Advanced International Journal for Research (AlJFR)

E-ISSN: 3048-7641 e Website: www.aijfr.com e Email: editor@aijfr.com

A Study On Fear of Missing Out (FOMO) And
Digital Marketing: How Its Influence On
Impulse Buying Behaviour of Consumer

Dr. B. Jagadeeswaran?, Jenifer.VV?, Hemavathi.M?

!Associate Professor, Research Guide & Head, PG & Research Department of Commerce,
Thiruthangal Nadar College, Selavayal, Chennai
2Ph.D. (Full Time) Research scholar, PG & Research Department of Commerce,
Thiruthangal Nadar college, Selavayal, Chennai
3Full Time Research scholar, PG &amp; Research Department of Commerce,
Thiruthangal Nadar College, Selavayal, Chennai

ABSTRACT

The rapid growth of digital marketing has introduced a range of persuasive tactics like flash sales,
countdown timers, limited-stock alerts, and social proof indicators. FOMO, Fear of Missing Out, a
psychological phenomenon, has become increasingly significant in both social media and consumer
behavior. Digital marketing has significantly transformed consumer buying behaviour by providing
personalized, interactive, and time-sensitive promotional content through digital platforms. One
psychological factor that has gained increasing importance in this context is Fear of Missing Out (FOMO),
which refers to the apprehension that others may be experiencing rewarding opportunities or that an
individual may miss a valuable experience. This study examines the relationship between FOMO driven
digital marketing strategies and impulse buying behaviour among consumers. Specifically, it investigates
whether exposure to scarcity and urgency-based marketing cues increases the likelihood of unplanned
purchases, and whether individual differences in trait FOMO moderate this relationship. The study
contributes to consumer behaviour literature by clarifying the psychological mechanisms through which
digital marketing influences purchasing decisions, and offers practical implications for marketers seeking
to design ethical, effective campaigns, as well as for consumers and policymakers concerned with
impulsive spending and digital consumer protection.

Keywords: Fear of Missing Out (FOMO), digital marketing, impulse buying behaviour, consumer
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1. INTRODUCTION

Digital transformation refers to the comprehensive integration of digital technologies into all facts of an
organization, fundamentally changing how businesses operate, deliver value, and engage with customers.
It goes beyond simply adopting new tools or digitizing existing processes it represents a strategic and
cultural shift in how organizations think, function, and compete in an increasingly technology-driven
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world. This transformation is not confined to a single department or function; rather, it permeates every
aspect of an organization from internal processes and employee collaboration to marketing, sales, supply
chain management, and customer service.

The driving forces behind digital transformation are multifaceted. Rapid advancements in technology have
made digital tools more accessible, affordable, and powerful than ever before. One of the most significant
outcomes of digital transformation is the empowerment of consumers with unprecedented access to
information, choices, and convenience. This has fundamentally altered consumer decision-making
processes, making them faster, more impulsive, and more susceptible to real-time psychological triggers
such as urgency, scarcity, and social validation factors that digital marketers actively leverage through
tools like personalized recommendations, retargeting ads, influencer collaborations, and limited-time
promotions. Understanding of digital transformation provides the foundational backdrop against which
phenomena like FOMO-driven marketing and impulse buying behaviour can be meaningfully examined,
as these behaviours are direct outcomes of the broader shift toward a digitally connected and technology-
driven marketplace.

The digital age has fundamentally transformed the way businesses interact with consumers and the way
consumers make purchasing decisions. Driven by rapid digital transformation the widespread integration
of technologies such as social media, mobile applications, artificial intelligence, and data analytics into
everyday business practices the marketplace has shifted from traditional, deliberate buying processes to
fast-paced, technology-driven consumer experiences. This shift has empowered consumers with instant
access to information and products, but it has also made them more vulnerable to psychological triggers
embedded within digital marketing strategies.

Among these psychological triggers, Fear of Missing Out (FOMO) has emerged as one of the most
influential. FOMO refers to a pervasive anxiety that others may be enjoying rewarding experiences or
opportunities from which one is excluded, accompanied by a strong desire to stay continuously connected
and updated. While FOMO was originally studied as a social and psychological phenomenon linked to
social media use, it has since become a central concept in consumer behaviour and digital marketing
research, given its powerful ability to drive spontaneous purchasing decisions.

Digital marketers have increasingly capitalized on FOMO by designing campaigns around scarcity and
urgency cues such as flash sales, limited-time discounts, countdown timers, low-stock alerts, and real-time
indicators. Social media platforms and e-commerce websites further amplify this effect by showcasing
trending products, influencer endorsements, and peer purchasing activity, creating a constant undercurrent
of anxiety about missing valuable deals or experiences. This carefully engineered environment often
pushes consumers toward impulse buying behaviour the tendency to make sudden, unplanned purchases
driven by emotion rather than rational deliberation.

Impulse buying, unlike planned purchasing, is characterized by a lack of prior intention, minimal cognitive
evaluation, and a strong emotional pull toward immediate gratification. The convenience of digital
transactions one-click purchasing, saved payment details, and seamless checkout processes has
significantly lowered the barriers that once slowed impulsive buying in traditional retail settings. As a
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result, the interplay between FOMO and digital marketing tactics has created a marketplace where
impulsive purchasing is not just common but actively encouraged through strategic design.

This study seeks to examine the relationship between FOMO and digital marketing strategies, and more
specifically, to understand how this relationship influences impulse buying behaviour among consumers.
By investigating how consumers respond to FoOMO-inducing marketing tactics including scarcity
messaging, social proof, and time-sensitive promotions this research aims to uncover the underlying
psychological mechanisms that drive impulsive online purchasing. The insights generated from this study
are intended to help marketers design more effective, targeted, and ethically responsible digital campaigns,
while also contributing to the expanding body of academic literature on consumer psychology within the
context of digital transformation.

FACTORS INFLUENCING IMPULSE BUYING BEHAVIOUR THROUGH FOMO AND
DIGITAL MARKETING

Several interrelated factors contribute to the influence of FOMO and digital marketing on consumers'
impulse buying behaviour. At the psychological level, FOMO itself operates through social anxiety, the
fear of being left out of trends, experiences, or deals that others are enjoying, along with a deep-seated
need for social belonging and connection. This is often intensified by social comparison, where consumers
constantly measure their own possessions and experiences against those of their peers on social media, as
well as by anticipated regret, the fear of missing out on a valuable opportunity if a purchase is not made
immediately. These psychological pressures create heightened emotional arousal, which frequently
overrides rational decision-making and pushes consumers toward spontaneous purchases.

Building on these psychological triggers, digital marketers strategically employ scarcity and urgency
tactics to accelerate purchasing decisions. Limited-time offers, flash sales, and countdown timers create a
sense of time pressure, while limited-stock alerts such as "only 3 left in stock™ and exclusive members-
only deals reinforce the fear of missing a valuable opportunity. Seasonal and festive sales tied to specific
events further compound this urgency, compelling consumers to act quickly rather than deliberate over
their decisions.

Social proof and peer influence play an equally significant role in shaping impulsive buying behaviour.
Real-time purchase notifications indicating that a certain number of people have bought a product recently,
combined with a high volume of positive reviews and ratings, build trust and urgency simultaneously.
Influencer marketing adds an aspirational dimension to FOMO, as consumers seek to emulate individuals
they admire, while user-generated content such as peer photos and videos showcasing product use triggers
further social comparison and desire.

The broader digital marketing ecosystem also facilitates impulsive purchasing through various platform-
related mechanisms. Personalized advertisements based on browsing and purchase history, timely push
notifications about deals and restocks, and retargeting ads that remind consumers of abandoned carts or
previously viewed products all serve to re-engage consumer attention at critical moments. Social media
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algorithms further curate feeds to highlight trending and popular products, while email marketing
campaigns with urgency-driven subject lines continue this pattern of persistent, targeted engagement.

Complementing these psychological and marketing factors are convenience and technological elements
that reduce the friction traditionally associated with purchasing decisions. One-click purchase options,
saved payment information, and seamless checkout processes significantly lower the barriers to immediate
buying. The widespread accessibility of mobile devices allows consumers to shop anytime and anywhere,
while intuitive and well-designed user interfaces make navigation effortless, increasing the likelihood of
impulsive clicks and purchases.

Finally, individual consumer characteristics also determine susceptibility to FOMO-driven impulse
buying. Demographic factors such as age, income, and digital literacy influence how strongly consumers
respond to these triggers, while personality traits like materialism, low self-control, and a high need for
instant gratification make certain individuals more prone to impulsive behaviour. Prior shopping habits,
including the frequency of previous online purchases and past impulsive tendencies, along with individual
financial attitudes toward spending versus saving, further shape how consumers respond to FOMO and
digital marketing stimuli. Together, these emotional and cognitive triggers particularly the desire for
instant gratification, the influence of mood and emotional state, and cognitive overload caused by
excessive information or choices collectively drive consumers toward quick, less-deliberated purchasing
decisions in the digital marketplace.

Case Study: FoMO-Driven Digital Marketing and Impulse Buying — Myntra ""End of Reason Sale*"

Background: Myntra, one of India's leading online fashion and lifestyle e-commerce platforms, conducts
its flagship sale event called the "End of Reason Sale” (EORS) multiple times a year. This case illustrates
how the platform strategically integrates FOMO-based digital marketing tactics to drive impulse buying
behaviour among its consumer base, particularly among young, digitally active shoppers.

Marketing Strategy Employed:

Pre-Sale Hype Creation: Myntra begins building anticipation nearly a week before the sale through push
notifications, email campaigns, and social media teasers, informing users that "the biggest sale of the year
is coming." This early messaging triggers anticipatory FoOMO even before the sale begins.

Scarcity and Urgency Tactics: During the sale, the platform prominently displays countdown timers on
the app's homepage, alongside labels such as "Sale ends in 4 hours" and "Only 2 left in your size." Certain
premium or trending products are marked "Selling Fast," creating immediate purchase pressure.

Social Proof Integration: Product pages display real-time indicators like "1,200+ people bought this in
the last 24 hours" and showcase customer ratings prominently.

Personalization and Retargeting: Consumers who browse specific items but do not purchase them
receive retargeted ads and push notifications within hours, often featuring messages like "Your wishlist
item is running out — grab it before it's gone."
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Exclusive Early Access: Myntra Insider (loyalty program) members are given early access to the sale,
creating a two-tier FOMO effect — non-members experience urgency to join the loyalty program, while
members feel privileged and pressured to act quickly before public access opens.

Consumer Behaviour Outcome: A significant portion of consumers reported making unplanned
purchases that they had not intended to make prior to receiving sale notifications. Common behavioural
patterns observed included:

o Consumers adding items to cart within minutes of receiving a push notification, without extensive
product comparison

« Increased purchase frequency during the final hours of the sale, driven by countdown timers

o Higher basket sizes among users who viewed "low stock™ labels compared to those who did not

e A notable number of consumers admitting post-purchase regret, indicating the purchase was
emotionally driven rather than need-based

Analysis: This case demonstrates the direct interplay between the factors discussed earlier in the study.
The scarcity cues (limited stock, countdown timers) and social proof elements (purchase counters,
influencer content) worked in tandem to create heightened emotional arousal and anticipated regret among
consumers. The convenience of Myntra's one-click checkout and saved payment details further reduced
the cognitive and procedural barriers to completing an impulsive purchase. Personalized retargeting
ensured that even consumers who initially resisted the urge were re-exposed to FOMO triggers shortly
after, increasing the likelihood of eventual conversion. The case also highlights an important ethical
consideration: while these strategies are highly effective for driving short-term sales, the reported post-
purchase regret suggests potential long-term consequences for consumer trust and brand loyalty if such
tactics are overused or perceived as manipulative.

Key Takeaways for the Study

o FoMO tactics are most effective when scarcity, urgency, and social proof are used simultaneously
rather than in isolation.

o Digital convenience features significantly amplify the conversion rate of FOMO triggered
impulses.

o Personalization and retargeting extend the influence of FOMO beyond the initial exposure, creating
multiple touchpoints for impulsive conversion.

e There exists a measurable gap between impulsive purchase satisfaction and post-purchase
consumer sentiment, warranting further research into ethical marketing boundaries.

2. CONCLUTION

This study set out to examine the relationship between Fear of Missing Out (FOMO), digital marketing
strategies, and their combined influence on impulse buying behaviour among consumers. The findings
and analysis presented throughout this research clearly establish that FOMO is not merely a passive
psychological state but an actively exploited marketing lever, deliberately triggered and reinforced through
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carefully designed digital marketing tactics such as scarcity messaging, urgency cues, social proof,
personalized retargeting, and influencer-driven content.

The study reveals that impulse buying behaviour in the digital marketplace is rarely the result of a single
factor acting in isolation. Rather, it emerges from the cumulative and often simultaneous interplay of
psychological triggers (social anxiety, anticipated regret, emotional arousal), marketing tactics (limited-
time offers, low-stock alerts, exclusive deals), social influences (peer purchases, reviews, influencer
endorsements), technological convenience (one-click checkout, mobile accessibility), and individual
consumer traits (materialism, low self-control, financial attitudes). The Myntra "End of Reason Sale" case
study further validated these theoretical findings in a real-world context, demonstrating how the
coordinated use of countdown timers, stock scarcity indicators, social proof notifications, and personalized
retargeting effectively converts casual browsing into unplanned, emotionally-driven purchases.

Importantly, the research also surfaced a critical concern: while FOMO-based digital marketing strategies
are highly effective in driving short-term sales and immediate conversions, they frequently result in post-
purchase regret among consumers. This suggests that although such tactics successfully capture consumer
attention and urgency in the moment, they may carry longer-term risks for brand trust, customer
satisfaction, and loyalty if deployed excessively or without ethical consideration.

In conclusion, as digital transformation continues to reshape the consumer marketplace, the strategic use
of FOMO in digital marketing will likely remain a powerful and pervasive tool for influencing impulse
buying behaviour. However, the sustainability of this approach ultimately depends on marketer’s ability
to balance persuasive urgency with ethical responsibility and genuine consumer value.

REFERENCE:

1. Attar, R. W., Shanmugam, M., & Hajli, N. (2021). Investigating the antecedents of e-commerce
satisfaction in social commerce context. British Food Journal, 123(3), 849-868.

2. Aydin, D., Selvi, Y., Kandeger, A., & Boysan, M. (2021). The relationship of consumers'
compulsive buying behavior with biological rhythm, impulsivity, and fear of missing out.
Chronobiology International.

3. Ghaniyah, S. H., & Rufaidah, P. (2024). The impact of fear of missing out on impulsive buying: A
study on the Twin Date Shopee event in Indonesia. International Journal of Business Studies, 8(3),
220-232.

4. Hao, S., & Huang, L. (2025). The persuasive effects of scarcity messages on impulsive buying in
live-streaming e-commerce: The moderating role of time scarcity. Asia Pacific Journal of Marketing
and Logistics, 37(2), 441-459.

5. Harahap, M. 1., Soemitra, A., & Nawawi, Z. M. (2023). Analysis of the effect of Fear of Missing Out
(FOMO) and the use of paylater application on impulse buying behavior. Journal of Islamic
Economics and Business Studies.

6. Hodkinson, C. (2020). Fear of Missing Out (FoMO) marketing appeals: A conceptual model. Journal
of Marketing Communications, 26(6), 665-688.

7. Kang, I., & Ma, J. (2020). A study of the association between fear of missing out and psychological
well-being. International Journal of Contents, 16(1), 1-10.

AIJFR26058147 Volume 7, Issue 5 (September-October 2026) 6


http://www.aijfr.com/

Advanced International Journal for Research (AlJFR)
E-ISSN: 3048-7641 e Website: www.aijffrcom e Email: editor@aijfr.com

8. Servidio, R., Sinatra, M., Griffiths, M. D., & Monacis, L. (2024). Fear of missing out and
problematic smartphone use: A systematic review. Current Psychology.

9. Suresh, K., & Biswas, A. (2020). A study on impulsive buying behaviour of consumers towards e-
commerce websites. International Journal of Business and Management Invention.

10. Ulfa, V. M. (2024). Memanfaatkan Fear of Missing Out (FOMO) di era digital: Peran pemasaran
media sosial dalam mengubah keputusan pembelian konsumen. Journal of Innovation Research and
Knowledge, 4(5), 2841-2852.

11. Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying tendency: Feeling
and no thinking. European Journal of Personality, 15(S1), S71-S83.

12. Xu, J., Wang, Y., & Yuan, S. (2024). A comprehensive study on factors influencing impulsive
buying behavior in social commerce environments. Economic and Business Horizon Journal.

AIJFR26058147 Volume 7, Issue 5 (September-October 2026) 7


http://www.aijfr.com/

