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Abstract 

Purpose: This study applies the stimulus–organism–response 

(S-O-R) framework to examine how Social Media Marketing 

Effectiveness (SMME) influences iPhone repurchase intention 

among Generation Z consumers in Indonesia, focusing on the 

mediating roles of Fear of Missing Out (FOMO), social 

comparison, and materialism. 

Methodology: Data were collected through an online 

questionnaire distributed to 285 Indonesian iPhone users who 

actively used social media. The proposed model was tested using 

Structural Equation Modeling with the Partial Least Squares 

(SEM-PLS) approach via SmartPLS. 

Results: The findings indicate that SMME significantly 

enhances FOMO, whereas social comparison positively 

influences both FOMO and materialism. However, FOMO did 

not significantly affect repurchase intention. In contrast, 

materialism has a significant positive effect on repurchase 

intention, indicating that it represents a stronger and more stable 

psychological pathway for repeat purchasing behavior than 

FOMO. 

Conclusions: The results suggest that while social media 

marketing can activate short-term emotional responses such as 

FOMO, more enduring value orientations such as materialism 

play a more decisive role in shaping repurchase intentions for 

high-involvement symbolic products such as iPhones. 

Limitations: This study relied on cross-sectional, self-reported 

data from Indonesian consumers, which limits causal inference 

and generalizability to other product categories or cultural 

contexts. 

Contributions: This study extends the S-O-R framework by 

contrasting short-term affective and long-term value-based 

psychological mechanisms in explaining repurchase intention, 

offering both theoretical insights and practical guidance for 

social media marketing strategies. 
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1. Introduction 
The global smartphone market is one of the most competitive and innovation-driven industries, shaped 

by rapid technological development and fierce brand rivalry (Hanaysha et al., 2021; Manzoor et al., 

2020). Premium brands, such as Apple, maintain their dominance not only through product innovation 

but also by positioning their devices as cultural symbols that reflect status, identity, and social 

belonging. The iPhone illustrates this dual role by serving both utilitarian and aspirational purposes. In 

such a saturated market, repurchase intention has become a critical strategic priority, as retaining loyal 
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consumers is more sustainable than acquiring new ones (Terblanche 2018). 

 

Generation Z, born between the late 1990s and early 2010s, represents the most digitally connected 

cohort. Their purchasing behavior is strongly influenced by interactive and visually engaging marketing 

content on platforms such as Instagram, TikTok and YouTube (Habib & Almamy, 2025; Sadikov, 

2025). These platforms serve as ecosystems for identity formation and social validation, making Gen 

Z particularly susceptible to psychological drivers such as social comparison, fear of missing out 

(FOMO), and materialism (Dinh & Lee, 2023; Gökerik, 2024; Shrestha et al., 2022). 

 

Indonesia offers a compelling context for examining these dynamics in several ways. With more than 

210 million active internet users and social media penetration exceeding 80 percent, smartphones and 

social platforms are deeply integrated into daily life (Asosiasi Penyelenggara Jasa Internet Indonesia, 

2024). Indonesian Gen Z consumers spend over four hours daily on digital media (Evita et al., 2023), 

making them highly exposed to influencer content, peer interactions, and lifestyle-driven campaigns 

that often influence switching and repurchasing behaviors. 

 

Despite extensive research on social media marketing and consumer behavior, there are still several 

gaps in the literature. Prior studies have predominantly focused on purchase or impulse buying 

intentions, while repurchase intention, especially for high-involvement and symbolically loaded 

products such as smartphones, has received less attention. Moreover, psychological drivers such as 

FOMO, social comparison, and materialism are often examined in isolation rather than within an 

integrated framework. Although the Stimulus–Organism–Response (S-O-R) model is widely used, 

empirical studies contrasting short-term affective responses and more stable value-based orientations 

in explaining repeat purchase behavior remain limited, particularly in emerging markets and among 

Gen Z consumers.  

 

This study addresses these gaps by integrating these constructs to explain the iPhone repurchase 

intention in Indonesia. The Stimulus–organism–response (SOR) framework explains how external 

marketing stimuli affect psychological states, which subsequently shape behavioral outcomes 

(Mehrabian & Russell, 1974). In this study, social media marketing effectiveness (SMME) is 

conceptualized as the stimulus, while FOMO, social comparison, and materialism represent organismic 

responses, and repurchase intention serves as a behavioral outcome.  

 

Although prior studies have examined these constructs separately, empirical research integrating 

SMME with these psychological mechanisms within a single SOR-based model, particularly in the 

context of Generation Z smartphone consumers in emerging markets, remains limited (Deliana et al., 

2024; Dinh & Lee, 2024). This study offers a novel contribution by simultaneously comparing short-

term affective responses (FOMO) and more stable value-based orientations (materialism) as parallel 

psychological pathways linking social media marketing to repurchase intentions. This study extends 

the application of the SOR framework to high-involvement symbolic products and provides new 

empirical evidence from the Indonesian market. 

 

2. Literature Review 
The Stimulus Organism Response (SOR) model (Mehrabian & Russell, 1974). provides a useful lens 

for explaining how marketing stimuli shape consumer behavior through internal psychological 

mechanisms. In social media contexts, Social Media Marketing Effectiveness (SMME) operates not 

only as an informational cue but also as a symbolic and social stimulus that constructs norms, 

aspirations, and identity-relevant meanings (Albutra et al., 2023; Vendri et al., 2023; Sağtaş, 2022).  

These stimuli are processed through organismic states such as social comparison, Fear of Missing Out 

(FOMO), and materialism, which represent interrelated cognitive and affective pathways (Dinh & Lee, 

2024; Hu et al., 2021; Martinac Dorčić et al., 2023). Social comparison reflects a cognitive-evaluative 

process in which individuals assess themselves against others’ curated online portrayals (Festinger, 

1954; Hu et al., 2021; Pedalino & Camerini, 2022), which heightens sensitivity to aspirational standards 

and social status cues.  
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This evaluative process fosters affective anxiety in the form of FOMO (Przybylski et al., 2013; Hattingh 

et al., 2022; Putta, 2022) and promotes the internalization of materialistic values, where possessions 

are viewed as central to success and happiness (Li et al., 2022; Zulkarnaen & Fitriani, 2023; Ling et al., 

2023). While FOMO primarily functions as a short-term motivational trigger that increases urgency 

and engagement in response to exclusive or time-limited marketing cues (Ardyan & Sanapang, 2023; 

Steinberger & Kim, 2022), materialism represents a more stable value orientation that strengthens 

symbolic consumption, brand attachment, and repeat purchasing behaviors (Lim et al., 2020; Pellegrino 

et al., 2022; Hussain et al., 2023). From an SOR perspective, these mechanisms jointly explain how 

effective social media marketing translates social and symbolic stimuli into enduring behavioral 

outcomes, particularly repurchase intentions for high-involvement and identity-relevant products such 

as smartphones (Terblanche, 2018; Dinh & Lee, 2024; Sigalingging & Tj, 2026). 

 

3. Methodology  
This study employed a quantitative research design to examine the relationships between social media 

marketing effectiveness, Fear of Missing Out (FOMO), social comparison, materialism, and iPhone 

repurchase intention among Indonesian consumers. Indonesia provides a relevant research context due 

to its high social media penetration, large Generation Z population, and strong symbolic positioning of 

smartphones, particularly iPhones, in everyday digital and social life. Primary data were collected using 

a structured online questionnaire distributed via WhatsApp, Instagram, TikTok, Facebook, and LINE, 

which resulted in 285 valid responses. A purposive sampling technique was used, targeting individuals 

who had previously purchased an iPhone, were active social media users, and were at least 18 years 

old, as this group was most exposed to social media marketing stimuli and relevant to the study 

objectives.  

 

The questionnaire was divided into two sections: an introductory part that explained the study purpose, 

voluntary participation, and confidentiality assurance, followed by the measurement items for each 

construct. A seven-point Likert scale, ranging from (1) strongly disagree to (7) strongly agree, was used 

to capture nuanced perceptions of the participants. A pilot test with 50 respondents was conducted prior 

to the main survey to ensure the clarity and reliability of the instrument. The final dataset met the 

minimum sample size requirement for SEM-PLS analysis, following the guideline of 5–10 respondents 

per indicator, thereby ensuring sufficient statistical power to evaluate the hypothesized relationships. 

Nevertheless, as the data were collected through a self-administered online survey, the results may be 

subject to common method, self-report, and sampling biases related to voluntary participation and 

internet access. These limitations should be considered when interpreting the findings. 
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4. Results and Discussions  
4.1 Social Media Marketing Effectiveness and FOMO 

Social media marketing effectiveness (SMME) has been shown to intensify psychological responses, 

such as the Fear of Missing Out (FOMO). Research indicates that users exposed to curated and 

aspirational content often feel excluded, leading to compulsive engagement (Servidio, 2021). Studies 

have confirmed that effective marketing strategies, such as influencer collaborations, real-time updates, 

and personalized storytelling, heighten the urgency to participate in trends and maintain social belonging 

(Handryani & Tj, 2026). These findings suggest that SMME not only drives engagement but also 

triggers FOMO as a central mechanism in shaping consumer   behavior. 

H1: The social media marketing effectiveness has a positive effect on FOMO. 

 

4.2 Social Comparison, FOMO, and Repurchase Intention 

Social comparison theory explains that individuals evaluate themselves in relation to others, a process 

that is amplified on social media, where curated lifestyles dominate (Dinh & Lee, 2022; Festinger, 

1954). Upward comparisons often generate inadequacy and anxiety, directly fueling FOMO (Putta, 

2022; Gokul Karthika, 2023). Empirical evidence shows that individuals with stronger social 

comparison orientations are more prone to FOMO and to compulsive online behaviors (Anwar et al., 

2020; Uram & Skalski, 2020). Generation Z, immersed in digital culture, is particularly vulnerable to this 

cycle, where influencer and peer content intensifies comparison-based anxiety (Alabri, 2022). While 

FOMO effectively stimulates initial engagement and impulsive purchases, its influence on repurchase 

intentions remains complex. Research suggests that FOMO-driven behaviors are often associated with 

compulsive checking and short-term gratification rather than with stable loyalty (Dinh & Lee, 2022; 

Steinberger & Kim, 2022). Some studies indicate that FOMO can reinforce repeat purchases in online 

marketplaces when mediated by trust and community effects (Bläse et al., 2024; Yildirimer and Yentür, 

2024). However, its primary effect is immediate rather than sustained, highlighting the contextual 

nature of FOMO in consumer decision-making.  

H2: Social comparison positively affects FOMO. 

H3:  FOMO positively eaffect snrepurchasn. 

 

4.3 Social Comparison, Materialism, and Repurchase Intention 

Social comparison also strongly predicts materialism, as frequent exposure to influencers and peers 

encourages consumers to internalize possessions as markers of success (Dinh and Lee, 2022; Waqar et 

al., 2023). Individuals who engage in upward comparisons are more likely to develop materialistic 

values that shape their consumption motivation (Ling et al., 2023). Materialism acts as a bridge to 

purchasing behavior, as consumers seek products that enhance identity expression and social validation 

(Usmani & Ejaz, 2020; Lucky et al., 2023; Yunanto et al., 2025). In the smartphone context, 

materialistic orientations reinforce brand attachment and increase the likelihood of repeat purchase 

(Firmansyah et al., 2024; Pratisthita et al., 2022).  

H4: Social comparison positively affects materialism. 

H5: Materialism positively affects repurchase intention. 

 

4.4 Respondent Characteristics 

Table 1 shows the respondent distribution, with the majority of participants in this study being female 

(66.7%), while male respondents accounted for 33.3%. In terms of age, most respondents fell within the 

21–23 years old category (65.6%), followed by those aged 24–27 years (32.3%), while only a small 

proportion were aged 18–20 years (2.1%). Regarding residency, the vast majority of respondents were 

from Java (87.7%), with smaller proportions from Kalimantan (3.9%), Sumatra (2.8%), Bali (2.5%), 

Sulawesi (1.8%), and other Eastern Indonesian regions (1.4%). This distribution highlights that the 

sample is dominated by young adults residing in Java, which reflects the demographic concentration of 

Generation Z on Indonesia’s most populous island. Regarding job roles, the largest group consisted of 

students (74%), followed by employees working in public or private institutions (14.7%), entrepreneurs 

or self-employed individuals (7.7%), housewives (2.6%), teachers (0.7%), and freelancers (0.4%). This 

indicates that the sample was primarily composed of digitally active students while still capturing 

perspectives from diverse professional backgrounds. 
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Table 1. 

Respondents Total Percentage (%) 

Gender   

Male 95 33.3 

Female 190 66.7 

Age   

18-20 years old 6 2.1 

21-23 years old 187 65.6 

24-27 years old 92 32.3 

Residency   

Bali 7 2.5 

Java 250 87.7 

Kalimantan 11 3.9 

Sulawesi 5 1.8 

Sumatra 8 2.8 

Other Eastern Indonesia   

Regions 4 1.4 

Job Role   

Freelance 1 0.4 

Teacher 2 0.7 

Housewives 7 2.6 

Public/Private Employees 42 14.7 

 

4.5 Outer Model 

Hair et al. (2021) describe the first stage of Partial Least Squares-Structural Equation Modeling (PLS-

SEM) as the evaluation of the measurement model, also referred to as the outer model. This stage 

assesses how effectively latent variables are represented by their indicators and ensures that the 

validity and reliability criteria are met. Outer model evaluation involves three key components: 

convergent validity, discriminant validity, and internal consistency reliability. Convergent validity 

measures the extent to which indicators reflect the construct they are intended to represent, with 

recommended thresholds of factor loadings above 0.50 and an Average Variance Extracted (AVE) 

greater than 0.50, indicating that more than half of the variance in indicators is explained by the 

construct (Hair et al., 2019).  

 

Discriminant validity, on the other hand, ensures that each construct is distinct from the others by 

comparing indicator loadings across constructs, which requires that the square root of a construct’s 

AVE exceeds its correlations with other constructs (Hair et al., 2021). Reliability was then assessed to 

confirm that the measurement items consistently captured the same construct. Both Composite 

Reliability (CR) and Cronbach’s alpha are commonly used, with values above 0.70 indicating strong 

internal consistency. While Cronbach’s alpha assumes equal weighting of indicators, CR accounts for 

varying indicator loadings, making it particularly appropriate for PLS-SEM applications (Hair et al., 

2021). Overall, evaluating the outer model is a critical step in ensuring the accuracy, reliability, and 

quality of the measurement model before proceeding to structural path analysis. 
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Table 2. Results of Convergent Validity and Reliability Test 

Variables Items Standardization 

factor load 

Cronbach’s α CR AVE 

Social SMME 1 0.653 0.971 0.973 0.578 

Media Effectiven 

Marketing 

SMME 2 0.765    

 SMME 3 0.799    

 SMME 4 0.737    

 SMME 5 0.749    

 SMME 6 0.903    

 SMME 7 0.917    

 SMME 8 0.881    

 SMME 9 0.873    

 SMME 10 0.869    

 SMME 11 0.858    

 SMME 12 0.798    

 SMME 13 0.889    

 SMME 14 0.871    

 SMME 15 0.874    

 SMME 16 0.836    

 SMME 17 0.833    

 SMME 18 0.815    

 SMME 19 0.861    

 SMME 20 0.862    

 SMME 21 0.772    

 SMME 22 0.784    

 SMME 23 0.877    

 SMME 24 0.887    

 SMME 25 0.876    

 SMME 26 0.844    

 SMME 27 0.858    

Fear/ Of FO1 0.777 0.851 0.886 0.566 

Missing Out FO2 0.770    

 FO3     

 FO4 0.828    

 FO5     

 FO6 0.717    

 SC1 SC2 0.660    

 SC3 SC4     

 SC5 SC6 0.753    

Social Comparison MA1 0.817 0.919 0.947 0.713 

  0.890    

  0.794    

  0.843    

  0.845    

  0.873    

  0.817    

Materialism MA2 0.729 0.873 0.908 0.663 

 MA3 0.799    
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 MA4 0.865    

 MA5 0.854    

Repurchase Intention RI1 0.830 0.862 0.904 0.702 

 RI2 0.812    

 RI3 0.894    

 RI4 0.813    

 

4.6 Inner Model 

In Structural Equation Modeling using Partial Least Squares (SEM-PLS), the evaluation of the inner 

model focuses on analyzing the relationships among latent constructs. Several statistical measures were 

employed to assess the quality and predictive capability of the model. Path coefficients were examined 

to evaluate the strength and direction of the hypothesized relationships, with values closer to 1 

indicating strong positive associations and values near -1 suggesting strong negative associations. The 

coefficient of determination (R²) was used to measure explanatory power, where values of 0.75, 0.50, 

and 0.25 represent substantial, moderate, and weak predictive accuracy, respectively (Hair et al., 2021). 

Predictive relevance (Q²) was also tested to verify the model’s out-of-sample predictive capability; Q² 

values greater than zero suggest that the model has predictive relevance for the given endogenous 

construct (Hair et al., 2021). Finally, mediation analysis was performed using the bootstrapping procedure 

in SmartPLS to test the significance of indirect effects and clarify the mediating role of the selected 

constructs. 

 

4.7 Coefficient of Determination Test (R Square) 

Table 3. R-Square 

 R-square 

FOMO 0.045 

Materialism 0.494 

Repurchase Intention 0.033 

 

Table 4. Result of Hypothesis Test 

 Original sample T statistics P-values  

SMME -> FOMO 0.370 2.132 0.017 H1 Accepted 

Social_Comparison -> 

FOMO 

0.364 1.871 0.031 H2 Accepted 

FOMO -> 

Repurchase_Intention 

0.073 0.522 0.301 H3 Not Accepted 

Social_Comparison -> 

Materialism 

0.703 16.438 0.000 H4 Accepted 

Materialism -> 

Repurchase_Intention 

0.179 1.841 0.033 H5 Accepted 

 

For the first path, SMME → FOMO, the findings indicated a significant effect, with a coefficient of 

0.370, a t-value of 2.391, and a p-value of 0.017. For the second path, Social Comparison → FOMO, 

the effect was also statistically significant, characterized by a coefficient of 0.364, a t-value of 2.160, 

and a p-value of 0.031. However, the third path, FOMO → Repurchase Intention, did not show 

statistical significance, with a coefficient of 0.073, t-value of 1.032, and p-value of 0.301, indicating 

that H3 is not supported. In the next relationship, Social Comparison → Materialism, the results revealed 

a highly significant effect, with a coefficient of 0.703, t-value of 13.982, and p-value of 0.000, 

confirming H4. Finally, for the path Materialism → Repurchase Intention, the analysis demonstrated a 

significant effect, with a coefficient of 0.179, t-value of 2.131, and p-value of 0.033, thus supporting 

H5. 
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4.7 Discussion 

The findings of this study provide strong support for the stimulus–organism–response (SOR) 

framework by demonstrating how social media marketing effectiveness (SMME) as a stimulus shapes 

repurchase behavior through distinct psychological mechanisms. First, the significant effect of SMME 

on Fear of Missing Out (FOMO) supports H1 and confirms the SOR assumption that emotionally and 

socially rich marketing stimuli activate affective organismic states (Mehrabian & Russell, 1974). This 

result is consistent with prior research showing that personalized content and influencer-based 

communication intensify urgency and social belonging (Chakrabarti Almamy, 2025; Chakrabarti, 

2024).  

 

Second, the significant effect of social comparison on FOMO supports H2  and aligns with social 

comparison theory (Festinger, 1954), which posits that upward comparisons in digitally curated 

environments increase anxiety and self-evaluative concerns (Steinberger & Kim, 2022; Wang, 2023). 

However, the non-significant relationship between FOMO and repurchase intention leads to the 

rejection of H3 and suggests that FOMO operates primarily as a short-term affective trigger rather than 

a stable driver of repeat purchasing, consistent with Hayran et al. (2020) and Mustikasari et al. (2025).  

 

In contrast, the strong effect of social comparison on materialism supports H4 and indicates that repeated 

exposure to aspirational social cues fosters the internalization of value-based orientations toward 

possessions (Ling et al., 2023; Pellegrino et al., 2022). Finally, the significant effect of materialism on 

repurchase intention supports H5 and confirms that materialism functions as a more enduring 

organismic mechanism that translates symbolic consumption motives into repeated purchase behavior, 

particularly for identity-relevant products such as the iPhone. Taken together, these findings refine the 

SOR framework by distinguishing between short-term affective responses (FOMO) and long-term 

value-based orientations (materialism) as parallel but unequal pathways linking social media marketing 

stimuli to repurchase behavior conclusions 

 

5. Conclusions 

5.1 Conclusion 

This study examines the effects of social media marketing effectiveness, social comparison, FOMO, 

and materialism on repurchase intention among iPhone users in Indonesia using 285 valid responses 

analyzed with the SEM-PLS. The findings show that social media marketing effectiveness and social 

comparison significantly increase FOMO, whereas FOMO does not significantly influence repurchase 

intention. In contrast, social comparison strongly enhances materialism, which significantly drives 

repurchase intention.  

 

These results indicate that while FOMO mainly functions as a short-term affective trigger, materialism 

represents a more stable value-based mechanism that sustains repeated purchasing behavior. From a 

managerial perspective, the findings suggest that technology brands should not rely solely on urgency-

based tactics but should also cultivate aspirational brand meanings and identity-relevant value 

propositions. For brands such as Apple, positioning products as both functional tools and lifestyle 

symbols can strengthen emotional attachment and encourage loyalty. At a broader level, the results 

highlight the importance of promoting digital literacy and mindful consumption among Generation Z 

consumers. 

 

5.2 Research Limitation 

Despite these contributions, this study has several limitations. First, the sample size was relatively 

modest and relied on self-reported data, which may have introduced common method and social 

desirability biases. Second, the cross-sectional research design limits the ability to draw causal 

inferences from the studied variables. Third, the focus on Indonesian iPhone users restricts the 

generalizability of the findings to other countries, cultural contexts, and product categories. Finally, the 

model does not incorporate other potentially important determinants of repurchase intention, such as 

brand trust, peer influence, price sensitivity, and ecosystem lock-in effects. 
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5.3 Suggestion and Direction for Future Research 

Future studies should expand the model by incorporating additional psychological and marketing-

related variables, such as brand trust, perceived value, peer influence, and pricing strategies, to provide 

a more comprehensive explanation of repurchase behaviors. Longitudinal or experimental research 

designs are recommended to better capture causal relationships and changes in consumer motivation 

over time. Moreover, extending the investigation beyond smartphones to other product categories, such 

as fashion, travel, or digital services, would enhance the external validity of the findings. Finally, 

qualitative approaches, including in-depth interviews or focus groups, could provide richer insights into 

the underlying psychological processes that shape repurchase behavior in digital consumer markets. 

 

References 
Alabri, A. (2022). Fear of missing out (FOMO): The effects of the need to belong, perceived centrality, 

and fear of social exclusion. Human Behavior and Emerging Technologies, 2022(1), 1-12. 

https://doi.org/10.1155/2022/4824256 

Albutra, A. R., Pornes, N. C., & Almagro, R. E. (2023). The Influence of Social Media Marketing 

Efforts on Brand Perception of Customers. Journal of Sustainable Tourism and 

Entrepreneurship, 4(3), 205–222. https://doi.org/10.35912/joste.v4i3.2099 

Anwar, Z., Fury, E. D., & Fauziah, S. R. (2020). The Fear of Missing Out and Usage Intensity of Social 

Media. Proceedings of the 5th ASEAN Conference on Psychology, Counselling, and Humanities 

(ACPCH 2019) 395 183-187. https://doi.org/10.2991/assehr.k.200120.038 

Ardyan, E., & Sanapang, G. M. (2023). Online Compulsive Buying and Brand Addiction in Indonesia: 

The Importance of Using Fear of Missing Out and Social Commerce Interactivity. Journal The 

Winners, 24(2), 117–126. http://10.21512/tw.v24i2.10817 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2024). APJII: Jumlah Pengguna Internet Indonesia 

Tembus 221 Juta Orang. Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). 

https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-juta-orang 

Bläse, R., Filser, M., Kraus, S., Puumalainen, K., & Moog, P. (2024). Non‐sustainable buying behavior: 

How the fear of missing out drives purchase intentions in the fast fashion industry. Business 

Strategy and the Environment, 33(2), 626–641. https://doi.org/10.1002/bse.3509 

Chakrabarti, D. (2024). A Study on How Social Media FOMO (Fear of Missing Out) Impacts the Gen 

Z Audience. Available at SSRN 4964157. 

Deliana, S. R., Afifah, N., Listiana, E., Shalahuddin, A., & Hasanudin, H. (2024). The influence of fear 

of missing out (FoMO) and hedonism on online impulse buying in Generation Z Shopee users 

with subjective norm and attitude as mediation variables. Journal of Management Science 

(JMAS), 7(1), 206–216. 

Dinh, T. C. T., & Lee, Y. (2022). “I want to be as trendy as influencers”–how “fear of missing out” 

leads to buying intention for products endorsed by social media influencers. Journal of Research 

in Interactive Marketing, 16(3), 346–364. https://doi.org/10.1108/JRIM-04-2021-0127 

Dinh, T. C. T., & Lee, Y. (2024). Social media influencers and followers’ conspicuous consumption: 

The mediation of fear of missing out and materialism. Heliyon, 10(16). 

https://doi.org/10.1016/j.heliyon.2024.e36387 

Evita, N., Prestianta, A. M., & Asmarantika, R. A. (2023). Patterns of media and social media use in 

generation z in Indonesia. Jurnal Studi Komunikasi, 7(1), 195–214. 

https://doi.org/10.25139/jsk.v7i1.5230 

Festinger, L. (1954). A theory of social comparison processes. Human Relations, 7(2), 117–140. 

https://doi.org/10.1177/001872675400700202 

Firmansyah, Y., Hardiyanto, N., Rafdinal, W., & Juniarti, C. (2024). The Power of Perception: 

Exploring Country Image, Quality, Value, and Repurchase Intentions in Chinese Smartphone 

Brands. JURISMA: Jurnal Riset Bisnis & Manajemen, 14(1), 153–166. 

https://doi.org/10.34010/jurisma.v14i1.12496 

Gökerik, M. (2024). The mediating role of brand trust in the effect of social media marketing on 

repurchase behaviour. Turkish Journal of Marketing, 9(2), 36–51. 

https://doi.org/10.30685/tujom.v9i2.195 

Gokul, G., & Karthika, C. (2023). The Impact of Fear of Missing Out (FoMO) On Social Media Users 

https://doi.org/10.1155/2022/4824256
https://doi.org/10.35912/joste.v4i3.2099
https://doi.org/10.2991/assehr.k.200120.038
http://10.0.84.8/tw.v24i2.10817
https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-juta-orang
https://doi.org/10.1002/bse.3509
https://doi.org/10.1108/JRIM-04-2021-0127
https://doi.org/10.1016/j.heliyon.2024.e36387
https://doi.org/10.25139/jsk.v7i1.5230
https://doi.org/10.1177/001872675400700202
https://doi.org/10.34010/jurisma.v14i1.12496
https://doi.org/10.30685/tujom.v9i2.195


2026 | Studi Akuntansi, Keuangan, dan Manajemen/ Vol 5 No 3, 429-440 

438 

of Kerala. ShodKosh: Journal of Visual and Peforming Arts Communicating with Communities: 

Transcending the Borders, 4, 181–198. https://10.29121/shodhkosh.v4.i1SE.2023.4 59 

Habib, S., & Almamy, A. (2025). Impact of FOMO on social media engagement and impulse buying 

of lifestyle products: mediation analysis. Journal of Innovative Digital Transformation. 2(2) 176-

195. https://doi.org/10.1108/JIDT-01-2025-0004 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial Least 

Squares Structural Equation Modeling (PLS-SEM) Using R. Springer International Publishing. 

https://doi.org/10.1007/978-3-030-80519-7 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results 

of PLS-SEM. European Business Review, 31(1), 2–24. https://doi.org/10.1108/EBR-11-2018-

0203 

Hanaysha, J. R., Sharma, A., & Momani, A. M. (2021). An Exploration of Social Media Marketing 

Features and Brand Loyalty in the Fast Food Industry. Journal of Content, Community and 

Communication, 14(8), 81–92. https://doi.org/10.31620/jccc.12.21/08 

Handryani, V., & Tj, H. W. (2026). The Effect of Digital Marketing and Sales Promotions on Consumer 

Purchasing Decisions Mediated by Brand Awareness. Journal of Digital Business and Marketing, 

2(1), 1–20. https://doi.org/10.35912/jdbm.v2i1.3823 

Hattingh, M., Dhir, A., Ractham, P., Ferraris, A., & Yahiaoui, D. (2022). Factors mediating social 

media-induced fear of missing out (FoMO) and social media fatigue: A comparative study among 

Instagram and Snapchat users. Technological Forecasting and Social Change, 185, 122099. 

https://doi.org/10.1016/j.techfore.2022.122099 

Hayran, C., Anik, L., & Gürhan-Canli, Z. (2020). A Threat to Loyalty: Fear of Missing Out (FOMO) 

Leads to Reluctance to Repeat Current Experiences. PLOS ONE, 15(4), e0232318. 

https://doi.org/10.1371/journal.pone.0232318 

Hu, Y., Zhou, M., Shao, Y., Wei, J., Li, Z., Xu, S., Maguire, P., & Wang, D. (2021). The Effects of 

Social Comparison and Depressive Mood on Adolescent Social Decision-Making. BMC 

Psychiatry, 21(1). https://doi.org/10.1186/s12888-020-02928-y 

Hussain, K., Fayyaz, M. S., Shamim, A., Abbasi, A. Z., Malik, S. J., & Abid, M. F. (2023). Attitude, 

Repurchase Intention and Brand Loyalty toward Halal Cosmetics. Journal of Islamic Marketing, 

15(2), 293–313. https://doi.org/10.1108/JIMA-08-2022-0210 

Lim, W. M., Phang, C. S. C., & Lim, A. L. (2020). The Effects of Possession- and Social Inclusion-

Defined Materialism on Consumer Behavior toward Economical versus Luxury Product 

Categories, Goods versus Services Product Types, and Individual versus Group Marketplace 

Scenarios. Journal of Retailing and Consumer Services, 56, 102158. 

https://doi.org/10.1016/j.jretconser.2020.102158 

Ling, Y., Gao, B., Jiang, B., Fu, C., & Zhang, J. (2023). Materialism and Envy as Mediators Between 

Upward Social Comparison on Social Network Sites and Online Compulsive Buying Among 

College Students. Frontiers in Psychology, 14. https://doi.org/10.3389/fpsyg.2023.1085344 

Lucky, O. S., Aisjah, S., & Ningrum, A. P. (2023). The Impacts of Store Price Image and Brand Image 

on Repurchase Intention with Customer Satisfaction as Mediation. International Journal of 

Research in Business and Social Science, 12(1), 22–30. 

https://doi.org/10.20525/ijrbs.v12i1.2269 

Manzoor, U., Baig, S. A., Hashim, M., & Sami, A. (2020). Impact of Social Media Marketing on 

Consumer’s Purchase Intentions: The Mediating Role of Customer Trust. International Journal 

of Entrepreneurial Research, 3(2), 41–48. https://doi.org/10.31580/ijer.v3i2.138 

Martinac Dorčić, T., Smojver-Ažić, S., Božić, I., & Malkoč, I. (2023). Effects of Social Media Social 

Comparisons and Identity Processes on Body Image Satisfaction in Late Adolescence. Europe’s 

Journal of Psychology, 19(2), 220–231. https://doi.org/10.5964/ejop.9885 

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental Psychology. MIT Press. 

Mustikasari, A., Hurriyati, R., Dirgantari, P. D., Sultan, M. A., & Sugiana, N. S. S. (2025). Fear of 

Missing Out (FoMO) and Recommendation Algorithms: Analyzing Their Impact on Repurchase 

Intentions in Online Marketplaces. EBSCOhost. https://10.14569/ijacsa.2025.0160412 

 

 

Pedalino, F., & Camerini, A.-L. (2022). Instagram use and body dissatisfaction: The mediating role of 

https://10.0.113.193/shodhkosh.v4.i1SE.2023.4%2059
https://doi.org/10.1108/JIDT-01-2025-0004
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.31620/jccc.12.21/08
https://doi.org/10.35912/jdbm.v2i1.3823
https://doi.org/10.1016/j.techfore.2022.122099
https://doi.org/10.1371/journal.pone.0232318
https://doi.org/10.1186/s12888-020-02928-y
https://doi.org/10.1108/JIMA-08-2022-0210
https://doi.org/10.1016/j.jretconser.2020.102158
https://doi.org/10.3389/fpsyg.2023.1085344
https://doi.org/10.20525/ijrbs.v12i1.2269
https://doi.org/10.31580/ijer.v3i2.138
https://doi.org/10.5964/ejop.9885
https://openurl.ebsco.com/EPDB:gcd:15:5154671/detailv2?sid=ebsco:Aplink:scholar&id=ebsco:gcd:185173631&crl=c&link_origin=none


2026 | Studi Akuntansi, Keuangan, dan Manajemen/ Vol 5 No 3, 429-440 

439  

upward social comparison with peers and influencers among young females. International 

Journal of Environmental Research and Public Health, 19(3), 1543. 

https://doi.org/10.3390/ijerph19031543 

Pellegrino, A., Abe, M., & Shannon, R. (2022). The dark side of social media: Content effects on the 

relationship between materialism and consumption behaviors. Frontiers in Psychology, 13. 

https://doi.org/10.3389/fpsyg.2022.870614 

Pratisthita, D. A. A. P., Yudhistira, P. G. A., & Agustina, N. K. W. (2022). Effect of brand positioning, 

brand image, and perceived price on consumer repurchase intention low-cost carrier. Jurnal 

Manajemen Teori Dan Terapan | Journal of Theory and Applied Management, 15(2), 181–195. 

https://doi.org/10.20473/jmtt.v15i2.35715 

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). Motivational, emotional, and 

behavioral correlates of fear of missing out. Computers in Human Behavior, 29(4), 1841–1848. 

https://doi.org/10.1016/j.chb.2013.02.014 

Putta, S. K. (2022). Passive Instagram Use and Emerging Indian Female Adult Wellbeing: A Mediation 

Analysis of Social Comparison and FoMO during COVID-19. International Journal of Research 

- GRANTHAALAYAH, 10(12). https://doi.org/10.29121/granthaalayah.v10.i12.2022.4936 

Sadikov, S. (2025). Digital Marketing in Higher Education: Role and Prospects. Journal of 

Multidisciplinary Academic Business Studies, 3(1), 59–69. 

https://doi.org/10.35912/jomabs.v3i1.3741 

Sağtaş, S. (2022). The Effect of Social Media Marketing on Brand Equity and Consumer Purchasing 

Intention. Journal of Life Economics, 9(1), 21–31. https://doi.org/10.15637/jlecon.9.1.02 

Servidio, R. (2021). Fear of Missing Out and Self-Esteem as Mediators of the Relationship between 

Maximization and Problematic Smartphone Use. Current Psychology, 42(1), 232–242. 

https://doi.org/10.1007/s12144-020-01341-8 

Shrestha, A., Karki, A., Bhushan, M., Joshi, S., & Gurung, S. (2023). Effects of Social Media Marketing 

on Consumer Buying Behavior. New Perspective: Journal of Business and Economics, 6(1), 74–

82. https://doi.org/10.3126/npjbe.v6i1.58916 

Sigalingging, G. P., & Tj, H. W. (2026). The Effect of Product Quality and Brand Awareness on 

Consumers’ Purchase Intention: The Mediating Role of Social Media Marketing. Journal of 

Digital Business and Marketing, 2(1), 21–37. https://doi.org/10.35912/jdbm.v2i1.3844 

Steinberger, P., & Kim, H. (2022). Social Comparison of Ability and Fear of Missing Out Mediate the 

Relationship between Subjective Well-Being and Social Network Site Addiction. Center for Open 

Science. https://doi.org/10.31234/osf.io/nxh5t 

Terblanche, N. S. (2018). Revisiting the Supermarket In-Store Customer Shopping Experience. Journal 

of Retailing and Consumer Services, 40, 48–59. https://doi.org/10.1016/j.jretconser.2017.09.004 

Uram, P., & Skalski, S. (2020). Still Logged In? The Link Between Facebook Addiction, FoMO, Self-

Esteem, Life Satisfaction and Loneliness in Social Media Users. Psychological Reports, 125(1), 

218–231. https://doi.org/10.1177/0033294120980970 

Usmani, S., & Ejaz, A. (2020). Consumer Buying Attitudes towards Counterfeit and Green Products: 

Application of Social Comparison Theory and Materialism. South Asian Journal of Management 

Sciences, 14(1), 82–103. https://doi.org/10.21621/sajms.2020141.05  

Vendri, I. S., Lita, R. P., & Verinita, V. (2023). The Influence of Social Media Marketing Activities on 

Brand Equity and Purchase Intention (Study of Silungkang Restaurant Instagram Followers). 

Journal of Social Research, 2(7), 2583–2597. https://doi.org/10.55324/josr.v2i7.1462 

Wang, J. (2023). The Impact of Social Media on Body Image Perception and Eating Disorders. Journal 

of Innovations in Medical Research, 2(9), 36–40. https://doi.org/10.56397/jimr/2023.09.06 

Waqar, A., Javed, Z., & Rasool, A. (2023). Brand Consciousness, Social Comparison and Materialism 

Amongst Teenagers. Pakistan Journal of Humanities and Social Sciences, 11(2). 

https://doi.org/10.52131/pjhss.2023.1102.0416 

Yildirimer, K. S., & Yentür, D. B. (2024). FOMO in Modern Societies: Digital Addiction and Its 

Psychological-Sociological Effects. International Journal of Social Science and Human 

Research, 7(11). https://doi.org/10.47191/ijsshr/v7-i11-80 

 

 

Yunanto, W., Sugiat, M. A., & Ariyanti, M. (2025). Impact of Social Media Marketing Activity on 

https://doi.org/10.3390/ijerph19031543
https://doi.org/10.3389/fpsyg.2022.870614
https://doi.org/10.20473/jmtt.v15i2.35715
https://doi.org/10.1016/j.chb.2013.02.014
https://doi.org/10.29121/granthaalayah.v10.i12.2022.4936
https://doi.org/10.35912/jomabs.v3i1.3741
https://doi.org/10.15637/jlecon.9.1.02
https://doi.org/10.1007/s12144-020-01341-8
https://doi.org/10.3126/npjbe.v6i1.58916
https://doi.org/10.35912/jdbm.v2i1.3844
https://doi.org/10.31234/osf.io/nxh5t
https://doi.org/10.1016/j.jretconser.2017.09.004
https://doi.org/10.1177/0033294120980970
https://doi.org/10.21621/sajms.2020141.05
https://doi.org/10.55324/josr.v2i7.1462
https://doi.org/10.56397/jimr/2023.09.06
https://doi.org/10.52131/pjhss.2023.1102.0416
https://doi.org/10.47191/ijsshr/v7-i11-80


2026 | Studi Akuntansi, Keuangan, dan Manajemen/ Vol 5 No 3, 429-440 

440 

Brand Loyalty. Journal of Multidisciplinary Academic Business Studies, 2(3), 273–285. 

https://doi.org/10.35912/jomabs.v2i3.2899 

Zulkarnaen, W., & Fitriani, I. D. (2023). Analysis of the Influence of Celebrity Endorser and Social 

Media Marketing on Brand Awareness in E-Commerce Customers. Jurnal Ilmiah Manajemen, 

Ekonomi, & Akuntansi (MEA), 7(2), 1934–1948. https://doi.org/10.31955/mea.v7i2.3922 

 

https://doi.org/10.35912/jomabs.v2i3.2899
https://doi.org/10.31955/mea.v7i2.3922

