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Abstract

We explore the benefits and costs of social networking usage and examine the roles
of need to belong and autonomy to contextualize the fear of missing out (FOMO)
socio-cultural phenomenon in the digital age. We utilize a self-determination theory-
based framework for understanding how the FoOMO phenomenon influences posi-
tive (negative) mood, information overload, social media satisfaction, and engage-
ment with social media advertising. Study 1 explores how FoMO relates to positive
mood through the need to belong. Study 2 demonstrates how FoMO impacts in-
formation overload through the mediation of social media interactivity. Furthermore,
Study 2 shows how FoMO alters social media satisfaction, and this relationship is
mediated by information overload and moderated by autonomy. Study 3 shows that
negative emotions serve to mediate the effect of information overload on engage-
ment with social media advertising. Finally, we discuss implications of this study to
provide insight into how brand marketers can offer FOMO-reducing mechanisms to
consumers to ensure a high level of advertising engagement, how health advocates
can leverage social media to promote meaningful engagement with consumers, and
how industry practitioners may want to consider aspirational virtual events to create

buzz while also satisfying consumers' need to belong to social groups.
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Sam is scrolling social media at home on a weekend night. After seeing
other people engaging in various social activities, Sam feels dis-
connected and deflated. To alleviate this negative mood, Sam spends
more time on social media connecting to followers. Although spending
time on social media boosts Sam's interactivity, it also increases in-
formation overload and reduces social media satisfaction. Whenever
the information on social media is overwhelming, Sam experiences
mood changes and is less likely to pay attention to social media ad-
vertisements. In our research, we examine whether fear of missing out
(FOMO) motivates users to interact more on social media but also
impacts their affective state, information overload, and social media
satisfaction. Furthermore, we inspect how information overload in-

fluences consumers' engagement with social media advertisements.

FoMO and the resulting emotional and cognitive states have the po-
tential to provide valuable information on consumers' social media
consumption and social media advertising success.

Social interactions and relationships have evolved from tradi-
tional physical environments to include digital platforms and virtual
experiences affecting interactions on the seller, retailer, and con-
sumer levels (Dutot, 2020; Obeidat et al., 2017). Furthermore, re-
search examines the motivations for and success of social networking
to determine influences of social capital on the adaptive nature of
social networking usage (Krishen et al.,, 2019; Krishen, Berezan,
et al,, 2019). Between 2013 and 2021, the number of US-based
marketers using social media marketing grew from 86.2% to 91.9%
(Statista, 2021a, 2021b). By 2022, an estimated 56 billion dollars will
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likely be spent by advertisers through social media marketing efforts
(Statista, 2021a, 2021b). As such, using digital social networking
technologies has emerged as a common part of life in the 21st cen-
tury. Through such technological advances, consumers face an
adaptation process that requires adjusting to virtual social spaces (Bui
& Namin, 2019). The need to connect with others in these virtual
environments can produce the feeling that those people may be
having better experiences; this phenomenon is known as the
FoMO (Przybylski et al., 2013).

While the engagement of social networking allows individuals
and communities to come together to form meaningful connections,
recent research suggests that individuals experience both benefits
and costs from its use, including relatedness, autonomy, loneliness,
social isolation, and addiction (Oberst et al., 2017). At an industry
level, digital technologies including social media are leading to dis-
ruption of the healthcare sector (Bui & Namin, 2019). Meanwhile, at
the government and public policy level, consumer information col-
lected and stored with digital technology has recently catapulted into
one of the most important socio-political issues of the 21st century
(Petrescu et al., 2020). Importantly, the negative effects of social
networking may discourage users from paying attention to adver-
tising messages on social media, thereby decreasing the effectiveness
of marketing communications.

Conversely, research findings also suggest that certain demo-
graphics and generations, namely adolescents and millennials, may
experience differential positive and negative impacts from social
media usage (Krishen et al., 2016; Reich et al., 2012). For example,
Beyens et al. (2016) indicate that adolescents' desire to belong and
need for popularity elevate FOMO due to increases in social media
usage. Therefore, the need to belong becomes associated with
individual-level self-identity and self-esteem. Interestingly, negative
collective self-esteem can also be associated with high social media
usage as a way of social compensation and social identity gratification
(Barker, 2009). Furthermore, social anxiety and discontent with peer
interactions are positively related to internet usage (Liu & Kuo, 2007).

To address these issues, research examining the social and cul-
tural phenomena which contribute to the disruption of digital tech-
nology on humanity is warranted. It is projected that mental health
issues such as anxiety and other related illnesses will cost the global
economy $16 trillion by 2030 (Fleming, 2019). Thus, the present
research contributes to an understanding of individual connection in
the digital age that can potentially help consumers, health advocates
and industry leaders become more equipped at managing mood, in-
formation overload, and satisfaction levels influenced by FoMO.
Furthermore, marketers can establish better relationships with con-
sumers through social media advertising when they are in better
moods and have more mental capacity to process information. Re-
cent research focuses more on the individual-level antecedents and
consequences of FOMO to determine its adaptive versus maladaptive
nature. To date, sparse studies examine how individual-level need to
belong and autonomy relate to overall well-being through positive
mood, cognitive and information load, and social media satisfaction as

they interact and relate to FOMO. As such, the purpose of this study

is to build upon previous literature suggesting interactive effects of
FoMO by individual orientation of belonging and autonomy on
emotion (i.e., positive mood), cognition (information overload), and its
impact on satisfaction (i.e., in the social media setting) and social
media engagement (i.e., clicks, shares, and comments). In this study,
we further examine these potential boundary conditions and med-
iating factors within the FOMO framework.

Specifically, in the present research, we seek to contribute to the
literature by understanding the benefits and problems of using social
media through its linkages and relational contexts. To do so, we con-
duct quantitative studies with the aim of determining the process by
which FoMO functions in relation to positive (negative) mood, in-
formation overload, social media satisfaction, and engagement with
social media advertising. Based upon the tenets of self-determination
theory (SDT; Ryan & Deci, 2000), we propose a model for how the
FoMO phenomenon contributes to positive (negative) mood, informa-
tion overload, social media satisfaction, and social media engagement
while considering its process and boundary conditions. Finally, we

provide implications for marketers, health advocates, and consumers.

1 | THEORETICAL FRAMEWORK AND
CONCEPTUAL MODEL

SDT posits that to optimize well-being, fundamental psychological
needs must be satisfied (Ryan & Deci, 2000). These needs consist of
three basic SDT components: autonomy, competence, and related-
ness. For this study, we capture the relatedness component of SDT
through the need to belong construct, while the autonomy construct
is directly adapted. Additionally, psychological motivations are con-
sistent with furthering our understanding of how social networking
experiences and activities affect overall mood, cognition (i.e., in-
formation overload), and social media satisfaction. Psychological
needs and FoMO play a significant role in explaining consumer well-
being in the social media experiential environment (Przybylski
et al,, 2013).

1.1 | Fear of missing out
FoMO occurs when people feel that they are not able to experience
what others are engaging in, particularly when others' experiences
are believed to be better than one's own experiences (Przybylski
et al., 2013). FOMO can be triggered when basic psychological needs
are not filled such as when individuals have low social capital (Xie
et al., 2018), and/or low self-esteem (Buglass et al., 2017; Przybylski
et al., 2013). Such psychological needs can be partially fulfilled via
social media consumption. Interestingly, however, research shows
that high levels of social media usage can lead to high levels of FOMO
(Buglass et al., 2017). These findings suggest a cyclical pattern be-
tween experiencing FOMO and spending time on social media.
According to SDT, the need to belong (relatedness) is funda-
mental to the human social experience and overall sense of
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well-being. Individuals strive to fulfill this need by participating in
social groups (Seraj, 2012). When the need to belong is not met,
feelings of anxiety brought on by not being part of a satisfying social
experience can develop. However, it is important to note that the
physical world and the virtual world are not separate from one an-
other. Rather, one's virtual life (digital self) is an extension of who
they are in the physical world. The interplay of these two worlds can
facilitate feelings of anxiety that result from FoMO, or social exclu-

sion, and affect one's everyday real life (Clayton et al., 2015).

1.2 | Need to belong and mood

Due to FoMO, an individual's need to stay connected can lead to
increased and potentially problematic engagement on social media
networks (Alt, 2015). Research shows that higher levels of FOMO due
to social comparison can result in increased social media networking
engagement and thereby lower mood in general (Twenge, Joiner,
et al., 2018; Twenge, Martin, et al., 2018). Symptoms of negative
mood can include low self-esteem, worrying, tiredness, frustration,
and sadness (National Health Services, 2018). In essence, when
people are socially excluded, opportunities for negative emotions can
arise, which can include byproducts of frustration, stress, and anxiety.
The social buffering hypothesis suggests that individuals with a
greater need to belong experience higher levels of stress in social
situations wherein they do not feel supported (are socially excluded,
such as when FoMO is experienced; Cohen & Wills, 1985). Figure 1
shows our proposed hypothesis:

H1: Need to belong will moderate the effect of fear of missing out
(FoMOQ) on positive mood. People with low (high) need for be-
longing and a high level of FOMO will report higher (lower) po-
sitive mood.

1.3 | Social media interactivity and information
overload

Research shows that the need to belong positively relates to the level of
FoMO (Beyens et al., 2016; Wang et al., 2018). In addition, Wang et al.
(2018) indicate that increases in FOMO relate to higher levels of authentic
self-presentation. Self-presentation on social media requires immersion,
involvement, and interactivity; thus, FOMO wiill likely lead to an increase
in social media interactivity. Cognitive load theory argues that individuals
have limited information processing capabilities, identifying germane, in-
trinsic, and extraneous as the three types of load (Sweller, 1988). Pre-
sented in the realm of decision-making, information overload is a
phenomenon wherein consumers experience cognitive load due to finite
capacity and are unable to process information efficiently and effectively
(Malhotra, 1984). Information overload is defined as a condition that
occurs when individuals feel confused, have lower recall, make worse
decisions, experience lower performance, and/or encounter stress or

anxiety due to too much information (Eppler & Mengis, 2004).
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FIGURE 2 Conceptual model of Study 2 Part A

In its original definition, element interactivity applies to task con-
nectedness or the way that various elements of a set of tasks rely on
other elements to be successfully completed (Sweller, 1994). Whereas
low element interactivity tasks can be performed with very few elements
or in isolation, high element interactivity tasks require the simultaneous
knowledge of a large quantity of elements. In the realm of digital mar-
keting and social networking, interactivity is characterized by consensual
validation, influential ability, and group involvement, all of which require
effort (McMillan & Chavis, 1986). Given that a high level of interactivity is
a core goal in social networking, it may expose users to a high volume of
information about others. Thus, when individuals increase their inter-
activity on social media by deepening their involvement and increasing
their influence, they, in turn, may experience information overload

(Figure 2). As such, we hypothesize:

H2: Social media interactivity will mediate the effect of fear of missing
out (FOMO) on information overload on social media. Specifi-
cally, as FOMO increases, social media interactivity will increase.
And, as social media interactivity increases, information over-

load will increase.

14 | Autonomy and social media satisfaction

Research in decision making, especially in online environments shows that
when decisions are perceived to be difficult, information overload can
lead to lower decision satisfaction (Hu & Krishen, 2019). Information load
or overload is also associated with lower decision quality, efficiency, ac-
curacy, satisfaction, and emotional well-being (Li, 2016). Cognitive control
theory claims that individuals feel more in control (and therefore have
high levels of autonomy) when they are provided with large amounts of
information (Averill, 1973). However, when the information exceeds a

manageable level, we can surmise that they will experience information
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overload. Hence, we hypothesize that FOMO will decrease social media

satisfaction through information overload.

H3: Information overload on social media will mediate the effect of fear
of missing out (FOMO) on social media satisfaction. Specifically,
as FoMO increases, information overload on social media will
increase. Additionally, as information overload on social media

increases, social media satisfaction will decrease.

We also predict that the degree to which individuals perceive
themselves as autonomous on social media may have an effect on their
reaction to FOMO. After experiencing FOMO, users with high autonomy
may expose themselves to more information on social media than people
with low autonomy to prove that they are not impacted by other users.
Given that social media can be viewed as a medium where users can
present themselves in more authentic ways than in offline contexts
(Blackwood, 2019; Toffoletti & Thorpe, 2018), users with high autonomy
may feel the need to receive loads of information to make sure that their
own communication is authentic. Thus, we expect that autonomy might

boost the effect of FOMO on information overload (Figure 3):

H3a: Autonomy will moderate the effect of fear of missing out (FoMO)
on information overload whereby when FoMO is high, people
with high (low) autonomy will report more (less) information

overload.

1.5 | Negative emotions and social media action

In the context of social media interaction, Xie and Tsai (2021) find that
information overload can lead to social media fatigue, emotional ex-
haustion, and social media discontinuance. Thus, a high level of in-
formation overload can also decrease social media satisfaction. However,
the relationship between information overload and engagement with
social media advertising requires further interrogation. Not only does
information overload cause a host of negative emotions, including frus-
tration, anger, and stress, it also leads to changes in decision making
(lyengar & Lepper, 2000). For example, Yuksel et al. (2020) indicate that
information-overloaded individuals will not support a social cause that
they would otherwise support. The negative emotions faced by in-
dividuals when overloaded can increase rumination while making deci-
sions. Multiple scholars connect information overload with lower decision
quality (e.g., Jacoby et al, 1974), higher uncertainty, confusion, and
decision-based regret (Chen et al., 2009). Research also suggests that
consumers will have a higher switching likelihood (Chernev et al., 2015).
Regarding social media usage, we predict that information overload will
discourage users from reacting to social media advertisements (i.e., liking,
sharing, and commenting; Figure 4):

H4: Negative emotions will mediate the relationship between
information overload on social media engagement, whereby in-
formation overload will encourage consumer negative emotions

and then discourage engagement with social media advertising.

1.6 | Study1

This study investigates the relationship between FoMO and positive
mood and whether an individual's need to belong mediates this
relationship.

1.6.1 | Sample

University students from the southwestern part of the United
States participated in the online lab study to receive course credit.
The sample consists of 227 participants, 35.2% are male and 64.8%
are females. Ages range from 18 to 79 with a mean age of 26.7.
Caucasians consist of 58% of the sample while the rest of the sample
includes African Americans (6%), Asians (14%), Hawaiian/Pacific Is-
landers (2%), Spanish (1%), Hispanics (2%), Latinos (1%), and Other
(17%). Unemployed students consist of 59% while 14% are employed
students (20 h/week), 24% are employed students (30 h/week), and

unemployed/retired students include 3% of the sample.

1.6.2 | Procedures and measures

FoMO manipulation

Participants read a scenario in which Jordan decided to stay at home on a
Friday night and learned via social media that other people were engaging
in activities s/he could have participated in (adapted from Hayran
et al. [2016]). The manipulation group was told Jordan feared s/he would
not enjoy staying at home as much after s/he learned that others were
experiencing more fun and rewarding activities that s/he was missing.
The control group was told that Jordan would still enjoy staying home

because s/he did not fear others were experiencing more fun and

Autonomy I

Information Overload

SM Satisfaction

Fear of Missing Out

FIGURE 3 Conceptual model of Study 2 Part B

Negative Emotions

Engagement with
SM Advertising

Information Overload

FIGURE 4 Conceptual model of Study 3
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rewarding experiences that s/he was missing. All measures utilized Likert-

type 7-point scales.

FoMO state

FoMO state items measure how much participants agree that Jordan
was fearful, anxious, worried, and bothered about missing out on a
7-point Likert scale with end-points of strongly disagree/strongly
agree (a = 0.97) for the following items: “Jordan fears others are having
more rewarding experiences compared to her/himself.”; “Jordan is
worried when he/she finds out his/her friends are having fun without
him/her.”; “Jordan is anxious when he/she finds out his/her friends are
having fun without him/her.”; “Jordan is bothered by missing out on a
planned get-together that s(he) is not currently a part of.”

Positive mood
This measure is an item on a 7-point Likert scale with end-points of
very negative/very positive for the following question: “Based on the

scenario, please rate how Jordan may feel right now?”

Need to belong

This measure (The Need to Belong Scale; Leary et al., 2013; a=0.77)
includes ten items on a 5-point Likert scale with end-points of not at
all/extremely (e.g., “I try hard not to do things that will make other

people avoid or reject me.”; Appendix A).

1.6.3 | Results

Manipulation check

Initially, a one-way ANOVA test was conducted to check whether the
FoMO manipulation worked. The results indicated that there is a
significant difference of FOMO manipulation on the FOMO state level
(F(1,225)=90.18, p < 0.001). The low FoMO group reported a lower

B - WILEY——**

level of FOMO state (M = 3.68) than the high FOMO group (M = 5.59).
Thus, the manipulation successfully altered the level of FOMO state.

The moderation model (PROCESS model 1; Hayes, 2017) was
conducted at 5000 bootstrap samples at 95% confidence intervals
(Cls) to test the interaction effect of the FOMO state by need to
belong on positive mood. Confirming H1, there was a significant and
negative interactive effect of FOMO state by need to belong on
positive mood (b =-0.2464, SE=0.0814, t=-3.0284, p=0.0027,
LLCIl = -0.4067, ULCI = -0.0861). The moderating effect shows that
people with low need to belong and a high level of FOMO state report
higher positive mood (M = 5.42) compared to those with a high need
to belong (M = 2.63; see Figure 5).

1.6.4 | Discussion

Study 1 confirms the role of need to belong in relation to the FOMO
phenomenon in social media space. These results demonstrate how the
interaction between FoMO and an individual trait impacts social media
users' moods. Hence, FOMO as a negative feeling can trigger negative
mood depending on the level of need to belong. In the next study, we will
investigate FOMO's influence on social media interactivity, information
overload, and social media satisfaction. We will also explore the role of
autonomy (another individual trait) on the FOMO and information over-

load relationship.

1.7 | Study 2

This study aims to demonstrate: (1) FOMO's impact on information
overload while considering social media interactivity's mediating effect,
and (2) FoMO's influence on social media satisfaction with information

overload's mediation and autonomy's moderation effects.

Positive Mood

6.00
5.42
5.00
7
4.00
Low Need to
3.00 559 e Belong
- = High Need to
Belong
2.00
1.00
FIGURE 5 Study 1 interaction of FOMO by 0.00
need to belong on positive mood. FOMO, fear of ' .
Low FoMO High FoMO

missing out
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1.7.1 | Sample

The sample was collected by a professional marketing research
agency to provide appropriate heterogeneity in terms of the age,
education, occupation, and income levels of the respondents and
increase the ecological validity. The agency randomly drew the
sample from a panel consisting of respondents throughout the
US. Respondents were required to be at least 18 years old and
active participants on the Facebook social media networking site.
The sample consisted of 529 participants, of which 37.6% are
males and 61.2% are females. Ages range from 21 to 86 with a
mean age of 35. Caucasians consist of 45% of the sample while
the rest of the sample includes African Americans (16%), Native
Americans (2%), Asians (26%), Hawaiian/Pacific Islanders (5%),
and other (4%). Unemployed students consist of 17% of the po-
pulation while 30% are employed students (20 h/week), 47% are
employed students (30 h/week), and unemployed/retired stu-

dents comprise 6% of the sample.

1.7.2 | Measures

Fear of missing out

The fear of missing out construct (a = 0.90) consists of 10 items that
are adapted for social media (Przybylski et al., 2013). The items are on
a 7-point Likert scale with end-points of “not at all/very true” in
response to: “Please respond to the following statements with regard
to your feelings about using SOCIAL MEDIA NETWORKS.” The items
are as follows: “| fear the others have more rewarding experiences
than me on social media networks.”; “I fear that my friends have more
rewarding experiences than me on social media networks.”; "l get
worried when | find out my friends are having friends without me on
social media networks.”; ‘| get anxious when | don't know what my
friends are up to on social media networks.”; “It is important that |
understand my friends inside jokes on social media networks.”;
“Sometimes | wonder if | spend too much time keeping up with what
is happening on social media networks.”; “It bothers me when | miss
an opportunity to connect with friends on social media networks.”;
“When | have a good time, it is important for me to share the details
on social media networks (e.g., status updates).”; “When | miss out on
an event posted on social media networks, it bothers me.”; “When |
g0 on vacation, | continue to keep tabs on what my friends are doing
on social media networks.”

Information overload

The information overload construct (a = 0.89) consists of three items
(Malhotra, 1984; Soto-Acosta et al., 2014) on a 7-point Likert scale
with end-points of “not at all true/very true” (i.e., “There is too much
information for me”; “I am completely flooded by the information”;
“There is so much information that | am unable to consider all of it") in
response to the following question “Please respond to the following
statements with regard to YOURSELF and SOCIAL MEDIA
NETWORKS.”

Interactivity

The interactivity construct (a =0.82) consists of four items adapted
from McMiillan and Chavis (1986) on a 7-point Likert scale with end-
points of “not at all true/very true.” Items consist of: “They influence
my thoughts and activities”; “I am able to influence their actions and
feelings”; “My opinions matter to them”; “I care about what they think
of my actions”) in response to the following question: “Please re-
spond to the following statements with regard to other members on

social media platforms.”

Autonomy

The autonomy construct (a =0.66) consists of three items adapted
from Van den Broeck and colleagues on a 7-point Likert scale with
end-points of “not at all true/very true” (i.e., “I feel like | can be
myself”; “The tasks | have to do are in line with what | really want to
do”; “I feel free to use social media networks in the way | think they
can best be used”) in response to the following question “Please
respond to the following statements with regard to YOURSELF and
SOCIAL MEDIA NETWORKS.”

Social network satisfaction

The social network satisfaction construct (a =0.74) consists of four
items adapted from Krishen, Leenders, et al. (2019) and Lin (2008) on
a 7-point Likert scale with end-points of “not at all true/very true”
(i.e., “Social media networks help satisfy my information needs”;
“Overall | am satisfied with them”; “They help satisfy my social
needs”; “Overall, participation in social media networks has been an

unsatisfactory experience”).

1.7.3 | Results

The mediation model (PROCESS model 4, Hayes, 2017) was conducted at
5000 bootstrap samples at 95% Cls to test the mediating role of social
media interactivity between FOMO and information overload on social
media. All the variables were continuous and mean-centered.

Partially confirming H2, social media interactivity partially med-
iates the path between the FOMO level and information overload on
social media (b=0.12, SE=0.06, t=2.03, p=0.04, LLCI =0.0045 to
ULCI =0.2412). In particular, as FOMO increases, social media inter-
activity increases (b=0.47, SE=0.05, t=10.26, p<0.01, LLCI=
0.3756 to ULCI =0.5534). Furthermore, as social media interactivity
increases, information overload increases (b = 0.19, SE =0.05, t = 3.59,
p <0.01, LLCI =0.0860 to ULCI = 0.2945). These results indicate that
as social media users attempt to handle high FOMO through social
media interactions, they experience information overload, which
prevents them from processing further information.

(PROCESS model 7;
Hayes, 2017) was conducted at 5000 bootstrap samples at 95% Cls

to test the mediating role of social media information overload be-

The moderated mediation model

tween FOMO and social media satisfaction as well as the interaction
effect of FOMO by autonomy on information overload on social

media. All variables were continuous and mean-centered.
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Partially confirming H3, information overload on social media par-
tially mediates the path between the FOMO level and social media sa-
tisfaction (b=0.36, SE =0.0456, t=7.976, p=0.000, LLCI=0.2743 to
ULCI =0.4535). As FoMO increases, information overload on social media
increases (b =0.20, SE =0.06, t = 3.56, p < 0.01). Additionally, as informa-
tion overload on social media increases, social media satisfaction de-
creases (b =-0.07, SE=0.04, t =-2.11, p = 0.04). These findings indicate
that a high level of FOMO can decrease social media satisfaction for
individuals due to elevated information overload.

Furthermore, confirming H3a, autonomy moderates the relationship
between FoMO and information overload. There was a significant and
positive relationship between FOMO and information overload such that
as FoMO increases, information overload on social media increases
(SE=0.06, b=0.20, t =3.56, p < 0.01). There is no significant relationship
between autonomy and information overload (SE=0.06; b=-0.03,
t=-0.43, p=0.67). However, the interaction of FOMO by autonomy on
information overload is significant and positive (SE=0.04, b=0.13,
t=293, p<0.01). Low and high levels of autonomy were determined
utilizing spotlight analyses at one standard deviation above and below the
mean. Findings indicate that when FoMO is high, people with high au-
tonomy report more information overload (M =4.49) than people with
low autonomy (M =4.15; see Figure 6). These results imply that having a
high sense of autonomy on social media accompanies a boosted exposure
of information on social media for users with high FOMO; these users

may need to ensure that they are appearing more authentic than others.

1.7.4 | Discussion

Results of Study 2 show that FOMO can boost social media inter-
activity but also trigger information overload and decrease social

media satisfaction. Social media interactivity can be viewed as a

440
4.20
4.00

3.80

3.20

FIGURE 6 Study 2 Part B interaction effect of
FoMO by autonomy on social media information
overload. FOMO, fear of missing out

3.00

Low Autonomy
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coping mechanism after experiencing FoMO; high levels of in-
formation overload and low levels of social media satisfaction can be
conceptualized as FoMO's unintended negative consequences.
Findings also demonstrate that autonomy on social media can esca-
late FOMO's negative impact on information overload. The final study
will focus on the behavioral and marketing implications of informa-
tion overload on social media.

1.8 | Study 3

This study explores the effect of information overload on engage-
ment with social media advertising. Moreover, we will investigate
whether negative emotions mediate the relationship between in-
formation overload and engagement with social media advertising.
We specifically focus on liking, sharing, and commenting behaviors on

social media advertisements.

1.8.1 | Sample

A professional marketing research agency collected our sample
data from individuals between the ages of 18 and 65, living in the
United States, and who are active social media users. Participants
who answered reading check questions incorrectly were excluded
from the data set. The final sample consisted of 180 participants
(Mage = 36.15; 47.8% male, 51.1% female, 1.1% other gender).
Sixty-six percent of the sample identifies as White, 37% as Black/
African American while the rest of the sample identifies as Asians
(10%), Native American/Alaska Native (8%), Hispanic (5%), Latino
(3.3%), Spanish (1.7%), other (1.7%), and Native Hawaiian/Pacific
Islander (0.6%).

Information Overload

4.49

~ == == | ow FOMO
~ e High FOMO
3.57

High Autonomy
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1.8.2 | Measures

Information overload manipulation

Participants were randomly assigned to either low or high informa-
tion overload conditions, in which they were exposed to differing
amounts of information, similar to Hu and Krishen's (2019) manip-
ulation with varying numbers of product reviews. Participants either
saw a social media post that had two suggestions for well-being at
work and were requested to quickly skim it (low information overload
condition) or saw a social media post that had five suggestions for
well-being at work and were requested to carefully read it in detail
(high information overload condition).

Information overload level

We utilized the same information overload scale (a = 0.81) as in Study
2 (Malhotra, 1984; Soto-Acosta et al., 2014) to measure and check
the efficacy of the manipulation.

Negative emotions

The negative emotion construct (a=0.87) consists of three items.
Participants rated the degree of frustration, stress, and anxiety they
currently feel on a 7-point Likert-type scale with end-points of “Not
at all” and “Strongly agree” for the following question: “Please rate

how you feel right now.”

Engagement with social media advertising

The engagement with social media advertising construct (a =0.89)
consists of three items. Participants were requested to imagine
seeing an advertisement on their social media account that shows the
new sneaker designs from their favorite brand. Next, they were asked
to state how much they agree with the following statements: “l would
like this advertisement,” “I would share the sneakers' link with oth-
ers,” and “| would comment about these sneakers,” (adapted from
Krishen et al., [2021]) on a 7-point Likert scale with the end-points of

“strongly disagree” and “strongly agree.”

1.8.3 | Results

Manipulation check

First, a one-way ANOVA test was conducted to check whether the
information overload manipulation worked. The results showed that
there is a significant difference of information overload manipulation
on the information overload level (F (1, 178) = 10.94, p = 0.001). The
low information overload group reported a lower level of information
overload (M=3.61) than the high information overload group
(M =4.29). Thus, the information overload manipulation successfully
altered the information overload level.

The mediation model (PROCESS model 4; Hayes, 2017) was
conducted at 5000 bootstrap samples at 95% Cls to test the med-
iating role of negative emotions between information overload and
engagement with social media advertising. All continuous variables
defining the dependent variable were mean-centered.

Confirming H4, negative emotions fully mediates the path be-
tween information overload and engagement with social media ad-
vertising (b =-0.12, SE =0.0642, LLCI = -0.2591 to ULCI = -0.0128).
As information overload increases, individuals experience higher le-
vels of negative emotions (b=0.71, SE=0.2474, t=2.86, p <0.01).
Additionally, as negative emotions increase, engagement with
social media advertising decreases (b=-0.16, SE=0.06, t=-2.60,
p =0.01). Information overload has no significant direct effect on
engagement with social media advertising (b=-0.19, SE=0.21,
t=-0.91, p=0.36).

1.8.4 | Discussion

These findings demonstrate that a high level of information overload
can decrease social media users' advertising engagement due to
elevated negative emotions. When individuals use social media ex-
cessively, they feel negative emotions in the form of frustration,
anxiety, and stress and have less tendency to engage with products
on social media. Brand managers are advised to display their adver-
tisements to their target market on social media when those con-
sumers are not experiencing information overload, for example when

they initially sign into their accounts.

2 | GENERAL DISCUSSION

The social networking literature demonstrates both adaptive and
maladaptive behaviors associated with FOMO. In our research, the
Study 1 quantitative model indicates that the deleterious effects of
being in the state of FOMO can be moderated when individuals have
a lower level of need to belong. When people have a high level of
FoMO, having a low need to belong can result in a more positive
mood. In many circumstances, individuals with high FOMO are driven
to achieve a higher sense of belonging (Roberts & David, 2020);
however, needing to belong is not the only motivation to engage in
social media usage. In fact, other motivations such as autonomy may
also be the drivers of cognitive response and social media satisfaction
achievement.

FoMO can fluctuate based on the transient situational conditions
surrounding the social media interaction, such as the physical location
and conditions surrounding a person. For example, Studies 2 and 3
show that FOMO effects interactivity on social media as well as in-
formation overload and social media satisfaction. Particularly for the
models, we present in our second study, when individuals have high
levels of FOMO, they experience higher levels of interactivity that will
ultimately lead to information overload. These findings are consistent
with cognitive load theory, arguing that the complexity of relation-
ships, information, or involvement can all trigger feelings of overload.
This is two-pronged and includes the desire to share a true experi-
ence by reflecting an authentic self with others, while simultaneously
wanting to be knowledgeable about others in a way that allows in-

dividuals to remain true to themselves. Those with high levels of
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autonomy tend to want to display their authentic selves and be in
control of their image on social media. In the process of doing this,
they may need to post everything about themselves due to FOMO
but fall into a quandary between quantity and quality of engagement.

Finally, we demonstrate how information overload, shown to be
increased by FoMO in our previous studies, can lessen users' en-
gagement with social media advertising because it triggers negative
affect. These results show that FOMO not only influences users'
moods but also triggers their negative emotions of stress, frustration,
and anxiety. Negative affect discourages users from engaging in so-
cial media actions such as liking, sharing, and commenting on social
media advertisements, which can decrease word-of-mouth (WOM)
about products. These results provide new metrics (e.g., information
overload, emotions) for brand managers who aim to reach social
media users and encourage positive WOM.

Ultimately, we contribute to existing research by interrogating
the relationships of FOMO and information overload with SDT mo-
tivations and their potentially deleterious effects for consumers.
Moreover, our research can aid in the development of successful
interventions that can facilitate the transformation of maladaptive

behavioral responses into adaptive outcomes.

3 | CONCLUSIONS AND IMPLICATIONS

Social networking sites (SNSs) survive and thrive through their ability
to provide consumers with meaningful engagement and journeys
(Pancer et al.,, 2019). By developing and nurturing virtual environ-
ments that enhance social media satisfaction, these SNSs can do
better for their users, for themselves, for their sponsors, and for
society. FOMO, at a healthy level, is indeed an important mechanism
for consumer engagement and thus the success of many SNSs.
However, if social networking consumers experience more negative
emotions while engaging, both short and long-term, they will likely
spend less time on SNSs and engage less with social media adver-
tisements. Thus, marketers must consider the ultimate question—
what is the right level of FOMO to keep users engaged without ex-
periencing information overload? Depending on the SNS, marketers
may wish to achieve a balance of education and entertainment to
avoid the possibility of users' developing information overload from
the messaging and thereby defecting from the SNS.

Recent research by Wakefield and Wakefield (2018) indicates
that anxiety motivates individuals to limit the duration of the mes-
sages they post and that by using ephemeral technologies to auto-
mate the timing of posts, they experience less anxiety. Our research
is consistent with their findings because whereas FOMO can decrease
positive mood, it can also lead to enhanced social media satisfaction
when coupled with just enough information without overloading. To
aid consumers, brand marketers can provide mechanisms that may
reduce FoMO, tools to manage it, or other means of increasing
emotional connections with consumers (Karampela et al., 2020). For
instance, marketers can strategize the timing of their advertising

placements on social media. They can choose to display their
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advertisements at the beginning of users' sessions, morning hours, or
on weekend days when users presumably have more mental capacity
to process new information. Alternatively, marketers can present
their advertisements directly following the times when consumers
share content, because they may be more motivated to check new
content, post reactions, and experience positive emotions. Finally,
marketers can selectively not place their advertisements with
ephemeral content, or that which happens quickly as in the case of
Facebook or Instagram stories, because the fast pace of procession
might not give users enough time to evaluate advertisements and
react.

Health advocates can leverage technology to increase mean-
ingful engagement with social media consumers. For example, by
using semantic and sentiment analytics and tools, they can provide
opt-in messaging to consumers regarding their overall well-being and
mental health, ideally educating and entertaining them at the same
time. Marketers may also wish to consider sponsoring aspirational or
VIP virtual events by creating buzz wherein consumers may be ex-
cited to participate (addressing their need to belong); in such events,
all consumers would be able to attend, and no one would be ne-
glected (ideally decreasing the negative impact of FoMO)—thus
having potentially lucrative implications for marketers. Overall, our
research findings should be of interest to consumers, health ad-
vocates, and marketing practitioners.

Our study has several limitations and many of them point to pro-
mising future research. First, our three studies derive samples from vo-
luntary individuals, so we cannot rule out potential self-selection bias. We
utilized adult samples; adolescents are more sensitive to FOMO, so it
would also be beneficial to examine these relationships with adolescent
samples (Beyens et al., 2016; Franchina et al., 2018). Second, our studies
do not explore individual difference variables such as self-presentation
motives (Barasch & Berger, 2014) and self-enhancement needs
(Eisingerich et al., 2015), which influence online and social media posting
and sharing behaviors. Furthermore, we provided a quantitative approach
in all of our studies; however, our second study could have benefited
through multiple types of analyses, such as fuzzy set qualitative com-
parative analysis (fsQCA) in addition to our provided method. This type of
analysis could derive key relationships and multiple recipes for social
media satisfaction to augment our quantitative analyses. Lastly, we uti-
lized only one advertisement and one product category in Study 3. Future
studies can explore other SNS advertising with different types of
products.

Future research can expand our model by incorporating other
theoretically relevant constructs, alternative FOMO measures (e.g.,
Zhang et al., 2020), and their relationship with positive mood. Future
research should investigate whether FOMO can lead to potential
long-term positive outcomes, such as increasing the breadth of a
social network, having greater knowledge of and participation in
social events, and less loneliness. Finally, since digital technology
and social networking behaviors differ across various cultures (e.g.,
Krishen et al., 2021) and industries (e.g., Bui & Namin, 2019), un-
derstanding such differences as they relate to FOMO and information
overload may offer rich insights related to social media usage.
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APPENDIX A
The Need to Belong Scale
(Leary et al., 2013; a=0.77)

1. If other people don't seem to accept me, | don't let it bother me. (R)*

N

.| try hard not to do things that will make other people avoid or
reject me.

. | seldom worry about whether other people care about me. (R)

. | need to feel that there are people | can turn to in times of need.

. | want other people to accept me.

. | do not like being alone.

N o AW

. Being apart from my friends for long periods of time does not
bother me. (R)
. | have a strong “need to belong.”

[o2)

9. It bothers me a great deal when | am not included in other
people's plans.
10. My feelings are easily hurt when | feel that others do not ac-

cept me.

* (R) refers to reverse-scored items.
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