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ABSTRACT

Title: The effectiveness of FoMO and Scarcity Marketing on Impulsive Buying Tendencies

Author: Leonor Rodrigues

Fear of Missing Out (FoMO) and scarcity are psychological tools that influence consumer 

behaviour, mainly in current digital contexts, where urgency-driven marketing strategies are 

prevalent.

This study explores the interplay between FoMO, scarcity, impulsive buying tendencies (IBT) 

and purchase likelihood, analysing IBT as a behavioural consequence of these emotional 

triggers. Using a sample of 143 participants, this research assesses how these factors influence 

decision-making processes. Four distinct stimuli with varying levels of FoMO and scarcity were 

developed to assess their impact on anxiety, urgency perceptions and impulsive behaviour.

The findings indicate that while FoMO and scarcity increase anxiety and urgency, they do not 

directly increase the tendency for impulsive buying. Furthermore, these factors presented no 

significant direct effects on consumer impulsive behaviour, suggesting that their effect is 

context-dependent and depends on individual characteristics.

These study challenged assumptions about the universal effects of FoMO and scarcity on 

impulsive purchases (Aggarwal et al., 2011; Good & Hyman, 2020). For businesses, these 

results highlight the importance of carefully implementing these cues, as excessive use may 

lead to customer reactance.

Based on this study9s limitations, it is recommended for future research to explore cultural and 

psychological moderators in the relationship between FoMO, scarcity and consumer decision-

making.

Keywords: FoMO, Scarcity, Impulsive Buying Tendencies, Anxiety, Urgency, Purchase 

Likelihood
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SUMÁRIO

Título: A eficácia do Marketing de FoMO e Escassez em Tendências de Compra Impulsiva

Autor: Leonor Rodrigues

Fear of Missing Out (FoMO) e a escassez são ferramentas psicológicas que influenciam o 

comportamento do consumidor, especialmente em contextos digitais atuais, onde estratégias de 

marketing baseadas na urgência são comuns.

Este estudo investiga a relação entre FoMO, escassez, tendências de compras impulsivas (IBT) 

e probabilidade de compra, investigando IBT como consequência comportamental destes 

estímulos emocionais. Com uma amostra de 143 participantes, esta investigação avalia como 

estes fatores influenciam os processos de tomada de decisão. Foram criados quatro estímulos, 

com diferentes níveis de FoMO e escassez, para identificar o seu impacto na ansiedade, 

perceção de urgência, e comportamentos impulsivos.

Os resultados indicam que, embora FoMO e escassez aumentem ansiedade e urgência, estes 

não intensificam diretamente a tendência para compras impulsivas. Adicionalmente, estes 

fatores não apresentaram efeitos diretos significativos no comportamento impulsivo do 

consumidor, sugerindo que o seu efeito depende do contexto e de características individuais.

O estudo desafia pressupostos acerca do efeito universal de FoMO e escassez nas compras 

impulsivas (Aggarwal et al., 2011; Good & Hyman, 2020). Para empresas, destaca-se a 

importância de implementar cuidadosamente estas estratégias, pois o seu uso excessivo poderá 

gerar resistência dos consumidores.

Baseadas nas limitações deste estudo, recomenda-se que futuras investigações explorem 

moderadores culturais e psicológicos na relação entre FoMO, escassez e tomada de decisão do 

consumidor.

Palavras-chave: FoMO, Escassez, Tendência para Compras Impulsivas, Ansiedade, Urgência, 

Probabilidade de Compra
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CHAPTER 1: INTRODUCTION

1.1. Background and Problem Statement

The exponential demand for uniqueness and differentiation in consumption patterns has led 

individuals to value exclusive opportunities and limited offers, which has resulted in a 

substantial shift in consumer behaviour in recent years. External cues include the Fear of 

Missing Out (FoMO), defined by the anxiety associated with missing opportunities, which has 

grown to be a powerful marketing tool in influencing consumers9 urgency, emotional responses 

and purchase intention. Similarly, scarcity strategies leverage limited product availability to 

drive consumer urgency and increase perceived exclusivity, therefore influencing purchasing 

decisions. Although existing studies have looked into these components individually, a 

knowledge gap remains about how they interact to influence purchasing intentions, emotional 

responses and impulsive tendencies. In addition, comprehending these interactions is essential 

for marketers seeking to implement effective strategies that increase consumer engagement and 

influence purchasing decisions.

Thus, the research questions of this study are the following:

Research Question 1: How do FoMO and scarcity-driven advertisements impact impulse 

buying tendencies?

Research Question 2: Do urgency and anxiety mediate the relationship between FoMO and 

scarcity cues and impulsive buying?

Research Question 3: How do FoMO and scarcity-driven advertisements impact purchase 

likelihood?

1.2. Aim and Scope

This dissertation seeks to explore the individual and interactive effects of FoMO and scarcity 

on customer emotions and their subsequent impact on purchase behaviour. Additionally, this 

research aims to study the role of emotions such as anxiety and urgency, in mediating the 

relationship between psychological triggers, FoMO and scarcity, and consumer behaviour.

The study adopts an experimental research method, including a quantitative analysis composed 

of an online survey, which was active for two weeks and involved 143 respondents, and 

employing statistical methods such as ANOVA, linear regressions and t-tests to help understand 

these relationships.

Although the study9s primary focus is on FoMO as a psychological trigger of impulsive buying, 

scarcity is included due to its conceptual overlap in consumer decision-making. While both 



2

phenomena evoke emotional reactions, they operate through distinct psychological 

mechanisms, while FoMO arises from the fear of social exclusion, scarcity influences 

perception of limited availability. By examining these constructs independently, this study aims 

to determine whether FoMO is more strongly associated with anxiety-driven impulsivity, while 

scarcity predominantly triggers urgency-based impulsive decision-making. Thus, treating them 

as distinct variables enables a more nuanced understanding of their respective impacts on 

consumer behaviour, contributing to a more refined theoretical framework.

1.3. Research Methods 

To be able to answer the developed research questions, this study employs a quantitative 

research approach by collecting and analysing primary data through an online survey 

questionnaire targeting diverse groups of consumers. The study adopts an experimental 

approach to examine the differences in consumer responses depending on the effects of FoMO 

and scarcity conditions on impulsive buying tendencies and purchase likelihood, perceived 

urgency and anxiety. It uses experimental manipulation by randomly allocating participants to 

one of four distinct FoMO and scarcity scenarios, illustrated by stimuli featuring a smartwatch.

The online survey will be distributed across social media platforms to ensure that participants 

are regular social media users from diverse generations and cultural backgrounds. It is 

anticipated that a target sample size of 200 participants will enable a significant statistical 

analysis. To evaluate the psychological and behavioural impacts of the experimental conditions, 

validated questions about participants' FoMO levels, IBT and purchase intent will also be asked, 

following exposure to social media advertisement stimuli.

It is worth noting that although a quantitative method ensures statistically measurable findings, 

it may present limitations in capturing deeper psychological motivations about consumer 

behaviour, thus overlooking unexpected behavioural patterns.

1.4. Relevance

This dissertation is particularly relevant to practical settings. While it contributes academically 

in extending knowledge on FoMO and scarcity9s influence on consumer behaviour, the 

research9s practical contribution provides actionable insights for marketers on leveraging 

psychological triggers, such as FoMO and scarcity, effectively, allowing them to optimise their 

advertising strategies and increase both consumer engagement and purchase likelihood. On the 

other hand, it also provides marketers with raised awareness of the psychological implications 
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of such marketing practices, such as aggravated consumer anxiety, promoting the adoption of 

more ethical marketing strategies and assisting consumers to make more informed decisions.

1.5. Dissertation Outline

This dissertation is composed of five chapters, each addressing a significant part of the research 

conducted.

The first chapter introduces the research topic, including the problem statement, research 

objectives and related questions. The text also discusses the research methodology used and the 

study9s relevance in both academic and practical settings.

The second chapter of the study provides a comprehensive overview of existing research on 

FoMO, scarcity and consumer behaviour components, such as urgency, anxiety, purchase 

likelihood and impulsive buying tendencies in the context of social media. This analysis 

examines theoretical frameworks, prior findings, and existing gaps in the literature, highlighting 

the significance of this study.

Chapter three describes the methodological approach employed, detailing the population profile 

and sample size, descriptions of the research design and materials, procedures such as a pre-

test and survey, and the data analysis methods applied. Additionally, the limitations of the 

selected methodology are addressed.

The fourth chapter discusses the study9s results, including statistical analyses as ANOVA, t-

tests and regression models. The findings are examined in relation to the analysed literature, 

with a focus on key behavioural patterns and their consequences.

The final chapter concludes this study by summarising the main findings, discussing their 

theoretical and practical implications, and acknowledging the study9s limitations. In addition, 

recommendations for future research on this topic are provided based on the study9s findings.
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CHAPTER 2: LITERATURE REVIEW

2.1. Introduction

Social media has permanently transformed advertising methods, providing brands with 

innovative tools to help them connect with customers in a personal way. Platforms, such as 

Instagram, with their engaging features, have promoted highly targeted and personalised 

advertising strategies that improve brand activation and directly influence consumer decisions. 

These strategies leverage naturally occurring psychological phenomena, such as fear of missing 

out (FoMO) and scarcity appeals, to shape consumer behaviour and drive decision-making.

2.2. Social Media Marketing, FoMO and Scarcity

2.2.1.  Social Media Marketing

brands9 
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social media exposure, the research9s 

2.2.2.  FoMO in Social Media Marketing

<a pervasive apprehension 

that others might be having rewarding experiences from which one is absent,=

a <call to action= that influences 

they don9t miss out on a perceived opportunity 

FoMO9s
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, after stimuli9

<what could have been=

2.2.3. Scarcity in Social Media Marketing

 Cambridge University Press. (n.d.). Scarcity. In Cambridge Dictionary. Retrieved February 20, 2025, from 
https://dictionary.cambridge.org/dictionary/english/scarcity.

https://dictionary.cambridge.org/dictionary/english/scarcity.
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Customers9

customers9 

scarcity9s effect on purchase behaviour, most 

Hypothesis 1: <Exposure to FoMO-focused advertisements increases impulse buying 

tendencies, compared to control ads.=

Hypothesis 2: <Exposure to scarcity-driven advertisements increases impulse buying 

tendencies, compared to control ads.=

Hypothesis 3: <The combined effect of FoMO and scarcity cues increases impulsive buying 

tendencies more than either factor alone.=

2.3. Anxiety and Urgency States in Consumer Behaviour

Earlier studies defend the role of emotions in shaping customer purchasing decisions and their 

impact on buyers9 perceptions, as these shift throughout the purchasing process (Azizah et al., 

2024; Verhagen & Dolen, 2011). Hence, while positive emotions are shown to drive the need 

for instant gratification, promoting consumers to overspend (Beatty & Ferrell, 1998; Iyer et al., 

2020), negative emotions are more likely to encourage shopping as a coping mechanism, 

intending to alleviate stress and regulate such emotions (Cachón-Rodríguez et al., 2024).

Despite its multidimensional characterisation, FoMO is mainly composed of anxiety, urgency 

and anticipatory regret stemming from a perceived sense of social exclusion (Neumann, 2020; 

Przybylski et al., 2013).

Anxiety, often associated with uncertainty, plays a crucial role in impulsive consumer 

behaviour. This emotion, defined by the excessive worry felt in response to unpredictability 

(Cachón-Rodríguez et al., 2024), has been shown to heighten impulsive purchasing, to achieve 

emotional regulation. This conclusion is supported by research indicating that individuals 

experiencing heightened anxiety are more likely to engage in impulsive shopping to attain 

immediate relief from stress (Cachón-Rodríguez et al., 2024; Iyer et al., 2020).
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Similarly, urgency, defined as the feeling of accomplishing something quickly , is highly 

associated with impulsive customer behaviour, particularly when marketing tactics leverage 

scarcity and FoMO cues, like limited-quantity offers and countdown timers (Billieux et al., 

2010). Therefore, through experimental testing, urgency is expected to intensify purchase 

impulsivity by forcing immediate decision-making and reducing the likelihood of rational 

evaluation.

In the context of social media advertising, both FoMO and scarcity act as psychological triggers 

that induce both anxiety and urgency, encouraging fast and less deliberate decisions. Prior 

studies suggest that consumers with high levels of FoMO experience heightened anxiety 

(Hussain et al., 2023), making them more susceptible to online marketing techniques, 

specifically designed to amplify perceived urgency.

Since both anxiety and urgency influence impulsive behaviours, these are expected to mediate 

the relationship between FoMO, scarcity-driven advertising, impulsive consumer behaviour 

and purchase likelihood. This hypothesis is suggested by previous studies, which have 

identified a significant correlation between anxiety levels and impulsive buying tendencies, 

reinforcing its role as a mediator in purchase decisions (Cachón-Rodríguez et al., 2024; Iyer et 

al., 2020).

Consequently, we proposed the following hypotheses:

Hypothesis 4: <Urgency and anxiety mediate the relationship between FoMO and scarcity-

driven advertising and impulsive buying tendencies.=

Hypothesis 5: <Urgency and anxiety mediate the relationship between FoMO and scarcity-

driven advertising and purchase likelihood.=

2.4. Impulse Buying Tendency

Impulse Buying Behaviour (IBB) is a global phenomenon characterised by consumers9 strong 

and immediate urge to purchase, often driven either by situational factors or the need to achieve 

emotional regulation (Cachón-Rodríguez et al., 2024). This behaviour arises from spontaneous 

individual needs, visual stimuli, or a low capacity to critically evaluate purchase benefits 

(Rodrigues et al., 2021). At the core of IBB is Impulse Buying Tendency (IBT), an individual 

trait that indicates consumers9 inclination to engage in unplanned, immediate, and thoughtless 

purchases (Badgaiyan et al., 2016; Beatty & Ferrell, 1998; Rook & Fisher, 1995). Thus, impulse 

 Arimetrics. (n.d.). Sense of urgency. In Digital Glossary. Retrieved February 20, 2025, from 
https://www.arimetrics.com/en/digital-glossary/sense-of-urgency

https://www.arimetrics.com/en/digital-glossary/sense-of-urgency
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purchasing represents a complex interaction between individual traits, personal motivations, 

and external marketing cues (Iyer et al., 2020).

Due to its multifaceted nature and reciprocal predictive factors, the relationship between 

impulsive tendencies and emotional states has been extensively studied. Beatty & Ferrell 

(1998)9s study distinguishes urges to buy from the act of purchasing, as impulsive desires 

precede such actions. Nevertheless, this research, although concerning in-store environments, 

suggests, through interviews conducted, that individuals with higher IBT levels experience 

stronger buying urges, making them more sensitive to external marketing stimuli that trigger 

impulsive behaviours. This theory is further supported by Rook (1987)9s definition of impulse 

buying as a <sudden, often powerful and persistent urge to buy something immediately,=, 

highlighting the short time existing between emotional responses and purchasing decisions.

Moreover, impulsive buyers exhibit higher levels of anxiety, depression and overall negative 

mood (Rodrigues et al., 2021), reinforcing the role of emotional vulnerability in impulsive 

decision-making. Anxiety, as previously discussed, acts as a self-regulatory trigger for impulse 

buying by offering temporary emotional relief (Cachón-Rodríguez et al., 2024). Based on these 

studies, we can speculate that, because of the interplay between anxiety, urgency and impulsive 

tendencies, individuals with heightened IBT, in response to emotional states, may be more 

responsive to FoMO and scarcity-driven marketing tactics.

Individuals with greater levels of IBT are also more susceptible to short-sighted purchases that 

provide instant gratification (Rook, 1987). This behaviour is often linked with marketing stimuli 

designed specifically to trigger impulsive behaviours (Dawson & Kim, 2009). Moreover, self-

control has been shown to play an important role in moderating impulsive tendencies. 

Badgaiyan et al. (2016)9s study shows that those with strong self-control make more careful 

decisions and are less vulnerable to short-term temptations. In contrast, a lack of self-regulation 

heightens the impact of external stimuli on impulsive behaviour (Verplanken & Sato, 2011).

The interplay between internal and external cues is at the core of understanding this 

phenomenon. 

Rook & Fisher (1995) state that external stimuli (e.g., promotional campaigns) play a significant 

role in triggering impulsive buying. These are specifically designed to attract consumers and 

elicit their immediate action through promotional offers or exclusive deals (Dailey, 2004; 

Dawson & Kim, 2009). Furthermore, such stimuli lower consumers9 cognitive control and 

encourage emotionally driven responses (Lo et al., 2016).
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Iyer et al. (2020) categorise the drivers of IBB as individual traits, motives, and marketing 

influences. Psychological factors, such as sensation-seeking, heighten impulsive behaviour 

tendencies, directly impacting consumer behaviour; Hedonic motivations, mainly focused on 

seeking pleasure, have a significant role in this context as consumers motivated by hedonic 

rewards often pursue immediate gratification to reach positive emotional states throughout 

shopping (Horváth & Adıgüzel, 2018). These motivations have a deep influence on impulsive 

decisions, as they focus on sensorial factors that reduce cognitive self-control and emphasise 

affective arousal (Lee et al., 2023); Marketing drivers, which further enhance impulsive 

tendencies by developing stimuli that appeal to consumers9 needs for novelty, variety, and 

surprise. These marketing strategies are purposefully designed to increase brand engagement 

and drive unplanned purchases (Dailey, 2004; Iyer et al., 2020).

As for external stimuli, as previously mentioned, since social media networks provide seamless 

navigation and simplified purchasing processes, these platforms are ideal for amplifying 

impulsive behaviour (Dailey, 2004; Song et al., 2021). In addition, they also allow consumers 

to be engaged for long periods due to continuous exposure to content, simplifying decision-

making through the lowering of cognitive barriers to purchase, and triggering emotional and 

cognitive responses (Verhagen & Dolen, 2011).

Nevertheless, it is important to reference the Stimulus-Organism-Response (SOR) framework 

(Mehrabian & Russell, 1974; Prashar et al., 2017). This establishes a theoretical foundation for 

understanding consumer behaviour, including IBT, as it explains how external stimuli (e.g., 

scarcity marketing methods) elicit internal emotional and cognitive responses, consequently 

influencing customers9 purchasing behaviour (Chan et al., 2017).

Lastly, it has been observed that customers9 impulsive buying behaviour is influenced by 

urgency-driven marketing strategies, such as limited-time and limited-quantity offers (Song et 

al., 2021). Although urgency presents a key role in impulsive behaviours, additional analysis is 

required to examine how FoMO amplifies this effect.

2.5. Purchase Likelihood

Given the strong connection between emotions and buying behaviours, purchase likelihood is 

expected to be influenced by FoMO, scarcity, urgency and anxiety.

By measuring how individuals responded to availability cues, Song et al. (2021) exhibited that 

scarcity cues, limited-quantity offers in particular, increased perceived demand, consequently 

increasing willingness to purchase. In addition, Good & Hyman (2020), through self-reported 
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responses, highlight that FoMO, triggered by marketing appeals, is strongly correlated with 

purchase likelihood.

These studies both present FoMO and scarcity cues in advertising to directly influence purchase 

likelihood. Furthermore, these findings show that stronger purchase intent raises customers9 

urgency perceptions and anxiety levels, increasing the probability of engaging in impulsive 

purchasing. 

2.6. Conclusion and Hypothesis Developed

The reviewed literature highlights the extensive role of social media advertising, FoMO, 

scarcity, and emotional states on impulsive buying tendencies and purchase intent. This analysis 

shows that not only does social media advertising foster brand engagement and significantly 

reduce purchase barriers, but it also increases impulsive purchases through visually appealing 

content, seamless purchase processes, and promotional campaigns (Dawson & Kim, 2009; 

Zhao et al., 2022). However, empirical evidence of the direct relationship between advertising 

exposure and FoMO-driven purchasing decisions remains scarce.

FoMO, a psychological phenomenon associated with anxiety, urgency and fears of social 

exclusion, has been connected to excessive consumerism, amplified anticipatory regret and 

impulsive consumer behaviour (Hussain et al., 2023; Neumann, 2020). Whereas scarcity 

heightens these effects by provoking urgency sensations through limited-time and limited-

quantity marketing appeals, consequently increasing purchase intentions due to enhanced 

perceived value (Cialdini, 1984; Kowalczyk et al., 2021; Song et al., 2021). However, despite 

extensive research on these phenomena individually, limited studies have examined their 

combined effect, particularly concerning digital advertising settings.

Moreover, research on emotional mediators in consumer behaviour supports the idea that 

emotions, as anxiety and urgency, drive impulsive buying tendencies (Cachón-Rodríguez et al., 

2024; Iyer et al., 2020). Nonetheless, experimental studies testing urgency and anxiety as 

mediators between FoMO, scarcity, impulsive buying and purchase likelihood remain scarce.

In addition, existing literature primarily relies on survey-based correlational studies, leaving a 

great methodological gap in experimentally manipulated FoMO and scarcity conditions to 

assess their causal impact on impulsive buying tendencies.

While previous studies have established correlations among these variables, a lack of 

experimental validation presents a critical gap in understanding how FoMO and scarcity impact 

consumer behaviour in real-world decision-making processes. Therefore, this study seeks to 
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address this by employing an experimental design that manipulates marketing cues to examine 

their direct and indirect impact on impulsive buying tendencies. This approach will, thus, allow 

a more thorough and causal understanding of the interaction between these variables, 

contributing to both academic research and marketing practices.

Built on the identified gaps, this study proposes the following hypothesis:

Hypothesis 1: <Exposure to FoMO-focused advertisements increases impulse buying 

tendencies, compared to control ads.=

Hypothesis 2: <Exposure to scarcity-driven advertisements increases impulse buying 

tendencies, compared to control ads.=

Hypothesis 3: <The combined effect of FoMO and scarcity cues increases impulsive buying 

tendencies more than either factor alone.=

Hypothesis 4: <Urgency and anxiety mediate the relationship between FoMO and scarcity-

driven advertising and impulsive buying tendencies.=

Hypothesis 5: <Urgency and anxiety mediate the relationship between FoMO and scarcity-

driven advertising and purchase likelihood.=

2.7. Conceptual Model

Thus, the conceptual model is presented as follows:

Figure 1: Conceptual Model
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CHAPTER 3: METHODOLOGY

3.1. Participants

3.1.1. Population of interest

For this study, the population of interest consists of Portuguese individuals who frequently use 

social media platforms and are potential targets of marketing stimuli leveraging FoMO and 

scarcity tactics. Furthermore, the study focuses on young adults, with ages ranging from 18 to 

mid-30s, who spend a considerable amount of their day on social media, therefore becoming 

more likely to engage in online shopping and be susceptible to digital advertising.

The sample for this study consists of 143 participants, presenting a diverse universe concerning 

age, gender and education levels. While age presents a high concentration in older 

demographics, gender and other demographic factors were considered to ensure such diversity.

3.1.2. Sampling strategy

This research uses a convenience sampling method to recruit participants. The selection process 

was based on accessibility, allowing efficient data collection through an online survey, which 

was strategically posted on social media platforms, increasing exposure to regular social media 

users.

3.2. Research design

3.2.1. Study design

For this study, a quantitative experimental research design was implemented. This allowed the 

manipulation of independent variables and assessment of their direct and indirect effects on 

consumer behaviour. For this, an experimental between-subjects design was adopted, to avoid 

bias after exposure to other stimuli. This included a 2 (FoMO: FoMO message vs. Control 

message) x 2 (Scarcity: Scarcity message vs. No Scarcity message) model.

3.2.2. Stimuli Development

This study includes four stimuli, randomly assigned to participants, that aim to generate 

responses in participants9 behaviours and perceptions. For this, four Instagram advertisements 

focused on a made-up smartwatch brand, <FINDSOM= (inspired by the word opfindsom, 

pronounced /ɔbˈfɛnˀsʌm/, meaning inventive in Danish), were developed. These present 

different messages across conditions, either highlighting popularity and scarcity or presenting 

a neutral message. The scenarios presented were, therefore, the following:
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- High FoMO and Scarcity (Figure 2): <DON’T MISS OUT!; The must have item that 

everybody is talking about!; Make it yours before it is too late= with <Only 5 units left=

- High FoMO and No Scarcity (Figure 3): <DON’T MISS OUT!; The must have item that 

everybody is talking about!; Make it yours before it is too late=

- Low FoMO and Scarcity (Figure 4): <Your health, elevated.; Discover the latest in 

wearable technology= with <Only 5 units left=

- Low FoMO and No Scarcity (Figure 5): <Your health, elevated.; Discover the latest in 

wearable technology=

Figure 2: FoMO and Scarcity Stimuli Figure 3: FoMO Stimuli

Figure 5: Control StimuliFigure 4: Scarcity Stimuli
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These advertisements were then developed using Canva software. Moreover, to achieve 

homogeneity throughout the stimuli, only the messaging of the post changed, based on the 

condition; the model, product, and layout remained uniform.

A pre-test to examine participants' reactions to the advertisements was conducted through 5 

interviews. These interviews presented relevant feedback to ensure that the stimuli were 

perceived as reliable, by participants, and evoked the desired emotions.

3.3. Research materials

The survey used itemised rating scales, mainly Likert scales, to measure participants' responses 

and insights. These ensured consistency in data collection and allowed reliable comparisons 

across experimental conditions. Additionally, manipulation checks, self-report scales and 

behavioural measures were used to ensure meaningful result interpretation.

3.3.1. Independent Variables

For this study, two independent variables were manipulated: Fear of Missing Out (FoMO) (High 

FoMO vs. Low FoMO) and Scarcity (Present Scarcity vs. Absent Scarcity). The FoMO 

condition was designed to evoke a sense of urgency and social pressure by incorporating 

persuasive messaging into the advertising stimuli. Participants in the high-FoMO condition 

were exposed to messages highlighting time-sensitive popularity, such as <Don’t miss out!=. In 

contrast, the low FoMO condition presented a neutral tone message, such as <Your health 

elevated.=, lacking urgency cues.

To confirm the effectiveness of this manipulation, a manipulation check was conducted using a 

five-item scale (1 = Not at all true to 5 = Extremely true), adapted from Zhang et al., (2020). 

Participants rated their agreement with the following statements: <I feel regretful when I miss 

events or opportunities.=; I feel anxious when I miss an event because I know something 

important or fun might happen.=; <I feel disappointed when I can't participate in events due to 

other commitments.=; I feel like I don't fit in my social groups when I miss events or 

opportunities.=; <I feel less included in my social groups when I miss opportunities.=. This 

scale presented high reliability (Cronbach α = 0.831).

The scarcity condition was manipulated by altering product availability cues in the 

advertisement. The present scarcity condition presented messages indicating limited stock, such 

as <Only 5 units left=, while the absent scarcity condition omitted any mentions of availability.
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To verify the effectiveness of this manipulation, a manipulation check was conducted using a 

five-item scale (1 = Not at all to 5 = Extremely). Participants rated their agreement with the 

following statements: <How limited did you perceive the smartwatch availability?=; <How 

much did the limited stock message make you feel the need to act quickly?=; <How desirable 

did you find the smartwatch after seeing that only a few units are left?=. This scale presented 

mild reliability (Cronbach α = 0.479).

3.3.2. Dependent Variables 

This study focused on two dependent variables: Impulsive buying tendency (IBT) and Purchase 

Likelihood. 

The first variable was assessed, to achieve a comprehensive understanding of this consumer 

behaviour, using a self-report state measure. For this, a scale adapted from Badgaiyan et al. 

(2016) was used, including five out of the eleven original statements. For this, participants 

indicated their agreement, on a five-point scale (1 = Strongly disagree to 5 = Strongly agree) 

with the following statements: <Most of my purchases are planned in advance.= (R)*3; <Before 

I buy something, I carefully consider whether I need it.= (R)* ; <I often buy without thinking.=; 

<I buy what I like without thinking about consequences.=; <I buy products according to how I 

feel at the moment=. This scale presented high reliability (Cronbach α = 0.748).

In addition, purchase likelihood was measured by asking participants their purchase intention 

after advertisement exposure, on a five-item scale (1 = Not likely at all to 5 = Extremely likely), 

asking, <At this moment, how likely are you to purchase FINDSOM’s smartwatch?=.

3.3.3. Mediators

Emotional states were assessed as mediators to explore their role in the relationship between 

the independent and dependent variables. After exposure to the advertising, participants rated 

their emotional intensity, using a five-point scale (1 = Not at all to 5 = Very much) across the 

following emotions: Happiness, Surprise, Sadness, Anger, Embarrassment, Guilt, Anxiety and 

Fear. This scale was adapted from the Differential Emotions Scale (Izard & Carol E., 1982), 

providing a detailed framework for analysing positive and negative emotional responses.

To further establish the emotional dimensions, an exploratory factor analysis (EFA) was 

conducted (Appendix 1). This analysis revealed three clusters that explained the most variance 

 (R): Reverse-Coded Items
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in the collected data. The aggregated emotions were Cluster 1 – Anxiety Emotions (Anxiety, 

Guilt and Fear), (Cronbach α = 0.692); Cluster 2 – Negative Emotions (Anger and Sadness), 

(Cronbach α = 0.665); Cluster 3 – Social Oriented Emotions (Surprise and Embarrassment), 

(Cronbach α = 0.279).

Due to its poor scale reliability, Cluster 3 was removed from the analysis. The first two clusters 

were kept to explore their impact on impulsive buying tendencies, mainly Cluster 1 - Anxiety 

Emotions to be explored as a main driver. In addition, due to the use of standardized factor 

scores in the EFA, some results presented negative means, indicating below-average results in 

comparison to the sample mean.

In addition, urgency was assessed as a potential mediator linking FoMO and scarcity to IBT. 

Participants rated, on a five-point scale (1 = Not at all to 5 = Very much), their perceptions of 

the advertisement9s attributes, including Attractiveness, Engagement, Memorability, Urgency, 

Trustworthiness and Exclusivity. An exploratory factor analysis (EFA) (Appendix 2) revealed, 

unexpectedly, that all attributes loaded onto a single factor, suggesting high intercorrelation 

among different constructs and, therefore, that there was no need to treat them as separate 

variables. This result raised concerns about whether participants were differentiating between 

characteristics or if they were rating them similarly. Furthermore, the scale exhibited high 

internal consistency (Cronbach α = 0.828), which, rather than indicating reliability, indicates 

that the variables are not measuring distinct psychological constructs, as initially intended. The 

result suggests a potential response bias, where participants might have provided similar ratings 

across attributes, instead of distinguishing characteristics.

3.3.4. Control Variables

To account for external factors influencing consumer behaviour, we collected data on social 

media usage and self-control traits9 data. Social media usage was measured through self-

reported daily usage, on a scale with hourly intervals from <0 to 1 hour= to <More than 7 

hours=.

Self-control traits were assessed using an adaptation of the Self-Control Scales (Pechorro et al., 

2021; Tangney et al., 2004). Participants rated their agreement with the following statements: 

<I often act without thinking through the consequences.= (R)* ; <I keep everything neat.=; <I 

have trouble saying no.= (R)*4; <I spend too much money.= (R)*4, on a five-point scale (1 = 

   (R): Reverse-Coded Items
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Strongly Disagree to 5 = Strongly Agree). However, this scale exhibited medium reliability 

(Cronbach α = 0.441), which could be explained by the statements9 selection from the original 

scales.

Demographic variables were also analysed to examine if specific subgroups showed higher 

susceptibility to FoMO and scarcity cues, as well as to confirm previous research suggesting 

that FoMO is more prevalent among younger individuals, mainly males (Qutishat & Abu 

Sharour, 2019). Accordingly, participant data on age, gender, education level and occupation 

were included in the analysis.

3.4. Procedure

3.4.1. Pre-Test

To check consistency throughout the study and to assist the development of the survey, short 

interviews were conducted with four individuals to better understand consumers9 perceptions 

of FoMO and Scarcity, as well as to gather feedback on the stimuli presented in the study. For 

this, a within-subjects design was adopted, exposing interviewees to the four stimuli. The 

process resulted in valuable insights related to how the participants rated advertisements based 

on their layout or colours, sometimes not even paying attention to the message. Furthermore, 

due to the within-subjects model, some limitations were unveiled, as it led participants to 

compare advertisements, disregarding the aim of the interview.

3.4.2. Survey

An online survey was developed in Qualtrics XM (Appendix 3), a data-collecting software and 

distributed on online platforms, such as Instagram and LinkedIn. Before launching, a pilot test, 

including five participants, was conducted to ensure the satisfactory performance of the 

questionnaire.

Participants were randomly assigned to one of four conditions, presenting either High FoMO 

or Low FoMO; and Scarcity or No Scarcity. The assignment of conditions to participants was 

developed using Qualtrics XM9s Randomizer tool, which provided individuals with the same 

probability of being assigned to each condition.

To ensure demographic diversification, the survey presented an English and Portuguese version, 

manually translated to ensure homogeneous comprehension and survey validity.
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The survey introduced the study, ensuring anonymity and voluntary participation, while 

highlighting that the responses would be analysed for academic purposes concerning consumer 

behaviour to social media advertising, improving the likelihood of participants providing 

answers as truthful as possible, reducing response bias. Moreover, the duration of the 

questionnaire, of 5 to 6 minutes, was disclosed before participation.

Participants were then exposed, as previously mentioned, to one of four potential Instagram 

advertisements, varying on the condition assigned.

Participants were then asked to evaluate the advertisement9s attractiveness, engagement, 

memorability, urgency, trustworthiness, and exclusiveness.

Afterwards, participants were asked to imagine themselves in a situation of indifference 

towards the smartwatch as a product, to reduce bias provoked by personal interests, while 

picturing they encountered the ad on their social media feeds. At the same time, they were asked 

if they would buy the showcased product at that moment, and their satisfaction level if they 

purchased it.

We then asked participants to rate the intensity of specific emotions felt by them after exposure 

to the stimulus. Afterwards, participants were asked to rate their individual tendencies to engage 

in impulsive purchases.

Lastly, questions concerning demographics, average social media usage and self-control traits 

were presented.

3.5. Data Analysis

Before analysing the results, the gathered data will be prepared. Consequently, the dataset will 

be checked for missing data or preview responses, corresponding to test responses before the 

survey was launched. To proceed with the data analysis, we will use the statistical software 

IBM SPSS Statistics (Version 30.0.0.0).

For this data analysis, we will first perform linear regressions to assess the direct effects of self-

control and social media usage on IBT. Then an ANCOVA analysis to examine whether the 

control variables moderate the effects of FoMO and scarcity conditions, by treating them as 

covariates.

Afterwards, an ANOVA analysis will be conducted to explore the effects of FoMO and scarcity 

conditions on IBT and purchase likelihood. A two-way ANOVA will also be used to assess both 
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the individual and interaction effects between conditions. Additionally, partial eta-squared 

results will also be examined to measure effect sizes.

Furthermore, independent samples t-tests will be used to compare IBT scores between high and 

low FoMO conditions, and between scarcity and no scarcity conditions. These will assist in 

evaluating if individuals exposed to scarcity and FoMO-driven advertisements exhibit 

significantly different levels of IBT.

Lastly, to conclude the analyses, Hayes9 PROCESS macro (model 4) will be used to test 

mediation effects of emotions between FoMO and scarcity effect on IBT and on purchase 

likelihood.
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CHAPTER 4: RESULTS AND DISCUSSION

4.1. Data Preparation

At the survey9s closing, we presented 159 responses. However, before proceeding with 

statistical analyses, the dataset was carefully processed to ensure its integrity and suitability for 

testing the proposed research hypothesis.

Responses were first reviewed for completeness. Participants with significant portions of 

missing data were immediately excluded to maintain the reliability of the dataset.

Additionally, responses flagged as previews were identified and excluded from the dataset to 

ensure that only participants' responses were retained, as these corresponded to a pre-test to 

ensure the smooth working of the survey.

Initial Responses 159
Preview 6
Not Started 4
Total Responses 149

Table 1: Total Observations

Participants were randomly assigned to the different experimental conditions, including High 

FoMO*Present Scarcity (FoMO*Scarcity), FoMO*Absent Scarcity (FoMO), Low 

FoMO*Present Scarcity (Scarcity) and Low FoMO*Absent Scarcity (Control). This 

assignment process was verified to ensure an even and unbiased distribution across conditions.

Lastly, incomplete responses were removed, particularly responses that lacked answers to key 

variables, FoMO, scarcity and IBT.

After filtering out non-valid entries, the final dataset consisted of 143 valid responses, which 

were used for the statistical analysis.

Conditions TotalFoMO * Scarcity FoMO Scarcity Control
Total Responses 37 37 33 42 149

Incomplete Responses 3 0 2 1 6
Valid Responses 34 37 31 41 143

Table 2: Valid Responses

4.2. Multicollinearity

To ensure the independence of predictor variables, multicollinearity was studied in the 

regression models. Overall, the Variance Inflation Factor (VIF) and Tolerance values presented 



22

are below concern, with VIF and Tolerance values close to 1.000, suggesting no significant 

multicollinearity among predictors.

Additionally, the Condition Index (CI) was reviewed as a supplementary measure. These values 

all presented to be lower than 3.050, falling below the threshold for collinearity concern 

(CI>30).

Lastly, Eigenvalues presented low values, indicating weak unique variance in those dimensions. 

However, due to no variables with high variance proportions (>0.50) in the same dimension, 

we can conclude that there is no multicollinearity in these models.

FoMO_SCALE SCAR_SCALE ANXIETY_EMOTIONS

VIF 1.000 1.000 1.000

Eugen 0.086 0.057 1.000

Tolerance 1.000 1.000 1.000

CI 4.723 5.843 1.000

Table 3: Multicollinearity test (IBT as a dependent variable; ENTER Method)

4.3. Chi-Square Analysis

To analyse the relationships between categorical variables, a Chi-Square test of independence 

was conducted to examine if FoMO and scarcity conditions were evenly distributed among 

participants (Appendix 4).

For this, a randomisation check was conducted between FoMO and scarcity conditions to verify 

if these were evenly distributed among participants. This revealed non-significant results 

(p>0.05), confirming that the random assignment of conditions was successful, ensuring that 

outcomes are not due to pre-existing differences across groups.

4.4. Sample Characterisation

Concerning the sample9s characterisation, participants presented an average age of 41 years old 

(SD = 16.51), and the sample was mainly composed of female individuals (66.4%), with 5 

respondents preferring not to answer when asked about their gender. As for occupation, more 

than half of the participants were employed full-time (57.3%), followed by students (19.6%), 

working students (7%), other (5.6%), retired (4.9%), unemployed (3.5%) and, lastly, employed 

part-time (2.1%). For education, the majority presented a bachelor9s degree (55.9%). 

Additionally, 82.5% chose to answer the survey in Portuguese.
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Furthermore, crosstabs and chi-square tests were conducted between demographic variables 

age and gender and IBT. This presented no statistically significant associations between IBT 

and the demographic variables of age, Cramer9s V = 0.661, and gender, Cramer9s V = 0.735. 

These results contrasted with Qutishat & Abu Sharour (2019)9s findings, stating that IBT was 

mainly felt among males in younger generations.

4.5. Control Variables

A multiple linear regression analysis (Appendix 5) was conducted to determine the independent 

effects of social media usage and self-control, along with FoMO and scarcity conditions, on 

impulse buying tendencies (IBT). This analysis intended to assess whether the control variables 

directly influenced IBT.

The model was statistically significant, F(4,138) = 13.650, p < 0.001, and accounted for 28.3% 

of IBT9s variance (R² = 0.283), indicating a moderate explanatory power. Among the predictors, 

self-control showcased a strong and statistically significant predictive relationship to IBT (β = 

-0.500, p < 0.001). The negative coefficient (r = -0.527) suggests that individuals with higher 

self-control levels exhibit lower impulsive buying tendencies, complementing previous 

research theories (Tangney et al., 2004). On the other hand, social media usage did not 

significantly predict IBT (β = 0.061, p > 0.05), meaning that, although social media has been 

linked to consumer behaviour in prior research, it did not show a direct influence on impulsive 

buying tendencies in this study.

Afterwards, to test if the control variables moderated the effects of the independent variables, 

an ANCOVA analysis was conducted (Appendix 6), treating self-control and social media usage 

as covariates. The model was statistically significant, F(6, 136) = 9.247, p < 0.001, explaining 

29% of IBT9s variance (R² = 0.290). However, the interaction effects did not present significant 

results, with every interaction presenting p-values superior to 0.05.

These results suggest that neither self-control nor social media usage moderates the effects of 

FoMO and scarcity on IBT. While self-control remains a key predictor of IBT at an individual 

level, its effect does not significantly vary across FoMO and scarcity conditions. Similarly, 

social media usage does not significantly interact with the conditions or influence IBT levels.

4.6. Manipulation Checks

Manipulation checks were conducted to validate the effectiveness of the experimental stimuli. 

One-sample t-tests (Appendix 7) were performed to compare participants9 scores against the 

midpoint of the scale of three, corresponding to the neutral perception of the stimuli. In these, 
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the scarcity manipulation showed that participants scored values significantly below the 

midpoint, (M=2.15, SD=0.76, t(63) = -8.96, p < 0.001, Cohen9s d = -1.12), suggesting that the 

manipulation of these variables was not successful. Similarly, FoMO manipulation showed that 

participants also perceived lower levels of FoMO (M=1.65, SD=0.52, t(70) = -21.67, p < 0.001, 

Cohen9s d = -2.57). These results translate into the poor performance of the designed stimuli, 

which did not effectively lead to the intended psychological responses of participants.

4.7.  Hypotheses Testing

H1: <Exposure to FoMO-focused advertisements leads to higher impulse buying tendencies, 

compared to control ads.=

H0: μIBT, Low FoMO, No Scarcity = μIBT, High FoMO, No Scarcity

To compare IBT scores between high and low FoMO conditions, an independent samples t-test 

was conducted (Appendix 8). Levene9s test for equality of variances presented non-significant 

results, p = 0.690, indicating variances homogeneity. The results from the t-test indicated no 

significant difference in IBT scores between the control condition (Low FoMO, Absent Scarcity) 

(M=2.22, SD=0.80) and the High FoMO condition (High FoMO, Absent Scarcity) (M=2.28, 

SD=0.77), t(76) = -0.315, p = 0.753. These results indicate that exposure to FoMO 

advertisements does not significantly impact IBT. The effect size (Cohen9s d = -0.072) suggests 

that any potential effect is likely insignificant.

Thus, we are unable to support the first hypothesis.

H2: <Exposure to scarcity-driven advertisements increases impulse buying tendencies, 

compared to control ads.=

H0: μIBT, Low FoMO, No Scarcity = μIBT, Low FoMO, Scarcity

The comparison of IBT scores between scarcity and no scarcity conditions was made using an 

independent samples t-test (Appendix 9). Levene9s test for equality of variances presented non-

significant results, p=0.058, indicating variances homogeneity. The t-test indicated no 

significant difference in IBT scores between the control condition (Low FoMO, Absent Scarcity) 

(M=2.22, SD=0.80) and the present scarcity condition (Low FoMO, Present Scarcity) (M=2.12, 

SD=0.68), t(70)=0.542, p=0.589.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      

It is worth mentioning that while scarcity did not significantly increase IBT (p = 0.058), the 

result was marginally above the significance threshold (p-value = 0.05). However, the small 

effect size (Cohen9s d = 0.129) suggests that any potential impact of scarcity on IBT is minimal.

With this, we do not have sufficient evidence to support this hypothesis.
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H3: <The combined effect of FoMO and scarcity cues increases impulsive buying tendencies 

than either factor alone.=

H0: μIBT, FoMO = μIBT, Scarcity = μIBT, FoMO+Scarcity

verified through Levene9s test of homogeneity of variances, indicating no significant 

p = 0.299

p = 0.313

: <Urgency and anxiety mediate the relationship between FoMO and scarcity

tendencies.=

H0: μUrgency, Control = μUrgency, FoMO = μUrgency, Scarcity = μUrgency, FoMO+Scarcity

H0: μAnxiety, Control = μAnxiety, FoMO = μAnxiety, Scarcity = μAnxiety, FoMO+Scarcity

βUrgency → IBT = 0; βAnxiety → IBT = 0

A Two-way ANOVA was conducted to assess the effect of FoMO and scarcity conditions on 

anxiety and urgency levels, considering the hypothesised mediating effect. This analysis 

considered the variables ANXIETY (Appendix 11), a cluster defined by the EFA conducted; and 

URGENCY (Appendix 12), a measure of advertisement perception.
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As previously mentioned, since standardised factor scores were used in the EFA, mean values 

should be interpreted relatively to the sample mean, where negative means indicate lower-than-

average results, whereas positive means indicate higher-than-average results.

A one-way ANOVA was conducted to examine the main effects of FoMO (Appendix 13). 

Levene9s test for equality of variances presented significant results for both variables (p<0.05), 

indicating a violation of variances homogeneity. Given this, Welch9s and Brown-Forsythe 

robust tests of equality of means were conducted, presenting the following results: F(1,135) = 

8.918, p = 0.003, for urgency levels; and F(1,116) = 5.794, p = 0.018, for anxiety levels. These 

results indicate that high FoMO advertising heightens both urgency (M=2.47, SD=1.35) and 

anxiety levels (M=0.20, SD=1.19), in comparison to low FoMO advertising9s urgency (M=1.85, 

SD=1.11) and anxiety (M=-0.20, SD=0.73).

A one-way ANOVA was conducted to examine the main effects of scarcity (Appendix 14). 

While Levene9s test for equality of variances presented variance homogeneity for anxiety, it 

showed significant results for urgency (p < 0.05), indicating a violation of variance 

homogeneity. Thus, Welch9s and Brown-Forsythe robust tests of equality of means were also 

conducted, presenting the following results: F(1, 115) = 49.89, p < 0.001, for urgency levels. 

The main effects of scarcity on anxiety, however, were not significant, F(1,139) = 1.16, p = 

0.284, Partial Eta Squared = 0.008. Levene9s test for equality of variances confirmed variance 

homogeneity, F(1,142) = 3.227, p > 0.05; and Robust tests for unequal variances did not show 

significant differences among conditions (Welch9s F(1,116) = 1.311, p > 0.05). These results 

indicate that while scarcity-present advertising increases urgency levels (M=2.88, SD=1.26), in 

comparison to scarcity-absent advertising (M=1.55, SD=0.92), they do not influence anxiety 

levels in either present (M=0.11, SD=1.15) or absent conditions (M=-0.90, SD=0.86).

Figure 6: Chart of the Effects of FoMO and Scarcity on Urgency and Anxiety Levels
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As for the interaction effects between FoMO and scarcity conditions, this presented to be 

significant for urgency (F(1,139) = 7.133, p = 0.008, Partial Eta Squared = 0.049), suggesting 

that individuals exposed to both FoMO and scarcity cues reported significantly higher urgency 

levels, than those in either condition alone; However, this presented non-significant results for 

anxiety (F(1,139) < 1, Partial Eta Squared = 0.003), indicating that, while the combined effect 

of FoMO and scarcity at different levels does not influence anxiety levels felt, as presented in 

the table below:

Table 5: Descriptives from interaction effects - Anxiety

These results suggest that both FoMO and scarcity conditions significantly influence urgency 

perception, as individuals exposed to high FoMO and scarcity conditions experience the highest 

urgency perception, compared to those in the individual conditions.

Additionally, the results confirm that while participants exposed to high FoMO present higher 

anxiety levels, participants in the scarcity condition are not directly affected. This suggests that 

scarcity-driven urgency may arise from a cognitive appraisal of limited availability rather than 

from an emotional experience. Thereby, the mediation effect of anxiety on scarcity was not 

assessed.

Given these results, a mediation analysis, using Hayes9 PROCESS macro (Model 4) was 

conducted (Appendix 15) to examine whether urgency (M1) and anxiety (M2) mediated the 

relationship between FoMO (X1), scarcity (X2) and IBT (Y). All CIs were based on 5000 

bootstrap samples and set at 95% confidence levels.

Concerning the analysis of whether urgency mediates the relationship between FoMO and IBT, 

FoMO significantly predicted urgency perceptions, β = 0.49, SE = 0.21, t(141) = 2.99, p < 0.05, 

Table 4:Descriptives from interaction effects - Urgency
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95% [0.21, 1.03]. Moreover, FoMO explained 5.96% of the variance in urgency (R² = 0.0596, 

F(1,141) = 8.94, p = 0.003), suggesting a moderate association between FoMO and urgency.

Urgency, however, did not significantly predict IBT, β = -0.057, SE = 0.052, t(139) = -0.658, p 

> 0.05, 95% CI [-0.14, 0.07], indicating that urgency does not contribute to impulsive buying 

tendencies.

Additionally, the mediation effect of FoMO on IBT through urgency was also non-significant, 

B = -0.021, BootSE = 0.035, 95% CI [-0.095, 0.043], as it contained zero, confirming that 

urgency does not mediate the relationship between FoMO and IBT, meaning that the assumed 

mediating effect was not supported.

As for anxiety, the FoMO condition significantly predicted anxiety levels β = 0.40, SE = 0.16, 

t(141) = 2.41, p < 0.05, 95% CI [0.07, 0.72]. Additionally, it explained 3.97% of the variance 

of the anxiety variable (R2 = 0.0397), indicating a moderate association between FoMO and 

anxiety.

Additionally, anxiety significantly predicted IBT, β = 0.22, SE = 0.07, t(139) = 2.58, p < 0.05, 

95% CI [0.04, 0.30]. Furthermore, this model explained 5.25% of IBT9s variance (F(3,139) = 

2.569, p = 0.057, R2 = 0.0525), suggesting that anxiety plays a role in impulsive buying 

tendencies.

Furthermore, the mediation effect of FoMO on IBT through anxiety was not significant, β=0.09, 

BootSE=0.06, 95% CI [-0.005, 0.23], as the confidence interval included zero.

Lastly, both the total effect (B = 0.12, SE = 0.13, t(141) = 0.96, p > 0.05, 95% CI [-0.13, 0.38]) 

and the direct effect (B = 0.08, SE = 0.13, t(140) = 0.59, p > 0.05, 95% CI [-0.18, 0.34]) were 

non-significant, meaning that FoMO does not independently influence IBT.

Concerning the mediation analysis of urgency between scarcity and IBT, scarcity significantly 

predicted urgency perceptions, β = 1.05, SE = 0.18, t(141) = 7.27, p < 0.001, 95% [0.97, 1.69]. 

Scarcity explained 27.25% of urgency9s variance (R² = 0.2725, F(1,141) = 52.82, p < 0.001), 

demonstrating a strong positive association between scarcity and urgency perceptions.

However, as previously mentioned, urgency did not significantly predict IBT, β = -0.04, SE = 

0.06, t(139) = 0.03, p > 0.05, 95% CI [-0.14, 0.09], indicating that urgency does not play a 

significant role in shaping impulsive buying tendencies.

Furthermore, the mediation effect of scarcity on IBT through urgency was also non-significant, 

β = -0.041, BootSE = 0.12, 95% CI [-0.24, 0.21], as it contained zero.
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Lastly, both the total effect (B = -0.015, SE = 0.13, t(141) = -0.119, p > 0.05, 95% CI [-0.27, 

0.24]) and the direct effect (B = -0.018, SE = 0.15, t(140) = -0.122, p > 0.05, 95% CI [-0.32, 

0.28]) were non-significant, indicating that scarcity alone does not influence IBT.

Thus, we reject the fourth hypothesis.

H5: <Urgency and anxiety mediate the relationship between FoMO and scarcity-driven 

advertising and purchase likelihood.=

H0: μUrgency, Control = μUrgency, FoMO = μUrgency, Scarcity = μUrgency, FoMO+Scarcity

H0: μAnxiety, Control = μAnxiety, FoMO = μAnxiety, Scarcity = μAnxiety, FoMO+Scarcity

βUrgency → Purchase Likelihood = 0; βAnxiety → Purchase Likelihood = 0

As examined in the previous hypothesis testing, individuals in the high FoMO condition 

reported significantly higher levels of both urgency and anxiety, compared to those in the low 

FoMO condition, and the scarcity condition significantly increased urgency perception, despite 

not significantly influencing anxiety levels. Additionally, it was found that while the combined 

effect of FoMO and scarcity further amplifies urgency perception, it does not influence anxiety 

levels.

Given this analysis, Hayes9 PROCESS macro (Model 4) was used (Appendix 16) to test the 

mediation effects of urgency (M1) and anxiety (M2) between FoMO (X1) and scarcity (X2) 

conditions on purchase likelihood (Y). All CIs were based on 5000 bootstrap samples and set 

at 95% confidence levels.

However, due to the non-significant results between scarcity and anxiety levels, the mediation 

effect of these and purchase likelihood was not assessed.

Concerning the effect of the scarcity condition on purchase likelihood, the regression analysis 

indicated that scarcity significantly predicted urgency, β = 1.04, SE = 0.18, t(141) = 7.27, p < 

0.001, 95% CI [0.97, 1.69]. In this model, scarcity explained 27.25% of the variance in urgency 

(R2 = 0.273, F(1,141) = 52.82, p < 0.001), suggesting a strong association between scarcity and 

urgency perceptions.

The effect of urgency on purchase likelihood was significant, β = 0.21, SE = 0.09, t(140) = 2.19, 

p < 0.05, 95% CI [0.02, 0.36], indicating that urgency positively influences purchase likelihood.

The mediation effect of scarcity on purchase likelihood through urgency was significant, β = 

0.22, BootSE = 0.10, 95% CI [0.02, 0.40].
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Additionally, while the total effect (B = -0.24, SE = 0.19, t(141) = -1.26, p > 0.05, 95% CI [-

0.62, 0.14]) was not statistically significant, the direct effect (B = -0.49, SE = 0.22, t(141) = -

2.24, p < 0.05, 95% CI [-0.93, 0.06]) was significant, indicating that although scarcity alone 

does not influence purchase likelihood, when controlling for urgency, the marketing tactic 

decreases purchase likelihood.

These findings support the mediation role of urgency in the relationship between scarcity and 

purchase likelihood, presenting a negative effect between variables.

As for the mediation analysis of urgency on the relationship between FoMO and purchase 

likelihood, it was shown that FoMO significantly predicted urgency, β = 0.49, SE = 0.21, t(141) 

= 2.99, p < 0.05, 95% CI [0.21, 1.03]. However, unlike the previous mediation model, urgency 

did not significantly predict purchase likelihood, β = 0.13, SE = 0.08, t(139) = 1.45, p > 0.05, 

95% CI [-0.04, 0.27].

The mediation effect of FoMO on purchase likelihood through urgency was not significant, β 

= 0.06, BootSE = 0.05, 95% CI [-0.02, 0.19]. The results indicated that urgency does not 

mediate the relationship between FoMO and purchase likelihood.

As for anxiety9s mediating role, as previously analysed, FoMO significantly predicted this 

variable, suggesting that individuals with higher FoMO levels experience greater anxiety.

As for the prediction effect of anxiety on purchase likelihood, the relationship was non-

significant, β = -0.05, SE = 0.10, t(139) = -0.58, p > 0.05, 95% CI [-0.25, 0.14].

Lastly, both the total (B = -0.12, SE = 0.19, t(140) = -0.64, p > 0.05, 95% CI [-0.50, 0.26]) and 

the direct effect (B = -0.17, SE = 0.2, t(140) = -0.85, p > 0.05, 95% CI [-0.56, 0.23]) of FoMO 

on purchase likelihood were non-significant, indicating that neither anxiety nor urgency 

mediates the relationship between FoMO and purchase likelihood.

Therefore, we reject our final hypothesis.

4.8. Discussion

While this study9s findings diverge from the expectations set by previous research, it also 

provides valuable insights into the interplay between FoMO, scarcity, and consumer behaviour.

Research Question 1: How do FoMO and scarcity-driven advertisements impact impulse 

buying tendencies?

To answer the first research question, independent t-tests were conducted to check the 

differences between FoMO and scarcity's impact on IBT levels.
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These findings challenge previously developed assumptions (Hussain et al., 2023) concerning 

the effect of social media FoMO stimulus in increasing impulsive behaviours, including 

impulsive buying tendencies. Contrary to prior research, t-test analyses revealed no significant 

variations in IBT scores between high and low FoMO conditions; and present and absent 

scarcity, suggesting that exposure to FoMO and scarcity-driven marketing cues does not 

inevitably lead to customer impulsive buying tendencies. This evidence indicates that personal 

characteristics, such as self-control, may have a stronger influence on impulsive purchasing 

than environmental cues. This effect is further demonstrated by the strong correlation between 

self-control and IBT, which has come to become essential in restricting impulsive purchases, 

surpassing the effects of FoMO and scarcity cues.

Although it was indicated, by descriptive data, differences in IBT levels among conditions, 

these were not statistically significant to suggest that their interaction effect is more efficient 

than their independent effect, highlighting the lack of significant interaction effects between 

FoMO and scarcity cues.

Due to these contrasting findings, it is relevant for future research on this topic to explore 

potential moderators, such as consumer scepticism, or comparisons among different product 

types, to understand how FoMO and scarcity affect purchasing decisions in different buying 

contexts.

It is also important to mention that the effectiveness of this study might have been compromised 

by methodological limitations associated with the manipulation checks of the defined 

conditions, since neither FoMO nor scarcity conditions successfully induced the intended 

psychological states in participants. This limitation raises great concern about whether the 

observed results truly reflect the role of the proposed marketing strategies or if the study failed 

to generate the desired psychological reactions in participants. Additional research should, 

therefore, address this limitation by employing more effective experimental manipulations, 

conducting pre-tests and using validated measurement scales for both FoMO and scarcity.

Research Question 2: How do urgency and anxiety mediate the relationship between FoMO 

and scarcity cues and impulsive buying?

To answer this research question, one-way and two-way ANOVA analyses were conducted, 

followed by using Hayes9 PROCESS macro (model 4). Results contrasted with previous 

theories suggesting that such emotional states influenced impulsive decision-making (Billieux 

et al., 2010; Cachón-Rodríguez et al., 2024a; Rodrigues et al., 2021).
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In this analysis, it was found that the results of mediation effects were contrasting between 

urgency and anxiety levels. FoMO significantly influenced the urgency perceived by 

participants, as the ones assigned to the high FoMO condition presented higher levels of 

urgency. Similarly, scarcity was found to significantly increase urgency levels felt by 

participants, despite urgency itself not predicting impulsive buying tendencies, which, in turn, 

contradicts existing theories that urgency drives impulsive behaviour (Billieux et al., 2010). 

These outcomes indicate that, while consumers may experience increased urgency in response 

to both FoMO and scarcity, this perception does not always translate into impulsive purchasing 

decisions.

Whereas FoMO significantly enhanced individuals9 anxiety levels, neither FoMO nor anxiety 

predicted impulsive buying behaviour individually. In contrast, scarcity did not present a 

significant relationship with anxiety levels, despite presenting a strong connection with urgency 

perception. Anxiety, however, was found to be positively correlated with IBT, suggesting that 

higher anxiety levels translate into heightened impulsive buying tendencies, despite such 

emotional state not mediating the relationship between marketing cues and IBT. This 

contradicts prior research suggesting that FoMO-induced anxiety levels drive impulsive 

purchases (Hussain et al., 2023), further highlighting the necessity for exploring additional 

mediators for this relationship.

The insights into emotions9 role in consumer behaviour emphasise the complexity of emotional 

decision-making processes, implying that factors such as brand trust or resistance to FoMO and 

scarcity cues may better explain how urgency and anxiety affect buyers in marketing contexts.

Nonetheless, the mediation analysis did not identify urgency or anxiety as explanatory variables 

linking FoMO and scarcity to impulsive buying tendencies. Since this doesn9t support previous 

research, suggesting that urgency and anxiety drive impulsive behaviours, future research 

should investigate alternative mediator variables, such as perceived brand exclusivity, brand 

trust and consumer resistance to marketing cues, to gain a more profound understanding of 

these interactions.

Research Question 3: How do FoMO and scarcity-driven advertisements impact purchase 

likelihood?

To answer this question, two-way ANOVA tests were conducted, as well as Hayes9 PROCESS 

macro (model 4) to test the relationship between FoMO and scarcity cues and purchase 

likelihood, mediated by urgency and anxiety.
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This study revealed that, while scarcity increased urgency, it unexpectedly showed a negative 

direct effect on purchase likelihood, translating into lower purchase intent when scarcity cues 

are present. This suggests that scarcity cues in marketing strategies could backfire, as excessive 

pressure can lead to hesitation, likely due to consumer reactance or scepticism towards 

perceived marketing manipulation and restricted consumer choice, as proven by prior research 

(Brehm, 1966).

The mediation analysis further revealed that while FoMO increased anxiety, anxiety itself did 

not predict purchase likelihood, going against Billieux et al. (2010)9s findings that FoMO 

heightens the urgency felt by consumers, and that the FoMO cues, in turn, increase purchase 

behaviour (Good & Hyman, 2020). FoMO, on the other hand, did not significantly influence 

purchase likelihood, neither directly nor indirectly through urgency. These results suggest that, 

whereas marketing cues heighten emotional states, they have little to no impact on purchase 

likelihood.

To summarise, these findings show that, although FoMO and scarcity-driven strategies may 

influence consumer emotional states, they do not always translate into heightened purchase 

intention. Instead of creating urgency that drives immediate purchase intent, scarcity cues may 

sometimes overwhelm consumers, causing reluctance to commit to a purchase. Furthermore, 

some consumers may even question scarcity9s authenticity as a sales tactic, leading to decreased 

trust in the brand.

These findings emphasise the complexity of these psychological traits and argue that marketing 

methods relying on urgency-inducing cues may be less effective than previously anticipated.

CHAPTER 5: CONCLUSION AND LIMITATIONS

5.1. Main Findings and Conclusion

This study investigated the impact of fear of missing out (FoMO) and scarcity-driven social 

media advertisements on impulsive buying tendencies and purchase likelihood, and the 

mediating roles of urgency and anxiety. While its results contradict traditional assumptions 

about the effectiveness of such marketing strategies in driving impulsive purchases, this study 

also provides important insights into the psychological mechanisms causing impulse buying, 

mainly in response to FoMO and scarcity-driven marketing cues in a social media advertising 

context.
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Firstly, demographic results did not go along with Qutishat & Abu Sharour (2019)9s discovery 

that IBT was particularly felt among younger male generations, which could be due to an older 

study sample.

In addition, contrary to Hussain et al. (2023)9s correlation between both variables, exposure to 

FoMO-driven advertisements did not significantly alter consumers9 impulsive buying 

tendencies. The lack of significant findings could be attributed to the fact that manipulation 

checks were not successful, meaning that the experimental conditions did not efficiently induce 

desired psychological states.

Moreover, our findings challenge previous assumptions by showing that neither urgency nor 

anxiety significantly influenced the relationship between FoMO, scarcity and IBT, implying 

that emotional arousal does not always translate into action. While FoMO was found to increase 

anxiety levels, the emotional state did not predict IBT levels, implying that, while FoMO is 

effective at triggering emotional distress in customers, it does not always lead to impulsive 

purchasing. In turn, although scarcity did considerably increase urgency, as expected, urgency 

did not predict IBT, suggesting that customers9 heightened urgency, caused by scarcity cues, 

does not directly lead to impulsive buying. These results go against previous theories that 

proposed them as key psychological drivers of impulsive purchases (Billieux et al., 2010; Song 

et al., 2021).

Instead, other factors, such as individual self-control traits, emerged as a significant factor in 

directly regulating impulsive behaviour, suggesting that individual differences in consumer 

behaviour surpass external marketing cues in shaping impulsive buying tendencies and 

behaviours. Yet this variable did not significantly interact with either FoMO or scarcity cues, 

further implying that impulsive behaviour might be primarily driven by personal traits than by 

external tactics.

Scarcity9s impact on purchase likelihood through urgency, however, was significant but 

negative, indicating that excessive pressure felt by the presence of scarcity cues reduces the 

likelihood of engaging in a purchase. Instead of increasing sales, this outcome results in 

psychological reactance, leading to purchase hesitation. This aligns with existing theories on 

customer resistance (Brehm, 1966), suggesting that marketing strategies that limit freedom of 

choice can reduce purchase intention, due to perceived manipulation. In addition, scepticism 

towards the brand9s authenticity in response to scarcity cues may further reduce customers9 trust 

in the brand, leading to reluctance to purchase. These findings highlight that the effectiveness 

of such strategies mainly depends on customers9 perceptions and responses to these cues.
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Similarly, while FoMO significantly triggered anxiety in consumers, this variable did not 

increase IBT levels nor purchase likelihood, as previously suggested by Hussain et al. (2023), 

that this phenomenon is a key motivator for impulsive behaviour in social media contexts. 

Instead, these outcomes indicate that the relationship between FoMO and consumer behaviour 

is more complex than initially hypothesised and may be influenced by additional moderating 

factors, such as personality traits (e.g., impulsivity) or contextual factors (e.g., product category 

and brand trust).

In addition, our study confirms that, while both concepts are often associated with impulsive 

consumption, they operate through distinct psychological processes. FoMO is primarily driven 

by social and emotional factors, whereas scarcity functions a cognitive trigger for urgency 

through perceptions of limited availability. Since FoMO mainly induces anxiety, while scarcity 

mainly enhances urgency, we can conclude that these phenomena do not have uniform effects 

on impulsive consumer behaviour. Instead, their impact is likely moderated by individual 

differences, such as self-control and impulsivity traits.

Moreover, social media usage did not impact impulsive tendencies, further emphasising the 

dominant role of personal traits in shaping buyers9 behaviour.

Overall, this study outlines the existing undervaluation of the complexity of impulsive buying 

tendencies and its interaction with marketing tactics leveraging FoMO and scarcity cues. It 

further suggests exclusivity- and urgency-based marketing methods individually may not be 

sufficient to drive impulsive behaviours.

5.2. Academic Contributions

This study contributes to academic fields of consumer behaviour, marketing psychology and 

decision-making research by challenging the assumed universality of widely accepted theories 

about FoMO and scarcity-driven marketing strategies. While prior studies have positioned 

FoMO and scarcity as direct drivers of impulsive purchases, this research illustrates their effects 

as highly context-dependent and moderated by individual differences. By demonstrating that 

scarcity-based marketing did not result in impulsive buying tendencies, and, in some 

circumstances, even lowered purchase likelihood, this study supports the psychological 

reactance theory (Brehm, 1966), which suggests that perceived pressure may induce resistance, 

rather than compliance. Furthermore, the findings that scarcity cues may backfire due to 

consumer scepticism towards perceived brand authenticity challenges traditional views that 

scarcity generally increases purchase urgency and desirability.
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Furthermore, this research assesses the important role of self-control traits in regulating 

impulsive behaviours, revealing that individual differences may outweigh external marketing 

influences in the shaping of consumer behaviour. This contributes to existing literature by 

shifting the focus from marketing cues to consumer traits as primary drivers of impulsive 

decision-making. Moreover, current assumptions regarding digital marketing and impulsive 

consumption (Verhagen & Dolen, 2011) are questioned due to the discovery that social media 

usage does not influence IBT levels. This suggests that other moderating factors, such as 

cognitive control and self-regulatory capacities, must be considered when assessing the 

effectiveness of urgency-based marketing tactics. 

By integrating these insights, this study improves theoretical models of impulsive consumption, 

emphasising that FoMO and scarcity are not universal triggers but rather interact with 

psychological traits in complex ways. Thus, this research contributes to marketing psychology 

by offering a more nuanced perspective on how urgency-inducing tactics influence consumer 

behaviour. It encourages further academic exploration into the psychological factors that 

mediate the impact of FoMO and scarcity, refining theoretical models to account for the varying 

consumer decision-making in such marketing strategies.

5.3. Managerial Contributions

As for practical contributions, results suggest that marketers should be cautious when 

employing FoMO and scarcity cues in advertising, as means to drive impulsive purchasing. 

Even though these approaches can elicit heightened emotional arousal, their effectiveness in 

triggering unplanned purchases remains questionable. Marketers should, hence, incorporate 

urgency and exclusivity cues alongside other persuasive components, such as trustful and value-

driven messaging, to improve the success of their marketing efforts.

Nonetheless, the identified adverse effects of scarcity on purchase likelihood emphasise the 

risks of customer reactance to excessive scarcity marketing tactics. Consequently, to mitigate 

this effect, marketers must carefully proceed in employing such cues, favouring more subtle 

strategies (e.g., <Limited Availability= instead of <Only 5 Units Left=) and avoiding additional 

pressure that can lead to consumer scepticism or poor brand trust. In contrast, for FoMO-based 

marketing strategies, our results suggest that simply inducing this factor is not enough to 

increase impulsive purchases. Instead, brands should explore how FoMO interacts with other 

psychological drivers (e.g., influencer endorsements) and marketing tactics (e.g., partnerships).
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5.4. Limitations and Future Research

While this study provides valuable insights into the relationship between fear of missing out 

(FoMO), scarcity, urgency, anxiety, impulsive buying tendencies (IBT) and purchase likelihood, 

the limitations must be acknowledged. These mainly focus on methodological constraints, 

sample size and composition, and the effectiveness of experimental manipulations.

By recognising these factors, the study recommends how future research should be conducted, 

to improve experimental designs and deepen the understanding of how psychological traits 

interact with marketing strategies, to influence consumer impulsivity.

5.4.1. Sample Size and Composition

This study focused on 143 participants, which, although it presents a sufficient sample size for 

detecting differentiating effects, the observed small effect sizes suggest otherwise, hinting that 

a larger sample size could have detected subtle effects that were not captured in the current 

research. It is important to note that, although statistically significant, the observed effects were 

minor, implying that even if a large sample size demonstrated statistical significance, they may 

not translate to real-world settings. As a result, future research should investigate increasing 

sample size to improve statistical power and effect sizes in real-world applications.

Moreover, the sample analysed was significantly concentrated in Portuguese participants and 

older demographics, which may have reduced the validity of the findings in other populations. 
The significant percentage of individuals aged 50 to 59 years old may have also influenced the 

results, as research suggests that younger individuals are more susceptible to impulsive 

purchasing (Qutishat & Abu Sharour, 2019). 

These limitations highlight the importance of incorporating a more diverse sample in future 

studies to better understand how different populations respond to FoMO and scarcity marketing. 

To explore potential cross-cultural and generational differences, future research should aim for 

a more balanced and representative sample across various age groups and cultural backgrounds.

5.4.2. Manipulation checks

The primary limitation of this study was the inability to induce the desired psychological 

responses in participants, based on the designed stimuli. Manipulation checks revealed that both 

FoMO and scarcity conditions failed to generate the expected states, which could explain why 

expected effects in IBT were not observed. This suggests that the study9s experimental design 

might not have simulated well real-world scarcity and FoMO experiences, indicating that 
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further research should employ pre-testing and pilot experiments to refine the stimuli developed 

and, thus, ensure the activation of the expected psychological conditions.

Another key factor is how FoMO and scarcity were implemented in this study. Differences in 

how these variables were presented could have influenced participants9 responses, potentially 

contributing to the lack of expected effects on IBT. Furthermore, the effectiveness of the 

experimental manipulations requires further investigation, as the stimuli presentation or 

contextual framing may have influenced observed outcomes. Thus, future research should focus 

on developing manipulation tactics that better capture the psychological states associated with 

FoMO and scarcity, ensuring that experimental conditions represent real-world consumer 

experiences.

5.4.3. External and Internal Factors

It is important to note that the results of advertisement perceptions loading into a single factor 

show great concern, since they indicate that participants were unable to distinguish between 

advertising perceptions. Furthermore, these constructs showed a high correlation level, 

indicating that they did not measure diverse characteristics due to participants rating attributes 

similarly to each other.

We also must recognise the potential influence of other factors not analysed in this study. For 

example, individual differences, such as shopping habits and personality traits, could make 

them less susceptible to the studied marketing tactics and moderate the effect of FoMO and 

scarcity on IBT. In addition, contextual factors, mostly the type of product presented, could 

have an effect, as feedback from the pre-tests was mostly about how individuals and the 

smartwatch showcased didn9t match up. Following studies should, thereby, test this model 

across various product categories (e.g., fast-moving consumer goods, low-cost or high-turnover 

goods) that might trigger impulsive purchases more effectively.

5.4.4. Future Research

Considering these limitations, future research should prioritise the development of more 

effective experimental manipulations, such as interactive advertisements, to enhance 

psychological activation. Additionally, pilot testing must be conducted to ensure that the 

defined conditions, FoMO and scarcity, effectively trigger the desired emotional and cognitive 

responses. While this study found that FoMO primarily increases anxiety and scarcity mainly 

influences urgency, future research should investigate whether these factors represent distinct 

psychological mechanisms that independently contribute to impulsive buying tendencies.
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Furthermore, since urgency and anxiety do not act as mediators, future studies should consider 

alternative mediators of impulsive consumer behaviour. Based on the findings of this study, the 

recommended mediators are Perceived Brand Trust, which is the extent to which consumers 

perceive the presented brand as trustworthy, making consumers more likely to engage in 

impulsive behaviour; and Scepticism, which is the extent to which a consumer is resistant to 

persuasive marketing techniques, as such individuals may be more resistant to impulsive 

behaviours regardless of the advertising messaging. These mediators are based not only on the 

findings presented but also on feedback received in pre-tests related to the perceived 

advertisements9 reliability. Moreover, the role of individual differences in moderating the 

effects of FoMO and scarcity, mainly related to self-control and impulsivity traits, should be 

further explored, as these presented stronger influences on impulsive tendencies than previously 

expected.

Furthermore, additional research should investigate how differences between various product 

categories impact FoMO and scarcity strategies9 effectiveness, as well as cross-cultural 

differences in marketing receptiveness, since certain cultures might respond differently to 

exclusivity and urgency-inducing marketing tactics. Following this logic, future studies should 

follow a more context-dependent approach, as results exposed that previously defined theories 

are not universal and might depend on psychological traits as drivers for impulsive purchases.

In conclusion, subsequent research on this topic should explore alternative mediators, enhance 

experimental methods, and further evaluate the impacts of exposure to scarcity and FoMO 

marketing strategies, focusing on cultural differences. By considering individual customer 

characteristics, psychological resistance, and contextual elements, researchers and marketers 

will be able to develop better-performing, more ethical and consumer-centric marketing 

strategies.
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