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Abstract

In the current digital era, the swift expansion of social media platforms,
online shopping, and digital advertising has transformed how businesses
engage with consumers. One of the most potent psychological tactics in this
environment is Fear of Missing Out (FOMO). This study explores the
Rhetoric of Fear of Missing Out (FOMO) in digital marketing, analysing its
impact on consumer decision-making, the psychological mechanisms it
employs, and the ethical concerns it raises. Grounded in social comparison
and loss aversion theories, this research examines how marketers use
FOMO-driven strategies such as scarcity, urgency, and social pressure to
influence consumer behavior. Through case studies, the study highlights
how FOMO tactics tap into deep-seated human fears of exclusion and loss,
often leading to impulsive purchasing decisions. However, while effective,
these strategies pose ethical challenges, including increased consumer
anxiety, financial strain, and environmental consequences due to
overconsumption. The study argues for greater transparency and ethical
responsibility in digital marketing practices to balance persuasion with
consumer well-being.
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Introduction

In today’s digital age, the rapid growth of social media platforms, e-
commerce, and online advertising has redefined how businesses
connect with consumers. The concept of Fear of Missing Out (FOMO)
is among the most influential psychological tools in this landscape.
FOMO refers to the pervasive anxiety individuals feel when they
perceive that others are engaging in rewarding experiences or
opportunities that they are excluded from. As a psychological
phenomenon, it is deeply rooted in human social behavior, drawing



The Rhetoric of FOMO (Fear of Missing Out) in Digital Marketing ® 103

from innate tendencies like social comparison and the fear of loss
(Festinger, Kahneman, and Tversky 125). Digital marketing exploits
these tendencies by crafting persuasive messages and employing
strategies to evoke an immediate emotional response, often
bypassing rational decision-making processes. For instance,
marketing campaigns may highlight phrases such as “Only a few
lefts in stock!” or “Offer ends in 24 hours!” to instill a sense of
urgency and compel consumers to act without delay.

The significance of FOMO-driven rhetoric in digital marketing
lies in its ability to influence consumer behavior at an unprecedented
scale. Social media platforms, such as Instagram, Facebook, and
TikTok, amplify this effect by enabling marketers to showcase
curated experiences and exclusive offers, creating an environment
where individuals are constantly exposed to what they might be
missing out on. Influencers, too, play a key role by endorsing
products and lifestyles that appear aspirational, heightening the
allure of participation or ownership (Cialdini). The effectiveness of
FOMO in driving consumer engagement has made it a cornerstone of
digital marketing strategies, particularly in industries such as retail,
travel, and technology. However, the widespread use of FOMO raises
critical ethical questions. By tapping into consumers’ psychological
vulnerabilities, marketers risk fostering unhealthy behaviors, such as
compulsive spending and chronic dissatisfaction with one’s current
state (Tuten 95). This article explores the Rhetoric of FOMO in digital
marketing, examining how it influences consumer decision-making,
the mechanisms through which it operates, and the ethical dilemmas
it presents. By analysing industry practices and psychological
theories, this study sheds light on the dual-edged nature of FOMO as
both a potent marketing tool and a source of potential harm.

Psychological Foundations of FOMO in Marketing

FOMO is deeply rooted in human psychology, particularly in the
concepts of social comparison and loss aversion.

Social Comparison Theory

Humans have an innate tendency to compare themselves with others
to evaluate their social standing, a concept central to Leon Festinger’s
Social Comparison Theory (1954). According to this theory,
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individuals continuously assess their own abilities, achievements,
and possessions in relation to those of others to form self-evaluations
(Festinger 138). This inherent drive stems from a desire to determine
where they fit within social hierarchies and to reduce uncertainty
about their status. Consequently, individuals are often drawn to
experiences, products, or behaviors that they believe will elevate their
status or align them with perceived social norms. Marketers skillfully
exploit this tendency by creating campaigns highlighting exclusivity,
desirability, and social proof. By showcasing products, services, or
experiences that others enjoy or aspire to, they tap into the fear of
missing out (FOMO) and the human drive for upward social
mobility. Limited edition items, luxury brands, influencer
endorsements, and testimonials are common strategies designed to
evoke admiration and aspiration, motivating individuals to make
purchasing decisions that they believe will enhance their social image
or status. Through these methods, marketers capitalise on social
comparison and shape and reinforce consumer behavior patterns.

Loss Aversion

Studies in behavioral economics highlight a cognitive bias known as
loss aversion, which suggests that people fear losses more than they
value equivalent gains. This concept, introduced by Kahneman and
Tversky in their seminal work Prospect Theory (1979), demonstrates
that the emotional pain of losing something is significantly more
intense than the pleasure derived from gaining something of the
same value (Kahneman and Tversky 115). For instance, the distress of
losing $100 often feels stronger than the satisfaction of finding $100.
This asymmetry profoundly influences decision-making, often
leading individuals to take measures to avoid losses, even if those
measures are not entirely rational. Digital marketing has adeptly
harnessed the principles of loss aversion to drive consumer behavior,
particularly by creating a sense of scarcity and urgency. Techniques
like displaying phrases like “Only 2 left in stock” or “Sale ends in 24
hours” leverage psychological pressure to compel quick decision-
making. Scarcity implies that a product is highly sought after and
could be unattainable if one hesitates, while urgency creates a fear of
missing out (FOMO) on time-sensitive opportunities. These strategies
activate the consumer’s aversion to loss, making them more likely to



The Rhetoric of FOMO (Fear of Missing Out) in Digital Marketing ® 105

act impulsively to secure the product or deal before it disappears. By
doing so, marketers encourage purchases and enhance the perceived
value of the product or service through the lens of exclusivity and
immediacy.

Emotional Triggers

FOMO-driven (Fear of Missing Out) messages are powerful tools
marketers use to evoke emotions, such as excitement, envy, and
regret, prompting consumers to make impulsive decisions. These
messages often highlight what others are experiencing or acquiring,
thereby triggering a sense of exclusion and urgency. For instance,
showcasing social media influencers enjoying a trending product or
emphasising limited-time offers (“Sale ends tonight!”) can make
consumers feel as though they are missing out on something valuable
or exclusive. By emphasising FOMO’s “fear” aspect, marketers
ensure that individuals feel an immediate and compelling need to
act. This fear taps into the human instinct to avoid regret, as
consumers worry about losing opportunities to gain social status,
pleasure, or convenience. Messages such as “Hurry! Don’t be the one
to miss out” or “Join thousands who have already signed up”
amplify the sense of urgency and capitalise on the psychological
discomfort of potential loss. A heightened emotional state overrides
rational decision-making, leading to spontaneous purchases or
actions designed to alleviate the fear of being left out or falling
behind.

Strategies for Employing FOMO in Digital Marketing

Digital marketers utilise a variety of tactics to create FOMO among
consumers.

Scarcity and Urgency

Scarcity and urgency are among the most effective psychological
tools for driving FOMO, leveraging the principles of loss aversion
and the desire for exclusivity. These tactics create a sense of
immediacy and limited availability, which compels consumers to act
quickly to avoid missing out on valuable opportunities. By
presenting products or offers as rare or fleeting, marketers tap into
the primal fear of regret and the need to secure something before it
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becomes inaccessible. Limited-time offers countdown timers, and
low-stock alerts are widely used to stimulate immediate consumer
action. For example, e-commerce platforms like Amazon frequently
display messages such as “Only 3 items left in stock” or “Deal expires
in 4 hours.” These alerts not only emphasise the scarcity of the
product but also suggest that others are competing for the same item,
heightening the urgency to act. The combination of a ticking clock
and the fear of losing a desirable product creates a psychological
pressure that overrides deliberative decision-making, pushing
consumers toward impulsive purchases.

This strategy is not limited to e-commerce. Travel websites like
Booking.com often use phrases like “Only 2 rooms left at this price”
or “Booked 10 times in the last 24 hours,” fostering a sense of
competition and urgency. Similarly, flash sales and event registrations
often highlight phrases like “Hurry limited seats available” or
“Register before midnight for early bird pricing.” By employing these
scarcity and urgency tactics, marketers effectively maximize
conversions, leveraging consumers’ FOMO to boost sales, increase
engagement, and create a heightened perception of value for their
products or services. Tuten and Solomon emphasise that these
strategies are particularly effective in the digital age, where
consumers are inundated with choices and are more likely to respond
to offers that create a sense of immediacy and exclusivity (Tuten and
Solomon). By strategically employing scarcity and urgency, marketers
successfully tap into decision-making’s emotional and psychological
drivers, making FOMO a cornerstone of modern consumer
behavior.Social Proof

Social proof is a powerful psychological phenomenon that plays a
crucial role in amplifying FOMO by leveraging the behavior and
opinions of others to influence individual decision-making. When
people see that a product or service is popular or widely endorsed,
they are more likely to perceive it as valuable and desirable. This
sense of collective validation creates a compelling narrative that the
individual risks missing out on something beneficial or rewarding if
they fail to act. Marketers frequently utilise customer reviews,
testimonials, star ratings, and real-time usage statistics to highlight
the popularity of their offerings. These tools build trust and reinforce
the idea that others are already benefiting from the product or
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service, triggering a fear of being left behind. For instance, e-
commerce platforms prominently feature messages like “Most
popular item in this category” or “Best-selling product this week,”
encouraging consumers to follow the crowd and purchase.

Booking platforms like Airbnb and Booking.com are particularly
adept at using social proof to create urgency and competition.
Notifications such as “10 people are looking at this property right
now” or “This property was booked 3 times in the past hour”
combine social proof with scarcity, amplifying the fear that the
opportunity could disappear. Similarly, phrases like “Join the
millions of satisfied customers” or “Over 100,000 sold” signal
widespread approval, making consumers feel they are part of a
larger, booming trend if they act quickly. According to Cialdini, social
proof is especially adequate when individuals are uncertain about
their choices or perceive those endorsing the product as similar to
themselves. In the digital age, this principle is further amplified by
user-generated content, such as social media posts featuring
influencers or everyday consumers showecasing their positive
experiences. These endorsements act as modern testimonials,
encouraging others to mimic their behavior and join the trend to
avoid missing out. By integrating social proof into marketing
strategies, businesses validate their offerings and create a heightened
sense of urgency and desirability. This psychological approach fosters
a perception of scarcity and popularity, driving consumers to act
impulsively to align themselves with what others are already
enjoying.

Exclusivity

Creating an aura of exclusivity is a highly effective strategy for
motivating consumers, as it taps into their desire to feel special,
valued, and part of an elite group. When individuals perceive that
they have access to something not readily available to everyone, it
fosters a sense of privilege and uniqueness. This exclusivity and
urgency encourage consumers to act quickly to secure their access or
maintain their privileged status. VIP memberships, early access to
sales, and invitation-only events are some of the most popular tools
marketers use to cultivate this sense of exclusivity. For instance,
luxury brands and premium services often offer membership tiers,
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where higher levels unlock special benefits such as personalised
recommendations, priority customer service, or private shopping
experiences. These perks create the impression that being part of the
“inner circle” provides an enhanced experience that ordinary
customers cannot access. Sephora exemplifies this approach with its
tiered loyalty program, where members earn points through
purchases that can be redeemed for exclusive rewards. Higher-tier
members, such as those in the “VIB Rouge” category, gain access to
early sales, exclusive product launches, and invitation-only events.
This creates a strong incentive for customers to increase their
spending to achieve or maintain their status, reinforcing brand
loyalty and engagement.

Similarly, brands like Netflix or Spotify offer early access to new
features or content for select customers, making them feel like
insiders who enjoy privileges others do not. Other companies, like
event organisers, leverage invitation-only strategies to add prestige
and exclusivity, further motivating people to secure their spots. As
Tuten and Solomon note, exclusivity creates a psychological dynamic
where consumers feel a heightened sense of urgency and value for
the offering. By framing access as limited or special, marketers create
an environment where consumers are motivated to act and associate
positive emotions, such as pride and satisfaction, with their
purchases or memberships. This blend of privilege, urgency, and
emotional connection makes exclusivity a cornerstone of successful
marketing strategies (Tuten and Solomon 95).

Event-Based Marketing

Event-based marketing campaigns, particularly those tied to
holidays, product launches, or special occasions, are highly effective
in generating a heightened sense of FOMO. These campaigns
leverage the natural excitement and anticipation of events to create a
buzz that encourages consumers to participate or purchase.
Marketers create a compelling narrative that draws people in and
motivates action by framing the event as a limited opportunity to be
part of something unique or groundbreaking.

One of the most iconic examples is Apple’s product launches,
which are meticulously crafted to spark excitement and anticipation.
Apple often uses phrases like “Be among the first to experience the
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future of technology” to position its products as must-have
innovations that redefine the market. This message builds a sense of
exclusivity and creates FOMO by implying that those who do not
participate will miss out on a pivotal moment in technological
advancement. The hype is further amplified by media coverage,
influencer endorsements, and long lines outside stores, all reinforcing
the idea that the launch is an unmissable event.

Other brands adopt similar strategies during holidays or
seasonal events, such as Black Friday, Cyber Monday, or year-end
sales. These campaigns emphasize limited-time deals and exclusive
offers, urging consumers to act quickly to secure their purchases. For
example, fashion brands might promote “holiday only collections” or
“limited edition gift sets.” At the same time, travel companies offer
flash sales on vacation packages with messaging like “Book now for
exclusive holiday savings.” As Tuten and Solomon note, event-based
marketing drives immediate consumer engagement and enhances
brand loyalty by creating memorable experiences. By aligning their
campaigns with moments of collective excitement and positioning
their offerings as integral to the celebration, marketers effectively tap
into the emotions of anticipation and urgency, ensuring that their
audience feels compelled to participate to avoid missing out.

Case Studies

Black Friday Sales

Black Friday sales are a quintessential example of FOMO-driven
marketing, showcasing how urgency and scarcity can drive consumer
behavior on a massive scale. Retailers like Walmart, Best Buy, and
others capitalise on the intense demand for deals by creating high-
stakes shopping environments that encourage consumers to act
immediately. By emphasising “doorbuster” deals, deeply discounted
items available only for a limited time or in limited quantities, these
sales create a sense of exclusivity and urgency, making customers feel
they must act quickly or miss out on a valuable opportunity.
Marketing messages such as “While supplies last” or “Limited stock
available” further amplify this effect by suggesting that competition
for these deals is fierce. This strategy leverages the psychological
principle of scarcity, which, as Cialdini explains, increases the
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perceived value of an item when it is in short supply. Coupled with
the time-sensitive nature of Black Friday, where deals often expire
within hours, these tactics compel consumers to prioritise immediate
action over careful deliberation, often leading to impulsive buying
behaviors (Kahneman).

The communal aspect of the event also heightens the frenzy of
Black Friday. Images and stories of crowded stores, long lines, and
shoppers rushing to grab deals reinforce the idea that everyone else is
participating, triggering the fear of being left out. Even online
retailers like Amazon replicate this atmosphere during Black Friday
and Cyber Monday sales with countdown timers, flash deals, and
notifications like “Only 2 left in stock” or “20 people are viewing this
item.” These digital strategies effectively mimic the high-pressure
environment of in-store shopping, ensuring that the FOMO effect
translates across all shopping platforms. In addition to driving sales,
these FOMO-based tactics create memorable shopping experiences
that encourage brand loyalty and repeat participation in future sales
events. As a result, Black Friday has become more than just a
shopping day; it's a cultural phenomenon that embodies the
effectiveness of FOMO-driven marketing in stimulating consumer
demand and maximizing revenue for retailers.

Instagram Influences

Social media influencers significantly amplify FOMO, leveraging
their aspirational lifestyles and massive followings to create
compelling narratives around products and experiences. By sharing
curated posts depicting an idealised version of life, whether it is
luxurious vacations, trendy outfits, or exclusive events, these
influencers make their audiences feel they are missing out on
something valuable if they do not follow suit (Banet-Weiser). This
aspirational content blurs the line between advertising and
entertainment, making the marketing message more personal and
relatable (Solomon).

Influencers often enhance this FOMO effect by incorporating
phrases like “Get yours now before it's gone” or “Limited stock
available,” which create a sense of urgency and exclusivity around
the promoted product or service. For example, a beauty influencer
might showcase a skincare product while emphasising that it’s a “hot
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item” selling out quickly, encouraging their followers to act
immediately to secure it. These tactics are particularly effective
because they come from individuals that audiences perceive as
trustworthy or relatable, increasing the impact of the message.
Moreover, influencers frequently depict products as essential for
achieving similar lifestyles or experiences. For instance, a travel
influencer posting photos from an exotic destination might credit a
specific brand for their gear or accommodations, subtly suggesting
that purchasing these products is a gateway to the same aspirational
lifestyle. By tying the product to an emotionally charged experience
such as adventure, beauty, or luxury, these posts tap into consumers’
desires to emulate the influencer’s success or happiness.

As Tuten and Solomon highlight, this dynamic makes social
media an ideal platform for FOMO-driven marketing. The real-time
nature of Instagram, combined with features like Stories and live
streams, further intensifies the urgency, as these posts are often
temporary and encourage immediate engagement. Additionally, the
interactive aspect of social media, where followers can comment,
share, or tag their friends, amplifies the reach of these campaigns,
ensuring that the FOMO effect spreads across wider networks.
Influencers wield immense power to drive consumer behavior
through their aspirational content and carefully crafted messaging,
making them indispensable assets in modern marketing strategies.

Streaming Services

Streaming platforms like Netflix and Disney effectively harness
FOMO to retain subscribers and drive engagement by emphasising
exclusive content and limited-time availability. These platforms
strategically promote blockbuster movies, trending series, or special
releases with marketing messages that urge viewers to “watch now
before it’s too late.” By framing content as a fleeting opportunity, they
create a sense of urgency that compels subscribers to prioritise their
streaming experiences over other activities. For example, Netflix
often highlights the exclusivity of its original productions, such as
high-profile films or globally popular series like Stranger Things,
positioning them as must-watch events. Countdown teasers, release-
day promotions, and social media buzz amplify the excitement,
ensuring viewers feel pressured to join the conversation while the
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content is still trending. On the other hand, Disney frequently
employs similar strategies with limited-time releases of legacy titles
or highly anticipated originals like those from Star Wars or Marvel
franchises. By announcing that specific titles will be “available for a
limited time,” Disney motivates subscribers to act quickly, reinforcing
the idea that delaying could result in missing out entirely.

Additionally, streaming platforms capitalise on the fear of social
exclusion. Popular series or movies often become cultural
phenomena, sparking widespread discussions on social media,
memes, and water cooler conversations. This communal aspect of
viewing creates an additional layer of FOMO, as subscribers fear
being left out of collective experiences or not understanding trending
topics. Marketing campaigns tap into this fear by encouraging
subscribers to “stay in the loop” and watch before spoilers emerge or
the cultural buzz fades. Scarcity and exclusivity are powerful
motivators for human behavior, and streaming platforms use these
principles to keep viewers engaged and subscribed (Cialdini). By
consistently offering fresh, exclusive content and emphasising its
limited-time availability, platforms like Netflix and Disney ensure
their audiences remain captivated, preventing churn and solidifying
their place in the competitive streaming market.

Ethical Implications

While FOMO is an effective marketing strategy, it raises several
ethical concerns.

Exploitation of Anxiety

7

FOMO-driven marketing tactics deeply exploit consumers
psychological vulnerabilities, tapping into their anxieties about
missing out on desirable experiences or opportunities. This
psychological manipulation can prompt impulsive and often
unnecessary purchases, as consumers are driven more by fear of
regret than genuine need or desire. By leveraging scarcity, urgency,
and social proof, marketers create an environment where anxiety
becomes a significant motivator. For instance, the fear of missing out
on a limited-time deal or an exclusive product release can push
individuals to buy impulsively, even when they may not have
planned or wanted the item in the first place.
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This exploitation of anxiety not only fuels immediate consumer
actions but also contributes to a broader culture of dissatisfaction.
Consumers who continuously give in to FOMO-driven urges may
begin to feel dissatisfied with their choices or experience “buyer’s
remorse” when the initial thrill of a purchase fades. This can lead to a
cycle of compulsive buying, where individuals feel compelled to
make constant purchases to alleviate the anxiety of missing out but
are left feeling empty or regretful once the momentary excitement
subsides. Moreover, continuous exposure to FOMO-driven marketing
reinforces a sense of inadequacy, as consumers often compare
themselves to others who appear to have access to exclusive
products, experiences, or lifestyles. This comparison can exacerbate
feelings of anxiety and social pressure, leading to a heightened sense
of insecurity about one’s own status or worth. The relentless pursuit
of staying ahead in the social or consumer race can contribute to
stress, a decline in mental well-being, and, paradoxically, a deepening
dissatisfaction with one’s possessions and lifestyle.

Tuten and Solomon discuss how this exploitation fuels
consumption and cultivates a mindset that equates material
possessions and fleeting experiences with happiness and fulfillment.
Ultimately, these marketing tactics contribute to a cycle of anxiety,
impulsivity, and fleeting satisfaction, all of which undermine long-
term contentment and well-being. By manipulating consumers’ fears,
marketers may create a short-term sales boost but also foster a deeper
emotional and psychological burden on their audience.

Overconsumption

Marketing tactics that emphasise scarcity and urgency not only drive
impulsive consumer behavior but also contribute to a broader issue
of overconsumption, with serious environmental consequences. By
creating a sense of urgency around limited-time offers and exclusive
products, marketers encourage individuals to purchase items that
they often don’t need simply to avoid missing out on a perceived
opportunity. This culture of overconsumption, fueled by FOMO,
leads to excess buying, even in cases where the items purchased do
not add long-term value to the consumer’s life.

As Kahneman and Tversky observed, the human tendency to
value potential losses more than equivalent gains plays a key role in
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this behavior (115). The fear of losing out on a product or deal, even if
unnecessary, outweighs rational decision-making, leading consumers
to buy impulsively. This unchecked purchasing behavior exacerbates
waste, as many of these products are unused or discarded. The result
is financial waste for consumers and significant environmental costs
associated with the production, transportation, and disposal of
goods. Overconsumption also strains natural resources, contributing
to the depletion of raw materials, excessive energy consumption, and
increased carbon emissions. The manufacturing processes that
support constant consumer demand require large amounts of water,
energy, and raw materials, often leading to environmental
degradation. Moreover, the rapid turnover of products, driven by the
relentless push for new trends and exclusive releases, exacerbates the
waste issue. Items purchased impulsively often have short lifespans,
ending up in landfills once their novelty fades.

Furthermore, the constant cycle of consumption promoted by
scarcity-driven marketing further entrenches the culture of disposability.
When consumers are conditioned to view products as temporary or
limited, they may discard them once the novelty wears off, leading to a
higher turnover rate in consumer goods. The environmental implications
of this overconsumption are profound, as it depletes finite resources and
increases the volume of waste that must be managed. As consumers fall
into this cycle of overconsumption, marketers, while driving short-term
profits, inadvertently contribute to broader environmental challenges.
This creates a paradox: the drive to fulfill immediate desires through
FOMO-driven purchases leads to long-term consequences for both the
individual and the planet. The unchecked growth in consumption and
waste underscores the need for more sustainable consumption practices
and a shift toward mindful consumerism.

Transparency

While scarcity and urgency are practical marketing tools, some
campaigns cross ethical lines by using deceptive practices that
exaggerate or fabricate these elements to manipulate consumer
behavior. Phrases like “Only 2 left in stock” or “Sale ends in 24
hours” can be misleading if not based on product availability or time
constraints. Sometimes, retailers may create a sense of urgency by
making products appear scarce, even when they have ample stock or
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the sale has no fixed end date. This deception can cause consumers to
make impulsive purchases based on false perceptions, often leading
them to buy items they do not need or cannot afford.

Cialdini emphasises the importance of ethical influence in
marketing and stresses that transparency is essential in building
consumer trust and loyalty. When businesses use exaggerated claims
about scarcity or urgency, they undermine the integrity of their
relationship with consumers, potentially damaging their reputation
in the long run. Furthermore, the lack of transparency in these
marketing tactics can erode consumer confidence, as individuals may
feel deceived when they discover that the urgency or exclusivity they
were led to believe was fabricated. This manipulation breeds
dissatisfaction, contributing to a general mistrust of marketing
practices. There is a growing demand for greater transparency in
marketing to counteract these deceptive tactics. Consumers should be
able to make informed decisions, knowing they are not being
pressured or misled by exaggerated claims. Transparency in product
availability, pricing, and promotion timing would allow individuals
to approach purchasing decisions with a clearer understanding of
what they are committing to. This would help mitigate the anxiety-
driven behavior induced by FOMO and empower consumers to make
more thoughtful, intentional choices rather than succumb to the
urgency created by deceptive marketing tactics. By embracing
transparency, companies foster trust and goodwill and cultivate long-
term relationships with their customers. Ethical marketing practices
that provide clear, truthful information about products and offers
contribute to a healthier consumer environment and ensure that
decisions are based on accurate, honest representations, leading to
more sustainable and ethical consumption habits.

Conclusion

The Rhetoric of FOMO (Fear of Missing Out) in digital marketing has
proven to be a potent tool, harnessing psychological principles such
as scarcity, urgency, and social comparison to influence consumer
behavior. Marketers have successfully tapped into deep-seated
human fears of exclusion and loss, creating campaigns that spur
quick decisions and drive immediate sales. FOMO-driven tactics’
effectiveness lies in their ability to tap into primal instincts,
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prompting consumers to act without thoroughly evaluating their
needs or the consequences of their actions. However, as with any
potent tool, using FOMO in marketing has significant ethical
challenges that must be addressed to maintain consumer trust and
ensure responsible practices.

One of the primary concerns surrounding FOMO-based
marketing is the psychological toll it can take on consumers. By
exploiting feelings of anxiety, inadequacy, and social pressure, these
tactics contribute to a culture of overconsumption and environmental
degradation. Impulsive buying, driven by an artificial sense of
urgency, not only results in financial waste for consumers but also
contributes to broader societal issues, including resource depletion
and increased waste. Furthermore, exploiting consumer emotions
through deceptive practices, such as exaggerating scarcity or urgency,
risks undermining trust and damaging the long-term relationship
between brands and their audiences. Marketers must prioritise
transparency and integrity in their campaigns to navigate these
ethical pitfalls. Instead of relying on manipulative tactics, businesses
should provide honest, clear information that empowers consumers
to make informed decisions. Transparency regarding product
availability, pricing, and promotional timelines would help mitigate
feelings of anxiety and FOMO, promoting a healthier and more
sustainable consumer experience. By embracing ethical marketing
practices, businesses can foster loyalty and trust, positively impacting
both their bottom line and the well-being of their customers.

As digital marketing continues to evolve, researchers and
practitioners must deepen their understanding of FOMO-driven
tactics’ long-term effects on consumer psychology and societal
consumption patterns. Future research should explore how the
constant exposure to FOMO-inducing content impacts consumer
decision-making over time, particularly regarding mental health,
financial well-being, and environmental sustainability. By examining
these effects, we can develop more holistic marketing strategies that
drive engagement and promote positive outcomes for both
consumers and the broader society. While FOMO-driven marketing
remains an effective and powerful tool for brands, businesses must
balance persuasion and ethics. With careful consideration and a
commitment to transparency, marketers can craft campaigns that
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engage consumers without compromising their trust, emotional well-
being, or the broader interests of society. Responsible use of FOMO,
guided by ethical principles, can lead to marketing strategies that are
both effective and sustainable in the long run.

Works CitedBanet-Weiser, Sarah. Authentic: The Politics of Ambivalence in a
Brand Culture. NYU Press, 2012.

Cialdini, Robert B. Influence: The Psychology of Persuasion. Harper Business, 2001.

Festinger, Leon. A Theory of Social Comparison Processes. Stanford University
Press, 1954.

Kahneman, Daniel, and Amos Tversky. “Prospect Theory: An Analysis of
Decision under Risk.” Econometrica, vol. 47, no. 2, 1979, pp. 263-291.

Kahneman, Daniel. Thinking, Fast and Slow. United Kingdom, Allen Lane, 2011.

Solomon, Michael R. Consumer Behavior: Buying, Having, and Being. Pearson
Education, 2020.

Tuten, Tracy L.. Social Media Marketing. United Kingdom, SAGE Publications,
2020.

Zenker, Frank. “Review of thinking, fast and slow by Daniel Kahneman.”
Inquiry: Critical Thinking Across the Disciplines, vol. 27, no. 2, 2012, pp. 54-57,
https://doi.org/10.5840/inquiryct201227213.



