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Abstract 

Perception of fear of missing out (FoMO) has been a prevalent phenomenon in social 
media users. Adopting questionnaire survey, the finding shows that Chinese social media 
users are experiencing FoMO, and younger people with higher level of FoMO. In detail, 
FoMO is significantly related to social media engagement, both of its frequency and 
single-use time. And sex is a important moderator, females are more likely to increase 
social media engagement, it was different from non-Asian users in dealing with FoMO. 
The finding also shows FoMO can promote users information behavior, such as liking, 
commenting and forwarding, but the promotion of information avoidance behavior, 
such as diving, shielding and ignoring, requires further research. 
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1. INTRODUCTION 

Nowadays there is a common phenomenon that many people subconsciously check and view 
their mobile devices, refreshing social media such as Facebook, Instagram, WeChat again and 
again, browsing, searching, like and forwarding the information on social media as well. Global 
Digital 2019 reports also reveal that social media user are growing by 288 million since last year. 
In detail, there are 5.11 billion unique mobile users and 3.48 billion social media users in the 
world, and 3.26 billion people of them use social media on mobile devices with an average 
growth of more than 10 percent.  

Literally speaking, social media has become a part of our life. People might feel anxious when 
their mobile devices are forgotten or batteries are running out, they are unwilling to missing 
any message and information on social media. Scholars believe that fear of missing out plays an 
important role in these social media users’ perception and behavior. Fear of missing out is 
characterized by a strong desire to stay connected with others and what they are doing, and 
popularly referred to as FoMO.  

1.1. Background 

The phenomenon of FoMO is firstly reported by the news media such as The New York Times 
and the San Francisco Chronicle. Then, some research institute explored the prevalence of FoMO, 
and defined it as “it is a intense uneasy and sometimes all-consuming feeling that comes when 
you perceive you are missing out of something, such as what your peers are doing, or what they 
have are more or better than you”. This study found about three quarters of young were 
experiencing FoMO. Taking together, these preliminary reports suggest the phenomenon of 
FoMO is may quite common in our society. 
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The first formal research conducted by A.K.Przybylski, a cognitive psychologist, has explored 
the prevalence of FoMO and its correlation to behaviors. People don’t want to miss the latest 
news or the possibility of getting in touch with others, so it especially happens when one knows 
he is absent of others rewarding experiences. This preliminary research not only divorced FoMO 
from social media/smart phone addiction, but also explained the impact of FoMO on social 
media users' motivations and behaviors from a new perspective of cognitive psychology, leaving 
many open wider questions about the correlates of FoMO.  

1.2. Prior Literature 

Several empirical studies have studied how to measure FoMO and explored its associations 
with relevant variables. 

1.2.1 Affective correlates of FoMO 

Some studies have examined the relation of FoMO and negative affectivity or emotional 
distress. Generally, FoMO would negatively associated with general mood and overall levels of 
life satisfaction. For example, people who experienced higher levels of FoMO did indeed report 
lower levels of general mood and life satisfaction. FoMO has reveled to moderate correlations 
with depression and anxiety and possible mechanisms including behavioral activation. FoMO is 
also related to low self-esteem and subjective well-being.  

1.2.2 Behavioral correlates of FoMO 

Scholars have discovered relationships between FoMO and social engagement variables. The 
survey, by JWT, found that younger people tended to have a feeling of intense unease when they 
felt may miss some positive experiences. And this polling indicated that women were less likely 
than men to turn to social media, that is men tended to use more social media when struggling 
with FoMO. Except this earlier industry report, there was a empirical study also suggested that 
FoMO tends to be a phenomenon bothered by younger people. It indicted that FoMO really have 
a close relationship with social media engagement, which is people behave greater engagement 
when they were with a high level of FoMO. Subsequent researches further prove, FoMO is an 
important variable affecting social media engagement. FoMO is significantly positively 
correlated with teenagers’ Facebook use, and FoMO increases the frequency of smart phone use, 
which is positively related to mobile phone addiction, FoMO even significantly promotes social 
media compulsive use. Comparing with extroversion and neuroticism of Five-Factor Model, 
FoMO has a deeper impact on social media use and addiction, with a significant positive 
correlation. Further, FoMO not only correlates with the use of social networking sites, but also 
affects the user's self-esteem mediated by online vulnerability, then it will stimulate the level of 
FoMO and increase the use of social networking sites, and form a potentially vicious circle.  

1.3. Theory 

Relevant to this study is Uses and gratifications theory (UGT theory). The theory starts from 
the perspective of the psychological motivation and psychological needs, and combines the 
knowledge related to psychology and sociology, to explain the behaviors people use the media 
to obtain satisfaction. It is a good approach to understanding why and how people seek out and 
use specific media to satisfy specific needs.  

Some researches have looked at social networking services, personal and subject-based blogs, 
and internet forums put together to study the UGT in posting social content, the relationship 
between gratifications and narcissism, and the effects of age on this relationship and these 
gratifications. Users have motivations of the following overall: social and affection, need to vent 
negative feelings, recognition, entertainment and cognitive needs. 

Media contact behavior is summarized as a causal chain process, and there is its basic linear 
logic: the audience's basic needs based on society and psychology will lead to expectations of 



World Scientific Research Journal                                                      Volume 6 Issue 1, 2020 

ISSN: 2472-3703                                                       DOI: 10.6911/WSRJ.202001_6(1).0004 

26 

the mass media or other sources, resulting in different forms of media usage behaviors, thus 
achieving the satisfaction of demand. 

As we know, Fear of missing out is driven by strong cognitive needs, and people often 
experience negative feelings, such as anxiety. Then, people generate different social media usage 
behaviors to meet the demand. The information behavior of network users refers to users are 
subject to information needs and ideological motives, using the network for information search, 
selection, storage, absorption and utilization, processing, interaction and other activities. And 
the most significant need of people with FoMO is information, so we choose the information 
behavior to study the impact of FoMO on social media users’ behaviors.  

1.4. Aims 

Although scholars have conducted many researches on conceptualizing the construct of 
FoMO and the correlation of FoMO and social media engagement, there are still few studies 
about Asian, especially Chinese social media users. Simultaneously, most of previous researches 
are only using the social media engagement variable to measure how FoMO impact social media 
usage, ignoring the relationship between FoMO and specific usage behavior. This is not good 
enough to provide practical guidance for social media operators and managers. 

Our aims are to explore the three following items: (1) if Chinese social media users are also 
experience FoMO and what is the level of FoMO, investigating demographic variability in FoMO 
as well (2) the impact of FoMO on Chinese users' social media engagement, comparing with 
other research results (3)the correlation of FoMO and specific informational behaviors, 
determining which information behavior is most affected by FoMO.  

1.5. Hypotheses 

The industry reports from JWT has explored the prevalence of FoMO and its relation to social 
media. It indicated that early three-quarters of younger people have experiencing FoMO and the 
FoMO was stronger with people were younger. Researches on FoMO and social media also 
indicated that FoMO tends to be a phenomenon grappled with by younger people. 

H1. Chinese social media users are experiencing FoMO, and younger people with higher level 
of FoMO. 

Studies has shown that FoMO plays a important role in impacting on individual social media 
use, and can effectively predict social media engagement. FoMO is significantly related to social 
network/media intensity, and is one reason of Internet/social media addiction, such as 
Facebook. FoMO magnificated the negative impact of social networking sites and social media.  

H2. FoMO should be significantly related to social media engagement, both of use frequency 
and single-use time. 

Earlier studies investigate demographic variability in FoMO, understand its links to social 
media engagement as well. Some studies have indicated that males were more likely than 
females to turn to social media and increase social media engagement, when they struggling 
with FoMO. And results indicated young males tended to have higher levels of FoMO than young 
females, so young males are more susceptible to FoMO.  

H3. Gender is a moderator of FoMO and social media engagement, and males are more likely 
to increase social media engagement affected by FoMO. 

There are several types of network users information behavior, including information 
demand, seeking, selection, utilization, interaction and distribution behavior. User information 
behavior in Wechat refers to users' activities of information reading, absorbing, forwarding and 
creating. It includes two dimensions: information attention behavior (reading, commenting, 
and likes) and information sharing behavior (creation, forwarding, and comment forwarding). 
In addition to the above positive information behavior, with information overload and useless 
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information flooding the network, information avoidance behavior gradually emerged, 
including diving, shielding, ignoring and other behaviors. 

User's information behavior is the response to external conditions controlled by cognition, 
and based on the information demand. That is, information demand is the trigger point of user's 
information attention, collection and sharing behavior. Studies have found that user factors, 
system factors and environmental factors are the main factors affecting user information 
behavior, among which psychological cognitive factors are the main user factors.  

FoMO, as an abstract cognitive state and psychological feature, stems from the fear of missing 
"unknown" information, so People experiencing FoMO often have strong information needs and 
urge to get more information. Therefore, they generate more positive information behaviors 
and reduce negative information behaviors to satisfying information demand. 

H4. FoMO can promote users’ sharing and creation behaviors on social media, such as liking, 
commenting and forwarding. 

H5. FoMO can reduce users’ information avoidance behavior on social media, such as diving, 
shielding and ignoring. 

2. METHODS 

2.1. Procedure 

We establish an online questionnaire on Chinese professional questionnaire survey website- 
www.wjx.cn, and then use snowball sampling to spread it on WeChat, which is one of the most 
popular social media in China. The items of questionnaire are divided into required and optional, 
especially the personal information, participants can choose to answer it or not by themselves. 
In addition, we set the minimum time limit and answer verification for each part of the 
questionnaire to make sure collect valid information. Finally, every person who completed the 
questionnaire has a opportunity to get a reward, including red lucky money or some voucher. 

2.2. Participants 

Three hundred and forty-two participants were recruited and thirty-eight participants did 
not past the demographic items or aged over 40 were excluded, resulting in a sample of 304 
subjects. Social applications are mainly for users under 40 years old according to CNNIC's 2016 
China Social Application User Behavior Research Report. The average age was 26.65(SD 
=1.95).The majority (n=271, 89.1%) were between 18 and 25 years old, while a small minority 
were between age 26–30(n=27, 8.9%), and between age 31–40(n=6, 2.0%). A slight majority of 
participants were women (n=164, 53.9%), with 140 men. Most participants were students 
(n=210, 69.1%), with others were workers (n=94, 30.9%). Refer to educationl backgroud, the 
major were undergraduates (n=147, 48.4%) and postgraduates (n=141, 47.0%). 

2.3. Measures 

2.3.1 Demographics 

Demographics that were inquired include gender, age, education and employment. 

2.3.2 Fear of missing out scale 

The Fear of missing out scale was developed by Song Xiaokang et al. as a 16-item rating scale 
with response options from 1=totally disagree to 5=totally agree. The scale of FoMO includes 
four dimensions (psychological motivation, cognitive motivation, behavioral performance and 
emotional dependence) and indicates a good reliability and validity. Based on the pretest, we 
finally selected 14 items of them. Examples of items include “I feel very envious when I see my 
friends have a good time on mobile social media but I am not present” and “I’m eager to click 
and see a new dynamic tip right away as soon as I see it on social media”.  
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2.3.3 Social media engagement scale 

Social media engagement assessing the extent to which people use social media in daily life, 
was assessed by six-item scale. Participants were asked to answer the following questions: 
“Please reflected on how often you use social media (e.g., Wechat)” “How much time do you 
spend using social media every day” and so on. It is a five-point Likert style scale ranging from 
1= “Not every day one week”to 5= “Every day one week” or 1= “Less than half an hour” to 5= 
“More than six hours”. 

2.3.4 Information behavior scale 

The information behavior scale is used to measure the positive/negative information 
behavior on social media. It has 12 items rated on a scale ranging from 1= “Totally disagree” to 
5= “Totally agree”, items queried the following behaviors: “I like to click the ‘like’ for other 
people’s status updating on Wechat ” “I like to comment on other people’s posts on Wechat” “I 
choose to follow other people’s status, photos updating but don’t update myself proactively ” 
and “I'm going to block some of the social media messages that I subscribe/follow to”.  

2.4. Data Analysis 

We used SPSS 21.0 for model checking and data analysis. Internal consistency coefficients 
(Cronbach’s α) and composite reliability (CR) are used to test the reliability of variables of the 
model. It is generally considered that the minimum values of Cronbach's α and CR are 0.7. The 
result showed the Cronbach's α of Fear of missing out scale(FoMOs), social media engagement 
(SME) and specific information behavior scale(SIB) was 0.85, 0.78 and 0.80, and their CR values 
were 0.94,0.89 and 0.97.  

In terms of validity, the scale and items used are all from literature and pretested, so we 
believe content validity is good. In addition, AVE is the average variance extracted value. If it is 
greater than 0.5, it indicates the convergent validity of variable is good, data showed the AVE 
values of FoMOs, SME and SIB were 0.55,0.64 and 0.73. At the same time, we used Kaiser-Meyer-
Olkin(KMO) to examinate construct validity, the result showed their KMO values were 0.85,0.74, 
and 0.75. We also found the the variables’ square root of AVE were greater than the correlation 
coefficient, the discriminant validity was good.  

Above all, these scales had adequate internal consistency and validity and this questionnaire 
can be generalized for its good reliability and validity. We tested the social media users’ FoMO 
and thier demographic variability with compare means (student's t test) and correlation 
analysis (H1). Then we used linear regression to check the relationship between FoMO and 
social media engagement, including frequency and single-use time(H2), tested sex as a mediator 
between them as well (H3). Finally, we tested the correlation of FoMO and information 
behaviors, including specific positive (H4) and negative (H5) information behavior, using 
correlation analysis. 

Table 1. Reliability and validity analysis 

Variable Cronbach’s α AVE CR KMO 

FoMO  0.85 0.55 0.94 0.85 

SME  0.78 0.64 0.89 .74 

SIB  0.80 0.73  0.97 0.75 

3. RESULTS 

3.1. An Overview of FoMO in Our Society 

We first explored for the overall level of social media users’ FoMO in China and investigate 
demographic factors in FoMO. Social media users generally have already perceived FoMO and 
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remain a high level of this unease (M=51.68, SD=7.32). FoMO scores were not correlated with 
sex(r=0.01, p=0.91). Female (M=51.73, SD=7.08) had slight higher FoMO scores than male 
(M=51.63, SD=7.62), but the difference between sex is not significant. People aged 18-25 had 
the highest FoMO score (M=51.73, SD=7.40), compared with the people aged 26-30(M=51.56, 
SD=6.96) and 31-40(M=50.00, SD=6.16), there still have no significant difference between age 
(p=0.85). But to some extent, younger people (aged 18-30) had higher level in FoMO than other 
people (aged 31-40). As for education, FoMO scores are inversely correlated with education (r=-
0.12, p=0.04). People with a high school degree (M=52.33, SD=8.96), college degree (M=54.73, 
SD=10.84), bachelor degree (M=52.19, SD=7.02), master degree (M=51.06, SD=7.25), doctor 
degree (M=46.80, SD=7.15), less educated participants tend to report the highest level of FoMO.  

 

Table 2. FoMO and other varibles correlation analysis 

Variable 1 2 3 4 5 6 

1.FoMO 1 0.01 -0.03 -0.12* 0.21** 0.46** 

2.Sex  1 -0.05 0.06 0.03 0.01 

3.Age   1 -0.17** 0.04 -0.03 
4.Edu    1 -0.09 0.00 

5.SME     1 -0.03 

6.SIB      1 

3.2. FoMO and Social Media Engagement 

Regression analysis indicate social media engagement scores were correlated with FoMO 
scores. The higher the level of FoMO, the higher the social media engagement(r=0.21, p<0.01; 
B=0.07, p<0.01). Especially, FoMO significant promotes usage frequency(r=0.19, p<0.01; B=0.04, 
p<0.05) and enhance the single-use time(r=0.18, p<0.01; B=0.03, p<0.05). Then we divided all 
the participants into two groups according to gender, to explore the difference of the effect of 
FoMO on social media engagement. In the male sample, the effect of FoMO on social media 
engagement is not significant (B=0.04, p>0.05), and same as frequency and single-use time 
(B=0.02, p>0.05), which is significantly different from the overall sample. As for female, the 
situation is completely different. Their social media engagement including frequency and 
single-use time are all correlated with FoMO (B=0.09, 0.05 and 0.04, p<0.05), consistent with 
the overall sample. So, there was no significant difference in the level of FoMO between male 
and female (M=51.63 and 51.73, p=0.91), and they all showed high levels of social media 
engagement (M=26.22 and 26.70, p=0.64), but the mechanism of affecting between gender is 
not the same.  

 

Table 3. FoMO and SME correlation analysis 

Variable 1 2 3 

1.FoMO 1 0.19** 0.18** 

2. frequency   1 0.53** 

3.single-use time   1 

3.3. FoMO and Specific Information Behaviors 

Social media engagement can not reveal the essential relationship between FoMO and social 
media users’ behavior. So we controlled the related variables (sex, age, etc), and found FoMO 
has a significant positive effect on both positive(r=0.40, p<0.01) and negative (r=0.27, p<0.01) 
information behavior. Further correlations showed FoMO tend to promote more commenting 
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(r=0.39, p<0.01) than liking (r=0.35, p<0.01) and forwarding(r=0.28, p<0.01), the impact of 
FoMO on forwarding is minimal. As for negative information behavior, FoMO is positively 
correlated with diving(r=0.25, p<0.01) and shielding (r=0.28, p<0.01), but not with ignoring 
(r=0.08, p>0.05). FoMO has a dual impact on information behavior, so we assigned information 
behavior to positive and negative (M=-3.88, SD=5.57), and used regression analysis to test the 
integrated effect of FoMO and information behavior (B=0.14, p<0.01). The higher the level of 
FoMO was, the more positive its impact on users' information behavior was. 

 

Table 4. FoMO and SIB correlation analysis  

Variable 1 2 3 4 5 6 7 

1.FoMO 1 0.35** 0.39** 0.28** 0.25** 0.28** 0.08 

2.liking  1 0.61** 0.44** 0.09 0.09 0.04 
3.commenting   1 0.64** 0.15** -0.03 0.07 

4.forwarding    1 0.13* 0.02 0.22** 

5.diving     1 0.31** 0.22** 
6.shielding      1 0.29** 

7.ignoring       1 

4. DISCUSSION 

In the present study, our primary aims were to assess the level of FoMO in our society, and 
explore FoMO in relation to social media engagement and specific information behavior. We also 
explored demographic variables, especially sex, mediating relationships between FoMO and 
social media engagement. We focused on a sample of Chinese young social media users, as there 
are rare non-Asian samples have already been investigated for relationship of FoMO and social 
media use. 

We found that FoMO has been a prevalent phenomenon among Chinese social media users, 
people generally perceived a high level of FoMO. These findings are consistent with prior 
research on FoMO in our society]. However, we found FoMO was not related to sex and age, was 
related to education, less educated participants tend to report the highest level of FoMO. And 
we found FoMO level of male is similar with female, but female participants reported they 
perceived a bit more FoMO, these findings differ with previous research. If we divided 
participants into two group, younger and older, we found the FoMO of younger was stronger. 
This finding is consistent with prior research. Above all, these findings were partially 
supporting H1.  

Then we found FoMO was significantly associated with social media engagement, whether 
use frequency or single-use time, supporting H2. These findings fit with earlier research results 
that people perceived higher FoMO often attempt to use social media frequently and spend 
more time on social media activities. Meanwhile, when people feeling unease and struggling 
with FoMO, sex plays an important moderating role in the relationship between FoMO and social 
media engagement, this finding also has been proved in previous studies. But we find female 
social media engagement is more susceptible to the FoMO level changing than male, it is 
inconsistent with existing research result. So our study was only partially supporting H2, 
Chinese social media users was different from other countries/culture users in dealing with 
FoMO. 

At last, we found that FoMO was related to information behavior, higher FoMO score will 
promote more information behavior on social media. Focused on specific behavior, FoMO was 
related positive sharing and creation information behavior, including liking, commenting and 
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forwarding, supporting H4. And FoMO has the most significant effect on commenting, that is 
because commenting is more interactive, which can make people get more information and 
deliver information more directly. It better meets the information needs of people with FoMO. 
However, it is very nonintuitive that FoMO also promote negative information avoidance 
behavior, including diving and shielding, except ignoring, not supporting H5. Ignoring means 
people not care about the information and may missing some information. It is contrast to the 
information demand caused by FoMO, so FoMO is not related to ignoring. And the facilitating of 
FoMO on diving and shielding is possible because the social media fatigue. Some studies 
indicated that FoMO increase anxiety, depression and loneliness, decrease life satisfaction and 
well-being, and people with high level of FoMO are more likely to induce social media fatigue. 
So people are willing to escape from social media and the interest in surfing is decrease. But 
with the social and work pressure, people can’t give up social media using completely, they are 
forced to use social media. In this situation, people with FoMO have to take negative actions to 
deal with social media fatigue, such as negative information behavior. It is a compromise that 
people can reduce the trouble to daily life and get information again when they need it. Above 
all, we know FoMO has dual effect on information behavior. 

5. MANAGEMENT SUGGESTION 

Fear of missing out now is not only a prevalent phenomenon among mobile social media 
users, but also has a significant impact on social media use, and has changed the way people 
interact. Therefore, managers of social media need to pay more attention to FoMO, a really new 
and special emotion, monitor users' FoMO level fluctuations and the resulting changes in social 
media usage by means of technique.  

On one hand, managers could use FoMO to enhance users’ social media engagement, improve 
their frequency and usage time. On the other hand, managers should understand FoMO is a 
double-edged sword to users’ specific information behaviors, be on guard aganist the rising of 
negative information behaviors with the deepening of FoMO. We should reduce and evade 
negative information behaviors, because the emergence of diving, shielding and ignoring is an 
important warning signal for social media fatigue and platform loyalty decline.  

In future, Managers ought to take FoMO into consideration and pay more attention to other 
collaborative emotions that exist in the user group, to analyze the problem of decreased user 
activity and customer churn. FoMO as an irrational factor have a very large impact on user 
behavior. Social media platform can apply information technology to collect usage data during 
the user life cycle, define the inflection point of the impact of FoMO on usage behavior. Managers 
should take actions to adjust the users’ FoMO level by optimizing platform page and function 
design, enhancing information matching and filtering and so on. Ideal state is managers control 
the level of FoMO in a reasonable range, which can promote the uses’ social media engagement 
and positive information behavior, reduce negative information behavior, thereby achieving 
user retention and activity improvement. 

At last, we have know demographic factors are correlated with FoMO and social media 
engagement, especially sex is an important mediator. Managers should take active measures to 
collect, monitor, mine and analyze the user data reasonably and legally, so as to achieve the 
accurate division of user types, accurate depiction of user portraits and behavior labels, and 
take targeted interventions. 
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