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ABSTRACT
The development of the digital business ecosystem and social commerce has significantly changed consumer behavior dynamics. The psychological phenomenon of Fear of Missing Out (FoMO) has become one of the main drivers behind the tendency toward impulse buying on digital platforms such as e-commerce, live streaming commerce (TikTok Shop, Shopee Live), and social media. This study aims to systematically examine the role of FoMO and its impact on impulse buying in the digital business domain using the Systematic Literature Review (SLR) method.
This literature synthesis analyzes a body of reputable scientific articles published between 2019 and 2026. The review shows that: (1) FoMO consistently triggers consumers’ emotional drive and psychological urgency, which culminates in spontaneous purchasing decisions without rational planning; (2) digital business features such as flash sales, countdown timers, live streaming interaction, limited-time offers, and influencer marketing act as external stimuli (S) that reinforce the internal state of the organism (O) in the form of FoMO anxiety; and (3) other variables such as social proof, hedonic shopping motivation, self-control, and electronic word-of-mouth (e-WOM) play an important role as both mediators and moderators. Practical implications for digital business actors include designing ethical marketing strategies, while the academic implications provide a conceptual framework for future research on digital consumer behavior.
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Introduction
In the interconnected digital era, the phenomenon of Fear of Missing Out (FoMO) has become a significant concern in the study of consumer behavior. FoMO, defined as the anxiety that arises from fear of missing out on enjoyable or important social experiences, has evolved into a major driver of various online behaviors (Przybylski et al., 2013). The emergence of social media and other digital platforms has strengthened individuals’ exposure to the activities of others, thereby increasing the potential for FoMO to arise. Digital consumers, who are constantly exposed to the latest offers, trends, and social experiences through their device screens, are highly vulnerable to the effects of FoMO.
This phenomenon is not limited to social interaction but also extends to purchasing decisions. Digital consumers are often confronted with a wide range of products and services presented through marketing campaigns that exploit or even trigger FoMO. Messages emphasizing scarcity, urgency, or limited opportunity (FOMO appeals) are a common strategy used by marketers to attract attention and encourage purchasing action (Morsi et al., 2025; Hodkinson, 2019). Social media marketing (SMM) in particular has been shown to increase customers’ FoMO, which then correlates positively with purchase intention, including impulse buying (Habib et al., 2025).
Impulse buying, characterized by a sudden desire to buy without planning, is an important aspect of modern consumer behavior. In the digital context, ease of access, abundant information, and the speed of transactions can accelerate the impulse buying process. When FoMO mixes with the dynamics of online shopping, this combination can create a strong urge for consumers to make unplanned purchases, solely because they fear missing out on trends, exclusive offers, or experiences that others might enjoy. A study by Hussain et al. (2023) shows that FoMO is significantly correlated with excessive buying behavior (compulsive buying), which is often a manifestation of impulse buying. Furthermore, FoMO can trigger unplanned and even compulsive purchases, as evidenced by the findings of Morsi et al. (2025) and Jabeen et al. (2023).
Although the impact of FoMO on various aspects of digital behavior has been widely studied, its specific relationship with impulse buying among digital consumers still requires a comprehensive synthesis. This systematic literature review aims to examine and integrate the findings of recent empirical research on the role of FoMO in driving impulse buying among digital consumers. By analyzing various relevant studies, this article will identify the patterns, mechanisms, and factors that influence the relationship between FoMO and impulse buying in the digital ecosystem. A deep understanding of this phenomenon is crucial for researchers, marketers, and consumers themselves in managing the negative impacts of FoMO and utilizing its potential ethically in an ever-evolving digital landscape.
Literature Review
The Concept of Fear of Missing Out (FoMO)
Fear of Missing Out (FoMO) has been defined as “a pervasive apprehension that others might be having rewarding experiences from which one is absent” (Przybylski et al., 2013). This concept is rooted in the fundamental psychological need to feel connected and to be part of a social group. In the digital era, social media has become the main arena where individuals compare their experiences with those of others, often producing the perception that others lead better lives or have more interesting experiences.
Early studies of FoMO emphasized its nature as a significant psychological construct in modern times (Elhai, 2021; Tandon, 2021). FoMO is correlated not only with higher frequency of social media use but also with problematic technology use, anxiety, depression, and more severe negative affectivity (Elhai, 2021). Several studies have even identified FoMO as an important risk factor in various digital addictive behaviors, including smartphone and social media addiction (Servidio et al., 2025; Li, 2022; Wang, 2023).
FoMO itself can manifest in various dimensions. Halevi (2025) distinguishes between FoMO and Joy of Missing Out (JoMO), showing that the two are not always opposites and can coexist. Elhai, Rozgonjuk, and Yang (2025) identify two dimensions of FoMO: apprehension of missing out (anxiety about being left behind) and constant connection desire (the desire to stay connected all the time). The constant connection desire dimension has been found to have a stronger relationship with problematic technology use.
Other psychological factors such as neuroticism, social comparison, loneliness, perfectionism, and self-control have also been linked to FoMO. Neuroticism, as a personality trait characterized by a tendency to experience negative emotions, has been found to be positively related to FoMO and problematic smartphone use (Takács et al., 2025; Wang, 2023). Social comparison, especially on social media, is also a strong predictor of FoMO among university students, along with social media addiction and loneliness (Piko et al., 2025). Loneliness consistently emerges as a contributing factor to FoMO, moderating its relationship with problematic social media use (Servidio et al., 2025; Piko et al., 2025). Perfectionism and boredom proneness are also reported to be positively related to FoMO (Piko et al., 2025; Holte, 2020). Interestingly, more recent research has begun to explore FoMO in broader contexts, such as investment decisions (Schillebeeckx et al., 2024) and the development of artificial intelligence technology (Yu, 2025), showing that FoMO can arise in various situations involving the potential loss of valuable information or experiences.
FoMO and Impulse Buying Behavior
Impulse buying behavior is a complex phenomenon that can be triggered by various internal and external factors. In the digital landscape, the interaction between psychological factors such as FoMO and the online shopping environment creates conditions conducive to the emergence of impulse buying.
Several studies explicitly link FoMO with various forms of unplanned or excessive buying. Hussain et al. (2023) found that FoMO is significantly correlated with compulsive buying behavior (CBB), and that anxiety and materialism mediate this relationship. Mindfulness, on the other hand, has been found to moderate the adverse effect of FoMO on CBB. Habib et al. (2025) argued that social media marketing (SMM) increases FoMO, which then mediates the relationship between SMM and consumers’ intention to buy lifestyle products online, including impulse buying.
Morsi et al. (2025), in two separate studies, examined the negative impacts of FOMO appeals (marketing messages designed to trigger FoMO) on consumers. They found that among FoMO-prone consumers, these messages can instead trigger psychological reactance (a reaction of rejection due to feeling pressured), which leads to rejection of the product or brand. Nevertheless, in other contexts, FOMO appeals have been shown to trigger unplanned purchasing decisions, such as impulsive and compulsive buying and conformity (Morsi et al., 2025). This suggests that FoMO-based marketing strategies are double-edged: they can encourage purchases, but also risk provoking resistance if applied excessively or to the wrong audience.
Kaddouhah (2024) provides a formal economic definition of FoMO, emphasizing how FoMO affects individual decisions by taking into account anticipated regret and the influence of social groups. In the context of purchasing, this means that consumers may make economically suboptimal decisions because they fear missing out on trends or offers that others are enjoying.
In the more specific context of digital technology, Ferdowsi and Moradi (2026) found that technological innovations in Online Travel Agencies (OTAs), such as chatbots and blockchain, can increase tourists’ impulse buying behavior through psychological mechanisms including FoMO. High-quality chatbot experiences and blockchain features that increase transparency and transaction security can create a sense of urgency and trust that triggers spontaneous purchasing decisions, driven in part by FoMO.
Mechanisms and Specific Contexts
Various studies describe the mechanisms by which FoMO interacts with other factors to drive impulse buying among digital consumers.
1. Dimensions of FoMO: Elhai, Rozgonjuk, and Yang (2025) found that the constant connection desire dimension of FoMO has a stronger relationship with problematic technology use than the apprehension of missing out dimension. This implies that the desire to stay digitally connected, which is often a trigger of FoMO, may more directly drive impulse buying to stay up to date or to participate in online trends.
2. The Role of Social Media: Habib et al. (2025) explicitly examined the impact of social media marketing (SMM) that triggers FoMO and purchase intention. Social media users who are constantly exposed to promotions, reviews, and posts about products may develop higher FoMO, which then translates into a desire to buy. Jabeen et al. (2023) also linked social media-induced FoMO with social media fatigue through the roles of social comparison and self-disclosure, although their main focus was not on impulse buying.
3. Decision Theory and Behavioral Economics: Kaddouhah (2024) proposed a formal economic definition of FoMO that emphasizes anticipated regret and social peer influence. This is highly relevant to impulse buying, where consumers may feel “at a loss” if they do not buy something that is trending or offered at a special price, because they fear regret or being left behind by their peers.
4. Impact on the ICO Market: Schillebeeckx, Tazhibaev, and Gartner (2024) found that investors with high FoMO tend to make less rational investment decisions in the Initial Coin Offerings (ICO) market, being more susceptible to community “hype” than to objectively evaluating project quality signals. This shows how FoMO can obscure rational judgment in decisions involving potential gains or losses.
5. Digital Marketing Strategies: Hodkinson (2019) and Morsi et al. (2025) underline how marketing strategies that deliberately trigger FoMO (FOMO appeals) can affect consumer responses. These strategies often emphasize scarcity, urgency, or exclusivity, which directly target consumers’ anxiety about missing out.
Methods
This study uses a Systematic Literature Review (SLR) approach to comprehensively examine the role of Fear of Missing Out (FoMO) in driving impulse buying among digital consumers. SLR was chosen because it allows the identification, evaluation, and synthesis of findings from various relevant empirical studies, thereby providing a holistic picture of the research topic.
Research Design The design of this study is a systematic literature review focusing on empirical articles published in reputable scientific journals. This approach ensures that the synthesis of information is based on valid and reliable research evidence. The review process includes identifying relevant studies, extracting data, evaluating study quality, and synthesizing findings.
Literature Search Strategy The literature search was conducted using leading academic databases covering psychology, consumer behavior, social sciences, and communication. The databases used include:
1. Scopus
2. Web of Science
3. Google Scholar
4. PsycINFO
5. JSTOR
The search keywords combined the main concepts: “Fear of Missing Out” (FoMO), “impulse buying”, “impulsive buying”, “digital consumers”, “online shopping”, “social media marketing”, “consumer behavior”, “online purchasing”, and combinations of these keywords. The search was conducted without a lower limit on publication year, but the main focus was placed on the most relevant and recent literature to reflect the latest developments in this field. The search was also conducted using the DOIs of the articles identified in the literature matrix to find other related studies.
To maintain the quality of the analysis, the eligibility criteria consist of Inclusion and Exclusion Criteria. Studies included in this review must meet the following criteria:
1. Inclusion:
a. Reputable scientific journal articles published between 2019 and 2026.
b. Empirical studies that publish primary data (quantitative, qualitative, or mixed-methods).
c. Focus on the relationship between FoMO and purchasing behavior (especially impulse buying or related behavior).
d. Involve consumers in a digital context (online, social media, e-commerce).
e. Published in peer-reviewed scientific journals or reputable conference proceedings.
f. Articles in English or Indonesian.
2. Exclusion:
a. Purely theoretical or conceptual studies without empirical data.
b. Studies that only discuss FoMO without linking it to purchasing behavior.
c. Studies focusing on other digital addictive behaviors (e.g., game addiction, social media addiction) without in-depth analysis of impulse buying.
d. Articles that are existing literature reviews (unless the study provides new empirical data).
e. Abstracts, editorials, letters to the editor, and other non-journal publications.
Study Selection Procedure The study selection process followed these stages:
1. Initial Identification: Articles were identified based on titles and abstracts using the predetermined combination of keywords.
2. Title and Abstract Screening: The titles and abstracts of the identified articles were examined for relevance to the research topic. Articles that were clearly irrelevant were excluded.
3. Full-Text Evaluation: Articles that passed the initial screening were then downloaded and read in full to ensure their conformity with the inclusion and exclusion criteria.
4. Data Extraction: Relevant data were extracted from each study meeting the criteria, including information on: authors and year of publication, research design, sample (size, demographics), instruments used, main findings related to FoMO and impulse buying, and conclusions.
Study Quality Evaluation The methodological quality of each included study was critically evaluated, although no formal scoring system was used. Focus was given to:
· Suitability of the research design to the research question.
· Sample size and representativeness.
· Validity and reliability of the instruments used.
· Accuracy of data analysis.
· Strength of the empirical evidence presented.
Data Analysis and Synthesis After the relevant studies were identified and evaluated, their findings were synthesized narratively. This synthesis includes:
· Identifying the main themes that emerge regarding the relationship between FoMO and impulse buying among digital consumers.
· Summarizing empirical findings on the mechanisms underlying this relationship (e.g., the role of social media, marketing strategies, and other psychological factors).
· Comparing and contrasting findings from various studies to identify similarities, differences, and potential contradictions.
· Highlighting areas that have been widely researched and areas that still require further research.
Quality Evaluation and Data Analysis The methodological quality of each included study was critically evaluated based on the suitability of the research design, sample size and representativeness, validity and reliability of the instruments, accuracy of data analysis, and strength of the empirical evidence presented. The findings of the selected studies were then synthesized narratively. This synthesis includes identifying main themes, summarizing empirical findings on the mechanisms underlying the relationship between FoMO and impulse buying, and comparing and contrasting studies to identify similarities, differences, and gaps in the literature.
Results
This systematic literature review identified various empirical studies examining the relationship between Fear of Missing Out (FoMO) and impulse buying among digital consumers. The findings of these studies indicate a significant association between FoMO and the tendency toward and behavior of impulse buying, with various mechanisms playing a role in this dynamic. Based on an analysis of the literature matrix (2019–2026), the review results are mapped into several core themes:
Table 1 Mapping of Literature Synthesis Findings
	Analysis Theme
	Main Literature Findings
	Researchers / Key Implications

	FoMO as the Main Driver of Impulse Buying
	FoMO has a very strong, positive, and significant influence on impulse buying behavior. Consumers with high FoMO do not want to miss the latest product trends.
	Maharani & Azhar (2026); Utomo et al. (2025); Rinonce & Jannah (2024)

	The Role of Live Streaming Commerce Features
	Real-time interaction, live product visualization, and countdown timers in live streaming serve as urgent stimuli that instantly trigger FoMO anxiety.
	Fitriyani et al. (2025); Lee et al. (2025); Wandansari et al. (2026)

	Moderating & Mediating Elements
	Variables such as Social Proof, Hedonic Shopping Motivation, and Electronic Word-of-Mouth (e-WOM) can strengthen the effect of FoMO on impulsive decisions, while Self-Control acts as a buffer.
	Syaifurrachman (2026); Soleha & Sagir (2024); Oktafiani et al. (2025)

	Generation Z Behavioral Dynamics
	Generation Z is the segment most vulnerable to FoMO because of its very high intensity of social media use and its dependence on the social norms of the peer group.
	Mudjiyanto et al. (2025); Oak & Markandeya (2025)


Source: Data processed by the author (2026)
The Relationship between FoMO and Impulse Buying Behavior
Most of the reviewed studies show a positive relationship between FoMO and various manifestations of unplanned or excessive buying.
1. Direct Correlation: Hussain et al. (2023) found a significant correlation between FoMO and compulsive buying behavior (CBB). Similar findings were reported by Habib et al. (2025), in which FoMO was positively correlated with the intention to buy lifestyle products online, which can lead to impulse buying. The research of Morsi et al. (2025) further indicates that FoMO-based marketing strategies can trigger unplanned purchases, including impulsive and compulsive buying.
2. FoMO as a Mediator: Habib et al. (2025) specifically found that FoMO acts as a mediator in the relationship between social media marketing (SMM) and consumers’ purchase intention. This means that exposure to social media marketing that induces FoMO can increase consumers’ tendency to make impulse purchases. Ferdowsi and Moradi (2026) also showed that FoMO can be a mediator in the effect of digital technology innovations (chatbots, blockchain) on tourists’ impulse buying behavior.
3. FoMO Dimensions and Impulse Buying: Elhai, Rozgonjuk, and Yang (2025) found that the constant connection desire dimension of FoMO has a stronger relationship with problematic technology use. This desire to stay constantly connected can directly drive consumers to monitor the latest offers or emerging trends online, thereby triggering impulse buying.
Mechanisms and Supporting Factors
Several mechanisms and supporting factors have been identified that explain how FoMO can drive impulse buying among digital consumers:
1. Digital Marketing Strategies (FOMO Appeals): Hodkinson (2019) and Morsi et al. (2025) highlight the use of marketing strategies designed to trigger FoMO. Messages that emphasize scarcity (e.g., “limited stock”), urgency (e.g., “offer ends today”), or exclusivity can effectively push consumers, especially those with high FoMO, to make impulse purchases so as not to miss the opportunity.
2. The Role of Social Media: Social media is the main platform where FoMO is triggered and reinforced, which can then be translated into purchasing behavior. SMM directly increases consumers’ FoMO (Habib et al., 2025). Exposure to others’ lifestyles, the latest trends, and product reviews on social media can create the perception that something valuable is being “missed” if it is not bought or tried immediately.
3. Decision Theory and Social Influence: Kaddouhah (2024) explains FoMO from a behavioral economics perspective, in which anticipated regret and social peer influence play important roles. Consumers may buy impulsively because they fear regret later if they do not take advantage of an attractive offer or do not follow trends that are popular among their friends.
4. Other Psychological Factors:
a. Social Comparison and Materialism: Hussain et al. (2023) found that materialism mediates the relationship between FoMO and CBB. Individuals with materialistic tendencies may be more vulnerable to FoMO-triggered impulse buying urges. Social comparison is also a major driver of FoMO (Piko et al., 2025).
b. Neuroticism and Loneliness: Neuroticism, which is associated with anxiety and negative emotions, has been found to be positively related to FoMO (Takács et al., 2025; Wang, 2023). More anxious individuals may be more vulnerable to impulse buying urges as a way to cope with emotional discomfort or seek instant fulfillment. Loneliness also contributes to FoMO (Servidio et al., 2025; Piko et al., 2025), which can drive the search for social validation or connection through the consumption of goods.
c. Excessive Buying Tendencies (Compulsive Buying): FoMO has consistently been associated with excessive or compulsive buying tendencies (Hussain et al., 2023; Morsi et al., 2025). This suggests that FoMO not only drives momentary spontaneous purchases but can also contribute to more chronic and hard-to-control buying patterns.
Impulse Buying in the Digital Context
The ease of access and availability of various products and services through digital platforms reinforces the impact of FoMO on impulse buying. Ferdowsi and Moradi (2026) show how technological innovations such as chatbots and blockchain in Online Travel Agencies (OTAs) can increase tourists’ impulse buying through increased FoMO and trust. This underscores that digital technology itself can facilitate and reinforce the FoMO dynamics that lead to impulse buying.
Nevertheless, it is important to note that the effect of FoMO on purchasing is not always positive. A study by Morsi et al. (2025) shows that among consumers highly prone to FoMO, overly aggressive FOMO appeals can instead trigger psychological reactance and rejection. This shows the nuance in how consumers respond to marketing strategies that exploit FoMO.
Overall, the results of this literature review confirm that FoMO is an important predictor of impulse buying among digital consumers. Various mechanisms, including digital marketing strategies, social media dynamics, and individual psychological factors, interact to strengthen this relationship.
Discussion
The findings of this systematic literature review consistently show that Fear of Missing Out (FoMO) plays a significant role in driving impulse buying among digital consumers. This relationship is not singular; rather, it is mediated and moderated by various psychological, social, and technological factors, all operating within a dynamic digital ecosystem.
Interpretation of Key Findings
1. FoMO as a Trigger of Impulse Buying: The consensus in the reviewed empirical literature affirms that FoMO is positively related to the tendency toward and behavior of impulse buying. Whether directly or as a mediator, FoMO functions as a catalyst that encourages consumers to make unplanned purchases. This can be explained by individuals’ intrinsic drive to connect, to be part of a group, and to avoid the feeling of being left behind by trends, offers, or experiences considered valuable by others (Przybylski et al., 2013; Elhai, 2021). In the digital context, where exposure to the activities of others is very high, this anxiety is exacerbated, prompting quick action to “secure” experiences or goods that might otherwise be missed.
2. Diverse Mechanisms: Various mechanisms have been identified that explain how FoMO manifests in impulse buying. Digital marketing strategies designed to trigger FoMO (e.g., scarcity, urgency) directly target this anxiety (Hodkinson, 2019; Morsi et al., 2025). Social media, as the main arena of online social interaction, not only strengthens FoMO but also provides a platform for constant exposure to products and trends (Habib et al., 2025). Furthermore, behavioral economic aspects such as anticipated regret and the influence of social groups also contribute, as consumers may buy because they fear regret or being left behind by their peers (Kaddouhah, 2024).
3. The Role of Psychological and Personality Factors: Studies show that individual vulnerability to FoMO and to the impact of impulse buying is strongly influenced by psychological characteristics. Neuroticism (Takács et al., 2025; Wang, 2023), loneliness (Servidio et al., 2025; Piko et al., 2025), materialism (Hussain et al., 2023), and the desire to stay constantly connected (Elhai et al., 2025) all contribute to this relationship. Individuals with these traits may be more susceptible to impulsive urges triggered by FoMO.
4. The Double-Edged Impact of FoMO-Based Marketing: Findings on FoMO-based marketing strategies indicate a double-edged impact. On the one hand, these strategies are effective in driving purchases, even impulsive and compulsive ones (Habib et al., 2025; Morsi et al., 2025). On the other hand, if applied excessively or to overly vulnerable audiences, they can trigger rejection (psychological reactance) and negatively affect consumer–brand relationships (Morsi et al., 2025). This shows the importance of a more ethical and audience-sensitive approach in marketing campaigns.
5. The Digital Context as an Amplifier: The ease and speed of digital platforms inherently facilitate impulse buying. Technologies such as chatbots and blockchain, which improve user experience and trust, can further strengthen impulsive urges triggered by FoMO (Ferdowsi & Moradi, 2026). This emphasizes that the nature of digital technology itself plays an important role in these dynamics.
Comparison with Previous Studies
The findings of this review are in line with previous research linking FoMO to various problematic digital behaviors, including excessive social media use and technology addiction (Elhai, 2021; Li, 2022). However, this review provides a sharper focus on the manifestation of FoMO in impulse buying, which is often less deeply explored in broader studies. The reviewed studies expand our understanding of how FoMO not only affects online social interaction but also directly shapes consumers’ economic decisions.
For example, the research of Kaddouhah (2024), which provides a formal economic framework for FoMO, is highly relevant to impulse buying, as it highlights how fear of regret and social influence can override economic rationality. Similarly, the findings of Morsi et al. (2025) and Habib et al. (2025) provide strong empirical evidence of how specific digital marketing strategies can manipulate or exploit FoMO to drive sales.
Nevertheless, some nuances emerge. While many studies focus on how FoMO drives purchases, the study by Morsi et al. (2025) also shows the potential for consumer resistance to overly aggressive marketing tactics. This suggests that understanding FoMO must take into account the differential responses of various consumer segments.
Theoretical Implications
Theoretically, these findings enrich our understanding of Fear of Missing Out as a multifaceted psychological construct with broad impacts beyond the realm of psychological well-being and social interaction. This review shows that FoMO is not merely a “momentary anxiety” but can be a powerful driver of economic behavior, including impulse buying decisions. This suggests the importance of integrating FoMO into existing consumer behavior models, particularly those related to impulse buying, social media influence, and digital marketing strategies.
This study also supports the notion that the boundary between online social behavior and economic decisions is increasingly blurred. Feelings and anxieties arising from social interactions in the virtual world have real consequences for consumer shopping behavior. Furthermore, these findings underscore the importance of theories such as Compensatory Internet Use Theory (CIUT) and Self-Determination Theory (SDT) in explaining how unmet psychological needs, exacerbated by FoMO, can trigger technology use and potentially harmful behaviors, including impulse buying.
Practical Implications
The practical implications of these findings are highly significant for various parties:
1. For Marketers and Digital Businesses:
· Ethical Use of FoMO: Marketers can use an understanding of FoMO to design more effective campaigns. However, this must be done ethically. Strategies such as “limited-time offers” or “low stock” can be effective, but need to be balanced with transparency and must not exploit consumer vulnerabilities.
· Customer Segmentation: Identifying consumer segments more vulnerable to FoMO can help target marketing campaigns more precisely and effectively.
· Platform Design: Developers of digital and e-commerce platforms can consider designs that do not excessively trigger FoMO, for example by managing notifications or highlighting the positive aspects of “not being involved” (e.g., digital well-being).
2. For Digital Consumers:
· Increased Awareness: Consumers need to be educated about how FoMO can affect their purchasing decisions. Raising awareness of the mechanisms behind FoMO and the marketing tactics that exploit it can help them make more conscious and planned decisions.
· Developing Coping Strategies: Consumers can be encouraged to develop healthier coping strategies, such as practicing mindfulness when shopping, setting budgets, or reducing exposure to FoMO-triggering social media content. Mindfulness-based interventions have been shown to be effective in reducing the negative impact of FoMO on excessive buying (Hussain et al., 2023).
3. For Educators and Mental Health Practitioners:
· Digital Literacy: Digital literacy programs that include an understanding of the psychological impacts of social media and FoMO are very important, especially for younger age groups who are more vulnerable.
· Psychological Interventions: Mental health practitioners can integrate the treatment of FoMO into their interventions, especially for individuals who show tendencies toward impulsive or compulsive buying, social media addiction, or other psychological well-being problems. Strategies for managing anxiety, improving emotion regulation, and strengthening self-esteem can help reduce vulnerability to FoMO (Holte, 2020; Alutaybi, 2020).
Limitations of Previous Research and Directions for Future Research
Although the existing literature has provided valuable insights, several limitations have also been identified, which point to directions for future research:
1. Longitudinal Design: Most of the reviewed studies used cross-sectional designs, which limit causal inference. Longitudinal studies are needed to understand the temporal dynamics of the relationship between FoMO, its supporting factors, and impulse buying. Researchers such as Servidio et al. (2025), Takács et al. (2025), and Zhang et al. (2025) have recommended longitudinal designs to test causal relationships.
2. Experimental Design: Experimental approaches can provide better control over variables and allow direct testing of causal hypotheses. Some studies, such as Morsi et al. (2025), have used experimental designs, but other similar studies are still needed.
3. Additional Mediator and Moderator Variables: Although the roles of social media, marketing strategies, and several psychological factors have been identified, other variables such as emotion regulation, need for validation, personality at a deeper level (e.g., specific Big Five items), and social support could be explored further as mediators or moderators in the FoMO–impulse buying relationship (Elhai et al., 2025; Tandon, 2021).
4. Sample Diversity and Cultural Context: Most research is still dominated by samples from Western or East Asian countries. Broader cross-cultural studies are needed to understand how FoMO and its impact on impulse buying vary across cultural and demographic contexts (Wang, 2023; Alshakhsi et al., 2023). Research also needs to expand its coverage to different age groups, beyond students or young adults.
5. The Role of Specific Digital Platforms: The impact of FoMO and impulse buying may vary depending on the digital platform used (e.g., Instagram, TikTok, e-commerce platforms). Research focusing on specific platforms could provide deeper insights (Morsi et al., 2025; Hattingh et al., 2022).
6. Interventions and Solutions: Although some studies suggest practical implications, there is still a need for research that specifically tests the effectiveness of interventions designed to reduce the negative impact of FoMO on impulse buying.
By addressing these limitations, future research can provide a more comprehensive understanding and more effective solutions regarding the role of FoMO in impulse buying behavior in the digital era.
Conclusion
This systematic literature review confirms that Fear of Missing Out (FoMO) is a significant psychological phenomenon with real implications for impulse buying among digital consumers. Through various mechanisms, including the influence of digital marketing strategies, social media dynamics, and individual psychological vulnerabilities, FoMO is consistently associated with an increased tendency toward and behavior of unplanned and excessive purchasing.
The main findings show that FoMO acts both as a direct driver and as a mediator in the relationship between digital exposure and impulse buying decisions. Factors such as anxiety, social comparison, materialism, and the desire to stay constantly connected exacerbate the impact of FoMO, while digital platforms and marketing strategies designed to trigger FoMO further reinforce this phenomenon.
Theoretically, this study extends our understanding of FoMO beyond the realm of psychological well-being and social interaction, highlighting its crucial role in economic behavior. Practically, these findings have important implications for marketers in designing ethical campaigns, for consumers in increasing awareness and developing coping strategies, and for educators and mental health practitioners in integrating the treatment of FoMO into digital literacy and psychological interventions.
Nevertheless, the existing literature still has limitations, particularly regarding longitudinal and experimental research designs, the exploration of additional variables, and sample diversity and cultural context. Therefore, future research is strongly advised to use stronger methodologies to test causal relationships, identify other moderating and mediating factors, and ensure that findings generalize to broader populations and contexts. By addressing these gaps, our understanding of FoMO and its impact on digital consumer behavior can continue to develop, ultimately contributing to more responsible marketing practices and more conscious consumption.
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