceived value of the product does not align with its actual 

utility, leading to regret or disappointment. 

According to Richard L. Oliver (1980), satisfaction is determined by the gap between expectations and 

actual performance. Since FOMO often inflates expectations—such as the belief that a product will 

enhance one’s happiness or social acceptance—the gap between expectation and reality tends to widen, 

increasing the likelihood of dissatisfaction. 

8.2 Cognitive Dissonance and Justification 

After making an impulsive purchase, consumers often experience cognitive dissonance—a state of 

psychological discomfort that arises from conflicting thoughts, such as realizing they did not truly need 

the product while having already spent money on it. This concept was introduced by Leon Festinger in 

1957, and it is especially relevant in understanding post-purchase behaviour. 

In FOMO-driven purchases, cognitive dissonance tends to be more intense because decisions are made 

quickly, without properly evaluating alternatives, and are largely influenced by emotions rather than logic. 

As a result, consumers are more likely to question their choices after the purchase is made. 

To reduce this discomfort, individuals often adopt various justification strategies. They may convince 

themselves that the product was necessary, focus heavily on its positive features, or ignore any negative 

aspects. In some cases, consumers go a step further by publicly defending the brand or their purchase 

decision, as a way to reinforce their choice and minimize internal conflict. 

8.3 Financial Stress and Wellbeing 

One of the most significant consequences of FOMO-driven consumption is its impact on financial 

wellbeing. When consumers make impulsive and repeated purchases, it can lead to overspending, 

disruption of personal budgets, and increased reliance on credit, gradually weakening their financial 

stability. 

Research by Annamaria Lusardi highlights that low financial awareness, when combined with impulsive 

behaviour, significantly increases financial vulnerability. Individuals who lack financial knowledge are 

less likely to evaluate the long-term consequences of their spending decisions, making them more 

susceptible to FOMO-driven purchases. 

For Gen Z consumers, who are often in the early stages of financial independence, these patterns can be 

particularly harmful. They may experience financial anxiety, stress related to managing money, and 
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reduced ability to save for future goals. The constant exposure to trends and social comparisons further 

intensifies this pressure. 

8.4 Long-Term Behavioural Patterns 

Repeated exposure to FOMO-driven environments can gradually shape consumer behaviour, leading to 

habit formation and long-term changes in decision-making. As individuals are continuously influenced by 

urgency cues and social comparisons, their actions become more automatic over time rather than 

deliberate. 

Consumers may begin to develop patterns such as routine impulse buying, a growing dependence on trends 

to guide their choices, and a reduced ability to delay gratification. These behaviours reflect a shift from 

mindful consumption to more reactive and emotionally driven decisions. 

According to B. J. Fogg, behaviour becomes habitual when it is repeatedly triggered in a consistent 

context. Digital platforms are designed to provide exactly these triggers through notifications, 

personalized recommendations, and trending content, which constantly prompt users to engage. 

This creates a reinforcing loop where repeated exposure leads to automatic responses, often resembling 

addiction-like consumption patterns. As a result, consumers may find themselves making purchases 

without fully evaluating their needs or priorities. 

In terms of brand loyalty, FOMO has mixed effects. On one hand, it can increase repeat purchases due to 

continuous engagement and exposure. On the other hand, it may also encourage switching behaviour, as 

consumers are constantly drawn toward new trends and emerging alternatives. 

8.5 Consumer Wellbeing and Mental Health 

Beyond financial outcomes, FOMO-driven consumption has important implications for mental health and 

overall wellbeing. Constant exposure to curated lifestyles and trends can lead consumers to frequently 

compare themselves with others, resulting in anxiety, post-purchase regret, and a decline in overall life 

satisfaction. 

Research by Andrew Przybylski (2013) defines FOMO as a persistent fear that others are having rewarding 

experiences without you. This feeling can negatively impact emotional wellbeing by creating a sense of 

exclusion and dissatisfaction, even when there is no real deprivation. 

The behavioural cycle associated with FOMO often follows a pattern: the fear of missing out triggers a 

purchase, which provides temporary emotional relief. However, this is soon followed by regret, leading 

the individual back into the same cycle again. Over time, this repeated pattern can become difficult to 

break. 

As a result, consumers may experience emotional instability, reduced self-control, and an increased 

dependence on consumption as a way to achieve emotional fulfilment. This reliance can further reinforce 

unhealthy habits and intensify the psychological impact. 

However, developing awareness and adopting behavioural control strategies—such as mindful 

consumption, limiting screen time, and critically evaluating needs—can help reduce the negative effects 

of FOMO. These approaches support healthier digital engagement and more balanced consumption 

patterns. 

 

Chapter 9: Ethical, Managerial, and Policy Implications 

9.1 Ethical Concerns in Digital Marketing 

The rise of FOMO-based marketing strategies has raised important ethical concerns, particularly around 

consumer manipulation and psychological exploitation. Digital marketers frequently use techniques such 
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as scarcity cues like “only a few left,” urgency triggers such as “ends tonight,” and social proof indicators 

like “trending now” to influence consumer behaviour. While these tactics are effective, they often rely on 

emotional pressure rather than rational decision-making. 

These strategies tend to target key emotional vulnerabilities, including insecurity, the need for belonging, 

and the tendency for social comparison. By appealing to these underlying feelings, marketers can create a 

sense of urgency and pressure that encourages consumers to act quickly, sometimes without fully 

evaluating their choices. 

According to Cass Sunstein, behavioural interventions or “nudges” can become ethically problematic 

when they influence individuals without their awareness. In the context of digital marketing, this raises 

concerns about how subtly consumer behaviour can be shaped. 

A major issue is the lack of transparency in these practices. Many consumers do not realize that the content 

they see is algorithmically curated, that influencer posts may be sponsored, or that scarcity is sometimes 

artificially created. This lack of awareness limits informed decision-making and raises concerns about 

consumer autonomy, as choices are often influenced subconsciously rather than through deliberate and 

informed judgment. 

9.2 Responsible Marketing and Sustainability 

In response to growing ethical concerns, there is an increasing need for responsible and sustainable 

marketing practices. Responsible marketing emphasizes transparency in communication, honest 

representation of products, and the avoidance of manipulative tactics that pressure consumers into making 

impulsive decisions. This approach ensures that consumers are respected and empowered to make 

informed choices. 

Brands that follow ethical practices are more likely to build long-term trust and a strong reputation. Instead 

of focusing only on short-term sales driven by urgency and FOMO, sustainable marketing shifts attention 

toward building lasting relationships with consumers and creating genuine value over time. 

According to the American Marketing Association, ethical marketing is based on principles of fairness, 

honesty, and responsibility toward consumers. These principles guide companies in maintaining integrity 

while engaging with their target audience. 

To implement responsible marketing, companies can adopt practices such as clear disclosure of sponsored 

content, realistic and truthful advertising, and consumer-centric design that prioritizes user wellbeing. 

Such strategies not only protect consumers from manipulation but also provide brands with a long-term 

competitive advantage by fostering loyalty and credibility. 

9.3 Consumer Protection and Awareness 

To counter the negative effects of FOMO-driven marketing, it is essential to strengthen consumer 

protection and awareness. One of the most effective approaches is the development of digital literacy 

programs, which help consumers understand how marketing tactics such as scarcity, urgency, and 

algorithmic targeting influence their behaviour. Alongside this, financial education plays a crucial role in 

improving spending decisions by equipping individuals with the knowledge to manage money wisely and 

resist impulsive purchases. Awareness campaigns further support this effort by highlighting the risks 

associated with impulsive consumption and encouraging more mindful decision-making. 

Organizations like the Organisation for Economic Co-operation and Development emphasize the 

importance of financial literacy in promoting responsible consumer behaviour. Their research underscores 

how informed individuals are better prepared to navigate complex digital marketplaces and avoid 

manipulative practices. 
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For Gen Z, awareness becomes even more critical due to their high level of digital engagement. They are 

constantly exposed to influencer marketing, personalized content, and social comparisons, which increases 

their susceptibility to FOMO. This makes it essential for them to develop the skills needed to critically 

evaluate what they see online. 

Educated consumers are more capable of recognizing manipulation, making informed decisions, and 

avoiding unnecessary spending. As a result, strengthening awareness and education not only protects 

individuals but also contributes to healthier and more sustainable consumption patterns. 

9.4 Policy and Regulation 

Governments and regulatory bodies play a crucial role in ensuring that digital marketing practices remain 

fair, transparent, and ethical. Their involvement is especially important in an environment where 

marketing tactics are becoming increasingly sophisticated and harder for consumers to identify. 

Key areas of regulation include advertising standards, influencer disclosure rules, and data privacy along 

with algorithm transparency. For instance, many guidelines now require influencers to clearly disclose 

paid promotions, helping consumers distinguish between genuine recommendations and sponsored 

content. 

Research indicates that stricter regulations can reduce misleading practices, increase consumer trust, and 

promote fair competition in the marketplace. When businesses are held accountable, it creates a more 

balanced environment where consumers can make informed choices without undue manipulation. 

Globally, policy approaches may differ, but there is a growing emphasis on protecting young consumers, 

regulating digital platforms, and monitoring deceptive marketing practices. Organizations such as the 

Advertising Standards Council of India and frameworks inspired by bodies like the Federal Trade 

Commission highlight the importance of transparency and ethical conduct in advertising. 

However, enforcement continues to be a major challenge. The rapid evolution of digital technologies, 

along with the global nature of online platforms, makes it difficult for regulators to consistently monitor 

and control all forms of marketing activity. 

9.5 Strategic Implications for Businesses 

From a managerial perspective, businesses must strike a careful balance between profitability and ethical 

responsibility. While FOMO-driven strategies can effectively boost sales, engagement, and conversion 

rates, relying too heavily on them can backfire in the long run. 

Excessive use of such tactics may lead to consumer distrust, brand fatigue, and a negative brand 

perception. When customers begin to feel manipulated or overwhelmed by constant urgency and pressure, 

their overall connection with the brand weakens, reducing loyalty and long-term value. 

To address this, companies should focus on ethical persuasion rather than manipulation. This means 

influencing consumer decisions through transparency and genuine value instead of exploiting emotional 

vulnerabilities. Businesses should also prioritize building long-term relationships over short-term gains, 

ensuring that customers feel respected and satisfied rather than pressured. 

Additionally, enhancing the overall consumer experience and delivering real value can create a more 

meaningful connection with the audience. Firms that adopt responsible marketing practices are more likely 

to achieve a sustainable competitive advantage, as trust and credibility become key differentiators in 

highly competitive digital markets. 
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Chapter 10: Conclusion and Future Research 

10.1 Summary of Key Insights 

This study examined how FOMO (fear of missing out) influences consumer behaviour in digital marketing 

contexts, particularly among Generation Z. The findings show that modern decision-making is not purely 

rational but is strongly shaped by emotional, psychological, and social factors, which significantly affect 

how consumers respond to marketing stimuli. 

The study highlights that digital marketing techniques such as personalization through algorithms, scarcity 

and urgency cues, influencer advertising, and mechanisms of social validation are deliberately designed 

to trigger FOMO. These strategies create a sense of pressure and excitement, often leading to impulsive 

and emotionally driven purchasing decisions rather than carefully evaluated choices. 

To better understand this process, the study integrates theoretical frameworks like the Stimulus-Organism-

Response (SOR) model, social comparison theory, and principles from behavioral economics. These 

frameworks explain how external stimuli, such as marketing strategies, interact with internal 

psychological states like excitement, anxiety, or fear of exclusion, ultimately resulting in behavioural 

outcomes such as purchase decisions. 

Furthermore, the study found that the impact of FOMO extends beyond immediate purchasing behaviour. 

It also influences consumer engagement, brand perception, emotional wellbeing, and long-term 

consumption habits, highlighting its broader implications in shaping modern consumer culture. 

10.2 Contributions to Theory and Practice 

This study makes an important theoretical contribution by integrating concepts from behavioral 

economics, psychology, and marketing to develop a deeper understanding of FOMO-driven consumption. 

By combining these perspectives, it offers a more comprehensive framework that connects emotional 

triggers such as anxiety, excitement, and social comparison with actual consumer behaviour in digital 

environments. 

From a practical standpoint, the study provides valuable insights for marketers. It emphasizes the need to 

design campaigns that are not only effective in driving engagement but also responsible in their approach. 

Marketers are encouraged to focus on building long-term relationships with consumers rather than relying 

solely on short-term, high-pressure tactics. This approach helps in fostering trust, loyalty, and sustainable 

brand value. 

At the same time, the study acknowledges that consumers are becoming increasingly aware of behavioural 

influences and marketing tactics. As a result, there is a growing expectation for brands to act ethically and 

transparently. 

Overall, the findings highlight the importance of balancing engagement strategies with ethical 

responsibility. Ensuring that marketing practices do not negatively impact consumer wellbeing is essential 

for creating a sustainable and trustworthy digital marketplace. 

10.3 Limitation 

Despite its contributions, the study has certain limitations that should be acknowledged. One key limitation 

is its reliance on secondary research, which restricts direct empirical validation. Without primary data, it 

becomes difficult to fully confirm the relationships and conclusions drawn from existing literature. 

Another limitation is the strong focus on Generation Z. While this group is highly relevant in digital 

marketing contexts, the findings may not be entirely generalizable to other age groups, whose behaviours, 

motivations, and digital exposure levels may differ significantly. 
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Additionally, the rapid evolution of digital technology presents a challenge to the long-term applicability 

of the study’s findings. As platforms, algorithms, and consumer trends continue to change, the dynamics 

of FOMO-driven behaviour may also evolve, potentially reducing the relevance of current insights over 

time. 

The study also highlights a gap in existing research, particularly the limited number of studies that 

simultaneously examine FOMO, financial behaviour, and mental health. This indicates a need for more 

integrated and interdisciplinary research in this area. 

Overall, these limitations emphasize the importance of conducting further empirical and longitudinal 

studies to validate findings, expand their applicability, and deepen the understanding of FOMO-driven 

consumer behaviour in an ever-changing digital landscape. 

10.4 Future Research Directions 

Future research can expand this work in several important directions to deepen the understanding of 

FOMO-driven consumer behaviour in evolving digital environments. One key area is the role of AI-

powered persuasion and hyper-personalization. As algorithms become more advanced, it is essential to 

examine how highly tailored content influences consumer autonomy and decision-making, particularly 

when choices are subtly guided without conscious awareness. 

Another promising direction is the study of immersive digital settings, including virtual and augmented 

reality environments. With the growth of the metaverse, researchers can explore how FOMO operates in 

more interactive and immersive spaces, where experiences feel more real and emotionally engaging, 

potentially intensifying consumer responses. 

Intercultural evaluation is also crucial, as FOMO-related behaviour may vary significantly across different 

countries and cultural contexts. Comparative studies can help identify how social norms, values, and 

economic conditions shape consumer reactions to digital marketing strategies. 

Longitudinal research offers another valuable avenue by analyzing the long-term psychological and 

financial effects of FOMO. Such studies can provide insights into how repeated exposure influences 

habits, wellbeing, and financial stability over time, rather than focusing only on short-term outcomes. 

Finally, a multidisciplinary approach that integrates psychology, finance, and marketing can lead to a more 

comprehensive understanding of consumer behaviour. By combining these perspectives, future research 

can better capture the complex interaction between emotional triggers, economic decisions, and digital 

influence. 

Together, these research directions will contribute to a more holistic and nuanced understanding of 

consumer behaviour in increasingly dynamic and technology-driven environments. 
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