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Abstract

In today’s digital landscape, the Fear of Missing Out (FoOMO) has become a strong psychological driver
influencing how people choose travel destinations, particularly when those places gain popularity on social
media. However, the constant stream of curated posts can also trigger social media fatigue (SMF), reducing
enthusiasm for travel. This study investigates how FoMO affects tourists’ intentions to visit destinations in
West Sumatra and explores whether SMF mediates this relationship. Data were collected through an online
questionnaire distributed via Instagram and WhatsApp among users who regularly engage with travel-related
content. A total of 500 valid responses were analyzed using SmartPLS to test both direct and mediating effects.
The findings highlight how digital and psychological factors jointly shape travel behavior and offer destination
marketers insights into creating authentic, sustainable social media strategies that balance online excitement

with emotional well-being.
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1. Introduction

Digital transformation has reshaped tourism into
one of Indonesia’s most dynamic industries,
influencing how destinations are discovered and shared.
(Hussain, 2024). Social media now serves as a primary
promotional channel, shaping how travelers perceive,
plan, and select destinations. Platforms such as
Instagram, TikTok, and YouTube enable influencer
marketing and user-generated content to quickly
amplify a destination’s visibility. (Ingrassia et al., 2022;
Zhang, 2025). Many tourism managers rely on these
tools to attract visitors, yet this exposure can also lead to
unintended psychological consequences. (Pettersen-
Sobczyk, 2023; Tandon et al., 2021). While social
media fosters engagement and curiosity, it may
simultaneously trigger emotional stress such as FOMO
and social media fatigue (Jabeen et al., 2023; Zheng &
Ling, 2021).

FoMO, or the anxiety of missing out on rewarding
experiences, often motivates individuals to visit
destinations showcased online by others. In Indonesia,
when scenic spots in West Sumatra go viral, many users
feel compelled to visit and experience them firsthand
(Anggraini, 2022; Redaksi, 2022). However, this
behavior does not always promote sustained engagement
or long-term loyalty.

Continuous exposure to repetitive travel posts
may also lead to SMF, a state of mental exhaustion and
disinterest (Zhang et al., 2020). For destination
marketers, this poses a challenge: while online visibility

generates attention, digital overload may undermine
trust and authenticity. Although FOMO and SMF have
been examined separately, research on their combined
influence in Indonesia’s tourism context remains
scarce. This study, therefore, provides an integrated
perspective, analyzing how FoMO impacts tourists’
intentions to visit through the mediating role of SMF.
By focusing on West Sumatra, an emerging digital
tourism hub, this research contributes both theoretical
and practical insights into sustainable destination
marketing.

Despite the growing influence of FoOMO and SMF
on consumer behavior, research examining their
combined impact in the tourism sector (particularly
within Indonesia) remains scarce. Previous studies have
mainly explored FOMO in purchasing contexts or
general social media usage, while SMF has only
recently gained attention following the COVID-19
pandemic. Understanding how these two psychological
factors interact is crucial for developing more authentic
and sustainable destination marketing strategies.

Unlike prior studies that have treated FoMO and
social media fatigue as separate constructs, this research
offers a more integrated perspective by analyzing how
both jointly shape tourists’ behavioral intentions. It also
adds contextual novelty by focusing on West Sumatra,
an emerging tourism hub that reflects Indonesia's rapid
digital transformation across regional destinations.
These combined elements position this study to bridge
theoretical and practical gaps in understanding how
psychological dynamics influence digital destination
marketing,
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Therefore, this study aims to analyze the
relationship between FoMO and tourists’ intention to
visit, with social media fatigue serving as a mediating
variable. By examining these dynamics, this study
contributes to the growing body of digital tourism
research and offers practical insights for tourism
managers seeking to balance viral appeal with visitor
authenticity.

2. Literature Review
2.1. Intention to Visit

Intention to visit or visit intention represents an
individual’s likelihood or willingness to travel to a
particular destination. This construct is influenced by
psychological, social, and situational factors, including
satisfaction, destination image, perceived risk, and
exposure to digital marketing. (Ganguly, 2025; Suhud
& Allan, 2024; H. Zhang & Lu, 2009). Understanding
these elements helps destination managers strengthen
competitiveness and build visitor loyalty. In digital
tourism, social media engagement and perceived
authenticity significantly influence visit intentions.

The construct of visit intention is inherently
multidimensional, shaped by a range of antecedents,
including tourist satisfaction, destination image, digital
marketing exposure, socio-demographic profiles,
perceived risk, and cultural orientation. Prior studies
emphasize that a comprehensive understanding of these
interrelated factors is essential for developing theoretical
models that explain tourists’ behavioral intentions to
visit and revisit destinations. (Armutcu et al., 2023;
Blesic et al., 2024; Muliawanti et al., 2026; Ramadan et
al., 2026; Setyawati et al., 2024; Sihombing et al., 2024;
D. Wang, 2025; Yang et al., 2009).

Consequently, by conceptualizing visit intention
in terms of these determinants, researchers and practitioners
can identify key leverage points for enhancing
destination competitiveness and long-term visitor
engagement within the broader framework of tourism
behavior theory.

2.2. Fear of Missing Out

Fear of Missing Out (FoMO) is a psychological
phenomenon characterized by the apprehensive feeling
that others might be having rewarding experiences from
which one is absent. (Rowson, 2025; Yaym et al.,
2025). It involves a desire to stay continually connected
with what others are doing, often driven by the
perception that others are having more satisfying
experiences. (Gupta & Sharma, 2021; Sette et al.,
2020). FoMO is distinct from related feelings such as
regret and loneliness, as it involves a perceived threat to
one's social connections (Rowson, 2025).

237

FoMO is associated with various negative mental
health outcomes, including anxiety, depression, and
lower life satisfaction. (Bagley & Coombs, 2024; Fabris
et al., 2020; Oliveira et al., 2024; N. Wang et al., 2023).
It is closely linked to the use of social media, where
individuals feel compelled to stay updated on others'
activities, leading to problematic social media use and
addiction (Sette et al., 2020; Uram & Skalski, 2022).

2.3. Social Media Fatigue

Social media fatigue (SMF) is a phenomenon in
which users experience physical and mental exhaustion,
irritation, and disinterest due to prolonged, extensive
use of social media platforms (Al-Jallad & Radwan,
2021; Alfasi, 2022; Dave et al., 2024; Zheng & Ling,
2021). It encompasses a range of negative emotional
responses such as tiredness, burnout, frustration, and
disinterest in communication (Zheng & Ling, 2021).

2.4. Effect of FoMO on Social Media Fatigue

Some studies have found a weak association
between FOMO and fatigue. In contrast, others have
found a strong link between FoMO and social media
fatigue in the context of social media advertising
(Bright et al., 2022). Likewise, research by Tugtekin
(2020) has shown that FoMO is strongly related to
social media fatigue. According to Zhou et al. (2018),
FoMO can lead users of platforms like WeChat (a
popular mobile social media app) to maintain a constant
online presence. Based on these findings, we
hypothesize that FOMO acts as a stressor, inducing
individuals to maintain continuous connectivity with
social media. This suggests that specific stressors or
negative emotions can trigger excessive or problematic
social media use, ultimately leading to fatigue. While
past studies have yielded inconsistent findings
regarding the relationship between FoMO and fatigue,
the literature suggests a connection between the two.
Moving forward, we hypothesize that if users continue
to engage with social media due to FoMO, they will
likely experience information overload and communication
fatigue, leading to social media exhaustion. So, FoMO
is consistently positively associated with social media
fatigue. Users experiencing FoMO tend to feel more
exhausted and overwhelmed by their social media
interactions (Al-Jallad & Radwan, 2021; Hattingh et al.,
2022; Huang, 2025; Jabeen et al., 2023; Shen et al.,
2022; Tandon et al., 2021; Xie et al., 2024; Zhu et al.,
2022).

Hi;: FoMO has a significant and positive effect on

Social Media Fatigue at tourist destinations in

West Sumatra.
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2.5. Effect of FoMO on Intention to Visit

FOMO directly increases the intention to revisit
events, such as festivals, by enhancing attendees'
overall satisfaction and engagement (Tan et al., 2023).
In the context of sports events, FOMO-driven
marketing strategies have been shown to increase
attendance and viewership by leveraging the fear of
missing out on exciting experiences (Bagley &
Coombs, 2024; Blose et al., 2023; Kim & Li, 2020). For
museum visits, FOMO, driven by a desire for
continuous leamning and involvement, positively
impacts visit intentions. (Uslu & Tosun, 2024).

FoMO enhances the attractiveness of trending
locations, prompting potential travelers to develop
stronger intentions to visit these places. (Hussain, 2024;
Shang et al., 2021) This effect is particularly salient
among digitally savvy generations such as Generation
Z and Millennials, who frequently rely on social media
cues for travel inspiration and decision-making.
(Iva\csciuc, 2024). Nonetheless, FoMO-driven
intention to visit can be moderated by factors such as
perceived authenticity of the experience and social
media fatigue, which may dampen actual behavioral
follow-through. (Jabeen et al., 2023; Siegel, 2023)
Understanding the influence of FoMO on travel
intention is critical for destination marketers aiming to
leverage social media trends while managing customer
expectations and engagement sustainably.

Hz: FoMO has a significant and positive effect on the

Intention to visit tourist destinations in West

Sumatra.

2.6. Effect of Social Media Fatigue on Intention to
Visit

Social media fatigue can reduce users' engagement
and their intention to continue using social media
platforms (Ji & Jan, 2024; Zhou et al., 2018). This
disengagement can extend to behaviors influenced by
social media, such as visiting a destination. Specifically,
social media fatigue has been shown to negatively
impact users' intentions to adopt behaviors promoted
through social media, such as protective behaviors
during the COVID-19 pandemic (Sun & Lee, 2023).

Social media fatigue likely reduces the intention to
visit destinations promoted on social media due to the
overall decrease in engagement and increased
avoidance behavior (Dai et al., 2020; Sun & Lee, 2023;
Zhou et al., 2018)

Users experiencing fatigue may avoid travel-
related content, reducing the likelihood of planning
visits based on social media information (Dai et al.,
2020; Li et al., 2022).
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Hs: Social Media Fatigue has a significant and
negative effect on the Intention to Visit tourist
destinations in West Sumatra.

2.7. The role of social media fatigue on FoMO and

Intention to Visit

Privacy concerns also play a significant role in
mediating the effects of social media fatigue on user
behavior (Bright et al., 2022; Li et al., 2022).

Social media fatigue can mediate the relationship
between FOMO and various outcomes. For instance,
FOMO leads to increased social media use, which, in
turn, causes fatigue and ultimately affects behaviors
such as discontinuance intention (Xie et al., 2024).

In the context of visiting intentions, it can be
inferred that social media fatigue might reduce the
positive impact of FOMO on the intention to visit.
When individuals are fatigued by social media, their
enthusiasm driven by FOMO might diminish, leading
to a lower intention to act on that FOMO (Xie et al.,
2024).

This mediation highlights the complex interplay
between psychological states induced by social media
and actual behavioral outcomes. The consistent
findings across multiple studies support the mediating
role of social media fatigue in the relationship between
FOMO and various behavioral intentions (Huang,
2025; Xie et al., 2024).

H4: FoMO has a significant and positive effect on the

Intention to wvisit tourist destinations in West

Sumatra through Social Media Fatigue.

3. Methods

This study employed a quantitative research
approach focusing on potential tourists who intend to
visit destinations in West Sumatra. The population
comprises individuals who express an interest in
traveling to Padang City, Bukittinggi City, Limapuluh
Kota Regency, Solok Regency, and Pesisir Selatan
Regency. This location is determined by the number of
viral tourists and the number of annual visits to the
tourist destination. Data were collected through a
structured online questionnaire distributed via social
media platforms such as Instagram and WhatsApp.
Before participation, respondents were screened to
ensure that they had considered visiting at least one
destination in West Sumatra within the next twelve
months.

A convenience sampling method was used,
yielding 500 valid responses. This approach has been
integrated into modern SEM literature to ensure that the
estimated model achieves adequate power for
hypothesis testing (Hair et al., 2019). Therefore, this
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study followed Hair et al. (2019)’s recommendation by
ensuring that the sample size exceeded the minimum
requirements derived from both the 10-times rule and
power analysis. Thus, the final sample of 500
respondents meets the upper threshold for this
requirement, ensuring sufficient statistical power for the
SmartPLS analysis. The questionnaire consisted of
closed-ended questions designed to measure Fear of
Missing Out (FoMO), social media fatigue, and
intention to visit.

Data processing in this study will be conducted
using SmartPLS. Partial Least Squares (PLS) is a
powerful analytical method that does not rely on many
assumptions (Hair etal., 2019). The PLS analysis method
will include the following techniques.

3.1. Outer Model Analysis

An outer model analysis is performed to ensure
that the measurements used are suitable for evaluation
(i.e., valid and reliable). In this model analysis, the
relationships between the latent variables and their

Table 1. Variables and measurement
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indicators are specified. The outer model analysis can
be evaluated using the following indicators:
Convergent Validity

Discriminant Validity

Composite Reliability

Cronbach’s Alpha

Inner Model Analysis

Nk W

Inner model analysis describes the relationship
between latent variables based on substantive theory.
Inner model analysis can be evaluated using R-square
for dependent constructs, Stone-Geisser Q-square test
for predictive relevance, and t-test and significance of
structural path parameter coefficients.

3.2. Hypothesis Testing

Hypothesis testing in this study was conducted
using the bootstrapping procedure in SmartPLS. The
significance of each path coefficient was evaluated
based on the p-value generated from the bootstrapping
results. Since the hypotheses in this research specify the

Construct Operational Definition

Measurement Items

Fear of Missing Out FoMO is measured by the extent to which FoMO1: I'm afraid that other people have more valuable

(FoMO) potential tourists feel anxious or compelled experiences than me on social media
(Przybylski, 2013;  to stay connected with travel-related FoMO2: I'm afraid my friends have more valuable
jabeen 2023) content on social media to avoid missing ~ experiences than me on social media
trending destinations or experiences. It FoMO3: I feel worried when I know my friends are having
reflects the psychological motivation fun without me on social media
driving individuals to visit places that gain FoMO4: 1 feel worried when I don't know my friends'
popularity online. activities on social media
FoMOS5: I feel left out when I don't have time to interact
with friends on social media
FoMO®6: I feel annoyed if I am not updated on the latest
issues being discussed on online platforms
FoMOT: It is important for me to update my status
regarding whatever activities [ am doing.
FoMOS: When I have fun, it is important for me to share
the details online
FoMO9: When I go on vacation, I keep track of what my
friends are doing through social media
Social Media Social Media Fatigue is the level of SMF1: Sometimes I feel tired when using social media
Fatigue psychological strain and reduced interest ~ SMF2: Sometimes I feel bored when I use social media.

(bright, 2015;
jabeen, 2023)

that users experience when overwhelmed
by the constant flow of travel-related
information, promotional posts, or
influencer content on social media
platforms.

SMF3: Sometimes I feel drained from using social media.
SMF4: Sometimes I feel tired when I use social media.
SMFS5: T feel uninterested when new things happen on
social media

SMFé6: I feel indifferent to reminders or notifications about
new things on social media.

Intention to Visit ~ Intention to Visit is measured by the
(Tanner, 1991; degree to which potential tourists plan,
hussain 2024) express interest, or show readiness to visit

destinations in West Sumatra that they
have discovered through social media
exposure or online recommendations.

ITV1: I make an effort to travel to places that go viral on
social media

ITV2: I make plans to travel to places that go viral on social
media to

ITV3: T am willing to travel to places that go viral on social
media
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direction of relationships (positive or negative effects
among variables), a one-tailed significance test was
applied. A hypothesis is considered supported when the
p-value is less than 0.05 (a = 5%), indicating a
statistically significant effect. This approach ensures a
straightforward and accurate interpretation of the
hypothesized relationships, thereby strengthening the
validity and reliability of the research findings
concerning the factors that influence tourists’ intentions
to visit destinations in West Sumatra.

4. Result

The demographic profile of the respondents
indicates a 40% male and 60% female composition.
The majority belong to the Millennial and Generation Z
cohorts, reflecting a younger population segment.
Educational attainment among respondents is predominantly
at the senior high school and undergraduate degree
levels. In terms of occupational status, most participants
are either students or engaged in entrepreneurial
activities. Their reported average monthly expenditure
falls within the lower to middle-income bracket,
specifically ranging from IDR 2,000,000 to IDR
7,500,000.

Table 2. Demographic and socio-economic data

Criteria N %
Gender
Male 200 40
Female 300 60
Age
<25 306 61.2
26-30 106 21.2
31-35 48 9.6
36-40 19 38
>40 21 42
Education
Elementary School 8 1.6
Junior High School 36 7.2
Senior High School 238 47.6
Bachelor Degree 208 41.6
Master Degree 10 2.0
Household Expenditure
0-2,000,000 (IDR) 342 68.4
2,600,000 — 5,000,000 (IDR) 131 26.2
5,100,000 — 7,500,000 (IDR) 25 5.0
7,600,000 — 10,000,000 (IDR) 1 0.2
>10,000,000 (IDR) 1 0.2
Job

Student 240 48
Civil Servant 45 9
State-owned Enterprise 10 2
Private Sector Employee 10 2
Entrepreneur 65 13

Source: Data processed, 2024
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To ensure the research model demonstrated an
acceptable level of fit, several measurement assessments
were conducted, including tests of convergent validity,
discriminant validity, composite reliability, and
Cronbach’s alpha. As shown in Table 3, five statement
items were removed because their outer loading values
were below the recommended threshold of 0.70—
specifically, FOMO7, SMF1, SMF2, SMF3, and
SMF4. The decision to drop these items was made after
careful evaluation of their statistical performance and
theoretical relevance. These indicators reflected
redundant or weakly expressed behavioral aspects that
were already represented by other items within the
same construct. Therefore, their removal did not alter
the conceptual meaning or dimensional coverage of
either the Fear of Missing Out (FoMO) or Social Media
Fatigue (SMF) constructs. The remaining indicators
continue to capture the essential cognitive, emotional,
and behavioral dimensions defined in prior studies (e.g.,
Przybylski et al., 2013; Bright et al., 2015; Jabeen et al.,
2023). Furthermore, all Average Variance Extracted
(AVE) values exceeded the minimum criterion of 0.50,
indicating satisfactory convergent validity for all
constructs after item refinement.

Table 3. Convergent validity result

FoMO 1TV SMF AVE
Criteria >(.7 >(0.5
FoMO1 0.702
FoMO2 0.800
FoMO3 0.765
FoMO4 0.847
FoMO5 0.875 0622
FoMO6 0.750
FoMOS8 0.845
FoMO9 0.705
1TVl 0.945
1TV2 0.941 0.801
1TV3 0.790
SMF5 0.951
SMF6 0.924 0.879
FoMo: Fear of Missing Out
ITV: Intention to Visit
SMF: Social Media Fatigue
Table 4. Discriminant validity result
Criteria <0.95
FoMO ITV SMF
FoMO 0,789
TV 0,646 0,895
SMF -0,229  -0,366 0,938

Source: Data processed, 2024

The discriminant validity assessment in Table 4
was conducted to verify that a reflective construct
shows stronger associations with its own indicators than
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with other constructs in the model. The final test in the
outer model analysis involves examining Cronbach's
alpha and composite reliability.

Based on the results presented in Table 5, the
model in this study meets the required criteria.

Table 5. Composite reliability and cronbach’s alpha

Cronbach's Alpha  Composite Reliability
Criteria >0.6 >0.7
FoMO 0,913 0,929
ITvV 0,877 0,923
SMF 0,864 0,936

SMES SMFG
» Py
0951 0.924

Figure 1. Structural measurement model

Table 6. Hypothesis testing results

(O) P Values Conclusion
FoMO — SMF 0,653 0,000 Accepted
FoMO — ITV 0,063 0,024 Accepted
SMF — ITV 0,411 0,000 Accepted
FoMO — SMF — 0,165 0,001  Complementary
ITv (partial
mediation)

5. Discussion

This study examined how Fear of Missing Out
(FoMO) and Social Media Fatigue (SMF) interact to
shape tourists’ intentions to visit destinations in West
Sumatra, particularly among younger generations who
are highly active on social media. The results provide
essential insights into the dual role of social media
engagement—serving both as a source of inspiration
and as a source of psychological strain. Overall, the
findings confirm that FOMO significantly increases
both SMF and travel intention, while SMF itself
unexpectedly positively affects travel intention. These
outcomes suggest that digital exposure not only drives
the desire to participate in trending experiences but may
also trigger compensatory travel behavior as individuals
seek relief from online overload. The following
discussion elaborates on these findings in light of the
measurement and structural results, respondent
demographics, and relevant theoretical perspectives.

Figure 2 presents the outer loadings from the
Partial Least Squares Structural Equation Modeling
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(PLS-SEM) analysis, while Table 4 summarizes the
hypothesis testing results obtained via the bootstrapping
procedure. The outer model in Figure 2 confirms that
all retained indicators exhibit loading values above
0.70, indicating satisfactory convergent validity and
demonstrating that each indicator adequately represents
its respective construct—Fear of Missing Out (FoMO),
Social Media Fatigue (SMF), and Intention to Visit
(ITV). Specifically, the FOMO construct is reflected by
nine valid indicators, SMF by two reliable indicators
(SMF5 and SMF6) after item refinement, and ITV by
three strong indicators (ITV1-ITV3). The R? values
(0.052 for SMF and 0.467 for ITV) illustrate the
model’s explanatory power, suggesting that FoMO
explains 5.2% of the variance in SMF, and that FoMO,
together with SMF, explains 46.7% of the variance in
tourists’ intention to visit.

Table 6 shows that the path from FoMO to SMF
(B = 0.653, p < 0.001) is positive and significant,
indicating that individuals with higher FOMO levels
tend to experience greater social media fatigue. The
direct path from FoMO to Intention to Visit (§ = 0.063,
p = 0.024) also shows a positive and significant effect,
suggesting that FoMO directly enhances the desire to
visit trending destinations. Interestingly, the path from
SMF to Intention to Visit (B = 0411, p <0.001) was
positive and significant, contrary to the theoretical
expectation that fatigue would reduce behavioral
intention. The mediation test further reveals a
complementary (partial) mediation effect of SMF in the
relationship between FoMO and Intention to Visit (f =
0.165, p = 0.001), confirming that FoOMO influences
visiting intention both directly and indirectly through
SMEF. This demonstrates the complex psychological
dynamics through which social media shapes travel
behavior.

These patterns can be better understood by
examining the demographic characteristics of the
respondents. The majority were female (60%), young
(<25 years old, 61.2%), and students (48%), with
relatively low to moderate household expenditure—
around 68.4% eaming less than IDR 2 million per
month. Educationally, most had a senior high school
degree (47.6%) or a bachelor’s degree (41.6%),
reflecting a group that is digitally literate but
economically cautious. This demographic composition
indicates that respondents are predominantly Generation
Z, who are highly engaged in online environments,
responsive to social media trends, and often driven by
emotional and peer-based motivations rather than
purely economic or rational ones. For these digitally
active users, social media serves as both a source of
inspiration and a source of stress. The positive effect of
SMF on travel intention may therefore reflect a
compensatory mechanism in which individuals
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overwhelmed by digital content seek relief through
offline experiences. Consistent with (Dhir et al., 2018),
(Lee et al., 2021), and (Siegel, 2023), social media
fatigue can paradoxically motivate travel as a means to
“escape” online saturation and re-establish a sense of
authenticity. Many younger users may feel compelled
to visit destinations that have dominated their feeds, not
only to validate what they have seen online but also to
momentarily disconnect from their screens. Thus, what
appears to be fatigue may in fact drive escape-driven
engagement—a behavior consistent with emotional
compensation theory in digital contexts.

The significant role of FOMO further reflects the
behavior of youthful and socially connected
respondents. FoMO—the fear of missing out on others’
rewarding experiences (Przybylski et al., 2013)—
amplifies the perceived attractiveness of destinations
featured in viral content (Hussain, 2024; Jabeen et al.,
2023). Social platforms such as TikTok, Instagram, and
YouTube intensify this effect by promoting idealized
and socially endorsed experiences (Sabiote-Ortiz et al.,
2024; Shang et al., 2021). For younger individuals,
these cues become powerful motivators that shape
travel preferences, as participation in such experiences
is linked with social belonging and identity expression
(Iva\csciuc, 2024). The gender composition, with more
female respondents, may also have contributed to this
pattern, as previous studies have shown that women are
more responsive to social cues and emotionally driven
marketing stimuli (Pettersen-Sobczyk, 2023). However,
prolonged engagement with idealized content can
trigger social media fatigue, which in turn creates
cognitive dissonance and unrealistic expectations.
When expectations shaped by social media imagery fail
to match real-world experiences, satisfaction diminishes,
as described by expectancy-disconfirmation theory.
Thus, while FoMO initially enhances the intention to
visit, excessive digital exposure may reduce long-term
satisfaction and revisit intention if marketers fail to align
expectations with reality.

From a managerial perspective, these findings
highlight the importance of designing marketing
strategies that balance excitement and authenticity in
digital destination promotion. While FoMO-based
campaigns can effectively stimulate short-term interest,
they must be paired with realistic, honest storytelling to
avoid disappointment and fatigue. Tourism managers
should focus on presenting content that reflects genuine
traveler experiences, avoiding exaggerated or overly
filtered representations. Encouraging user-generated
content (UGC) can build credibility and emotional
resonance, particularly among younger audiences who
value authenticity. Furthermore, the finding that social
media fatigue can still lead to higher travel intentions
suggests that destinations could strategically position

PETRA INTERNATIONAL JOURNAL OF BUSINESS STUDIES, VOL. 8, NO. 2, DECEMBER 2025: 236 — 245

themselves as digital detox or mindful travel
experiences—offering opportunities for visitors to
disconnect from screens and reconnect with nature,
culture, or community. This approach not only appeals
to fatigued users but also supports sustainable and well-
being-oriented tourism. Given that most respondents
were female and low-income students, destination
marketers could also develop inclusive packages
emphasizing affordability, accessibility, and social
engagement, helping translate digital aspiration into
tangible travel action. Overall, a more empathetic and
human-centered marketing approach—one that
understands the psychological states of connected yet
fatigued digital users—can sustain engagement while
minimizing the negative effects of overexposure.

5.1. Limitations and Future Research

This study’s demographic composition—dominated
by young, low-income female student respondents—
limits the generalizability of its findings to other groups,
such as working professionals or older generations.
Future research should involve more diverse demographic
profiles and explore additional psychological constructs
such as destination attachment, authenticity perception,
and emotional regulation. These extensions would
deepen understanding of how digital engagement,
FoMO, and fatigue jointly influence sustainable travel
behavior in broader contexts.

6. Conclusions

This study explored how Fear of Missing Out
(FoMO) and Social Media Fatigue (SMF) influence
tourists’ intentions to visit destinations in West Sumatra.
Based on data from 500 respondents, primarily young,
female, and digitally active, the findings reveal a
nuanced psychological dynamic in digital tourism
behavior. FOMO significantly increases both SMF and
intention to visit, confirming that social exposure and
viral trends stimulate travel interest. Surprisingly, SMF
also shows a positive effect on intention to visit,
indicating that digital exhaustion may not always reduce
engagement. Instead, it can encourage individuals to seek
offline experiences to escape online overload. This
pattern supports the notion that fatigue can act as a
compensatory driver of behavior rather than a barrier to
participation.

The respondent profile, dominated by Generation
Z and young Millennials, helps explain these results.
These groups spend considerable time on social media
and are highly responsive to social validation, making
them prone to FOMO while simultaneously vulnerable
to fatigue. However, rather than disengaging, they tend
to convert digital pressure into travel motivation by
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visiting destinations that dominate their feeds. In
contrast, older users, such as early Generation X, may
respond more skeptically to online portrayals, showing
lower behavioral influence.

Overall, the findings show that FoOMO and SMF
are not opposing forces but interconnected processes
that shape modemn travel behavior. For destination
marketers, this implies that emotional appeal must be
balanced with authenticity. Campaigns should inspire
excitement while maintaining realistic expectations
through genuine storytelling and user-generated
content. By positioning destinations as spaces for
mental refreshment and meaningful connection,
marketers can transform digital exposure into sustainable
visitation, ensuring long-term trust and engagement in
an increasingly connected tourism landscape.

References

Al-Jallad, M. S. Y., & Radwan, A. F. (2021). Exploring
social media fatigue among youth in the United
Arab Emirates. Journal of Print and Media
Technology Research, 10(3), 163—178. https://doi.
org/10.14622/JPMTR-2112

Alfasi, Y. (2022). Attachment style and social media
fatigue: The role of usage-related stressors, self-
esteem, and self-concept clarity. Cyberpsychology,
16(2), Article 2. https://doi.org/10.5817/CP2022-
2-2

Anggraini, R. G. (2022). Infografik pengaruh media
sosial bagi travelers dan industri pariwisata.
PegiPegi.
https://www.pegipegi.com/travel/infografik-
pengaruh-media-sosial-bagi-travelers-dan-
industri-pariwisata/

Armutcu, B., Tan, A., Amponsah, M., Parida, S., &
Ramkissoon, H. (2023). Tourist behaviour: The
role of digital marketing and social media. Acta
Psychologica, 240. 104025 https://doi.org/10.
1016/j.actpsy.2023.104025

Bagley, B., & Coombs, H. (2024). FOMO. In
Encyclopedia of Sport Management (2nd ed.).
Edward Elgar Publishing https://doi.org/10.4337/
9781035317189.ch222

Blesi¢, 1., Ivkov, M., Gaji¢, T., Petrovic, M. D,
Radovanovi¢, M. M., Valjarevi¢, A., ... Luki¢, T.
(2024). Determinants influencing tourists’ willingness
to visit Tiirkiye: Impact of earthquake hazards on
Serbian visitors’ preferences. Open Geosciences,
16(1). 20220670. https://doi.org/10.1515/geo-
2022-0670

Blose, J. E., Xie, H. Y., & Pitts, R. E. (2023). The effect
of FOMO in relation to involvement and
technology usage: An abstract. In Developments
in Marketing Science (pp. 355-356). https://doi.

243

org/10.1007/978-3-031-24687-6_148

Bright, L. F., Logan, K., & Lim, H. S. (2022). Social

media fatigue and privacy: An exploration of

antecedents to consumers’ concemns. Journal of

Interactive  Advertising, 22(2), 125-140.

https://doi.org/10.1080/15252019.2022.2051097

B., Ali, A, & Wang, H. (2020). Exploring

information avoidance intentions of social media

users. Internet Research, 30(5), 1455-1478.

https://doi.org/10.1108/INTR-06-2019-0225

Dave, K. A., Ashfaque, M. Z., Nidha, T. T., Aftab, M.,
Kazim, S., & Mukthar, K. P. J. (2024). Effect of
social media fatigue on purchasing decisions with
reference to Gen-Z consumers. In Studies in Big
Data, 159, 399-413. https://doi.org/10.1007/978-
3-031-71213-5_35

Dhir, A., Kaur, P., Talwar, S., & Méntymaki, M. (2018).
Why do we experience social media fatigue?
International Journal of Information Management,
40, 141-152. https://doi.org/10.1016/).ijinfomgt.
2018.01.012

Fabris, M. A., Marengo, D., Longobardi, C., & Settanni,
M. (2020). Investigating the links between
FOMO, social media addiction, and emotional
symptoms. Addictive Behaviors, 106. 106364
https://doi.org/10.1016/j.addbeh.2020.106364

Ganguly, K. K. (2025). Can Twitter data affect emotions
related to travel decisions? Current Issues in
Tourism, 28(2), 240-254. https://doi.org/10.1080/
13683500.2023.2300044

Gupta, M., & Sharma, A. (2021). Fear of missing out:
Overview and links to mental health. World
Journal of Clinical Cases, 9(19), 4881-4889.
https://doi.org/10.12998/wjcc.v9.119.4881

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M.
(2019). A primer on partial least squares
structural equation modeling (PLS-SEM) (2nd
ed.). SAGE Publications.

Hattingh, M., Dhir, A., Ractham, P., Ferraris, A., &
Yahiaoui, D. (2022). Factors mediating social-
media-induced FoMO and fatigue. Technological
Forecasting and Social Change, 185. 122099
https://doi.org/10.1016/j.techfore.2022.122099

Huang, X. (2025). Mindfulness in social media
exposure: Pressure-reducing valve for FoOMO and
fatigue. Frontiers in Psychology, 16. 1641462
https://doi.org/10.3389/fpsyg.2025.1641462

Hussain, K. (2024). The role of social media content in
attracting  tourists.  Tourism  Management
Perspectives, 49, 102058. https://doi.org/10.1016/
Jtmp.2024.102058

Ingrassia, M., Esposito, G., & D’Amico, R. (2022).
Digital influencers, food and tourism. Current
Issues in Tourism, 25(19), 3138-3153. https://doi.
org/10.1080/13683500.2021.1940112

Dai,


https://doi.org/10.14622/JPMTR-2112
https://doi.org/10.14622/JPMTR-2112
https://www.pegipegi.com/travel/infografik-pengaruh-media-sosial-bagi-travelers-dan-industri-pariwisata/
https://www.pegipegi.com/travel/infografik-pengaruh-media-sosial-bagi-travelers-dan-industri-pariwisata/
https://www.pegipegi.com/travel/infografik-pengaruh-media-sosial-bagi-travelers-dan-industri-pariwisata/
https://doi.org/10.1016/j.actpsy.2023.104025
https://doi.org/10.1016/j.actpsy.2023.104025
https://doi.org/10.4337/9781035317189.ch222
https://doi.org/10.4337/9781035317189.ch222
https://doi.org/10.1007/978-3-031-24687-6_148
https://doi.org/10.1007/978-3-031-24687-6_148
https://doi.org/10.1080/15252019.2022.2051097
https://doi.org/10.1108/INTR-06-2019-0225
https://doi.org/10.1007/978-3-031-71213-5_35
https://doi.org/10.1007/978-3-031-71213-5_35
https://doi.org/10.1016/j.ijinfomgt.2018.01.012
https://doi.org/10.1016/j.ijinfomgt.2018.01.012
https://doi.org/10.1016/j.addbeh.2020.106364
https://doi.org/10.1080/13683500.2023.2300044
https://doi.org/10.1080/13683500.2023.2300044
https://doi.org/10.12998/wjcc.v9.i19.4881
https://doi.org/10.1016/j.techfore.2022.122099
https://doi.org/10.3389/fpsyg.2025.1641462
https://doi.org/10.1016/j.tmp.2024.102058
https://doi.org/10.1016/j.tmp.2024.102058
https://doi.org/10.1080/13683500.2021.1940112
https://doi.org/10.1080/13683500.2021.1940112

244

Ivasciuc, 1. S. (2024). A bibliometric analysis of
Generation Z and tourism. Behavioral Sciences,
14(6), 259. https://doi.org/10.3390/bs 14060259

Jabeen, F., Tandon, A., Sithipolvanichgul, J., Srivastava,
S., & Dhir, A. (2023). Social-media-induced
FoMO and fatigue. Journal of Business Research,
159, 113693. https://doi.org/10.1016/j.jbusres.
2023.113693

Ji, S., & Jan, 1. U. (2024). Exploring user affective and
behavioral responses to social media. Behavioral
Sciences, 14(7). 529 https://doi.org/10.3390/bs
14070529

Kim, J.-H., & Li, J. (2020). Negative political relations
and dining choices. Journal of Hospitality and
Tourism Research, 44(4), 644-665. https://doi.
org/10.1177/1096348020910214

Lee, S., Chae, H. K., & Kim, K. (2021). Digital fatigue
and travel decision-making. Journal of Travel
Research, 60(7), 1485-1501. https://doi.org/10.
1177/00472875211001013

Li, J., Guo, F., Qu, Q.-X., & Hao, D. (2022). Overload
in mobile social media and passive usage.
International  Journal of Human-Computer
Interaction, 38(10), 983-992. https://doi.org/10.
1080/10447318.2021.1986318

Muliawanti, L., Pambuko, Z. B., Suryaningtyas, A. A.,
Amelia, T. A., & Widyadhana, R. D. (2026).
Tourist experiences at Borobudur Temple.
Multidisciplinary Science Journal, §(2). 2026084
https://doi.org/10.31893/multiscience.2026084

Oliveira, J. L. D. C., Carvalho Neta, O. J., & Athayde,
R. A. B. (2024). FoMO and sleep quality. Sleep
Science, 17(3), €227-e234. https://doi.org/10.
1055/s-0044-1780499

Pettersen-Sobczyk, M. (2023). Influencer marketing in
destination promotion. FEuropean Research
Studies Journal, 26(4), 585-594. https://doi.
org/10.35808/ersj/3309

Przybylski, A. K., Murayama, K., DeHaan, C. R., &
Gladwell, V. (2013). Correlates of FoMO.
Computers in Human Behavior, 29(4), 1841—
1848. https://doi.org/10.1016/j.chb.2013.02.014

Ramadan, W., Madiawati, P. N., & Widodo, A. (2026).
TikTok-based information and visit intention.
Multidisciplinary Science Journal, 8(5). 2026131
https://doi.org/10.31893/multiscience.2026131

Redaksi. (2022). Menjelajah pemasaran jasa internasional
dengan perahu FoMO. Suara Kalbar.
https://www.suarakalbar.co.id/2022/12/menjelaja
h-pemasaran-jasa-internasional-dengan-perahu-
fomo/

Rowson, R. (2025). Fear of missing out. Philosophy and
Phenomenological Research. early view ed.
70067 https://doi.org/10.1111/phpr.70067

Sabiote-Ortiz, C. M., Garcia-Madariaga, J. L., &

PETRA INTERNATIONAL JOURNAL OF BUSINESS STUDIES, VOL. 8, NO. 2, DECEMBER 2025: 236 — 245

Palacios-Florencio, A. M. (2024). Tourists visit
intentions across travel stages. Tourism Management
Perspectives, 49, 102083. https://doi.org/10.1016/
j.tmp.2024.102083

Sette, C. P., Lima, N. R. S, Queluz, F. N. F. R., Ferrari,
B. L., & Hauck, N. (2020). The Online Fear of
Missing Out Inventory. Journal of Technology in
Behavioral Science, 5(1), 20-29. https://doi.
org/10.1007/s41347-019-00110-0

Setyawati, H. A., Wibawanto, S., Fauzi, A. I, &
Rukmana, F. A. (2024). Muslim-friendly tourism
and revisit intention. In ACT 2024 (Vol. 2, pp.
2659-2665)

Shang, Y., Chen, L., & Zhang, M. (2021). Social media
use and rural tourism. Frontiers in Psychology, 12,
782461.
https://doi.org/10.3389/fpsyg.2021.782461

Shen, Y., Zhang, S., & Xin, T. (2022). Academic
motivation and social media fatigue. Current
Psychology, 41(10), 7125-7131. https://doi.org/
10.1007/s12144-020-01219-9

Siegel, L. A. (2023). Social-media-induced tourists.
Annals of Tourism Research, 97, 103544.
https://doi.org/10.1016/j.annals.2023.103544

Sihombing, A., Liu, L.-W., & Pahrudin, P. (2024).
Online marketing and tourists’ visit intention.
Journal of Tourism, Heritage and Services
Marketing, 10(2), 15-23. https://doi.org/10.5281/
zenodo. 14515259

Suhud, U., & Allan, M. (2024). Structural model of

tourists’ visit intention relating to Mount [jen.

Geoheritage, 16(1). 21. https://doi.org/10.1007/

$12371-024-00926-0

J, & Lee, S. K. (2023). COVID-19 message

fatigue on social media. Current Psychology,

42(24), 20347-20361. https://doi.org/10.1007/

s12144-023-04726-7

Tan, K.-L., Ho, J.-M., Sim, A. K. S., Dubos, L., &
Cham, T.-H. (2023). FOMO, flow, and festival
satisfaction. Asia Pacific Journal of Tourism
Research, 28(5), 416-432. https:/doi.org/10.
1080/10941665.2023.2245500

Tandon, A., Dhir, A., Talwar, S., Kaur, P., &
Méntyméki, M. (2021). Dark consequences of
social-media-induced FoMO. Technological
Forecasting and Social Change, 171, 120931.
https://doi.org/10.1016/j.techfore.2021.120931

Uram, P., & Skalski, S. (2022). Facebook addiction,
FoMO, and well-being. Psychological Reports,
125(1), 218-231. https://doi.org/10.1177/003329
4120980970

Usluy, A., & Tosun, P. (2024). FoMO and museum visit
intentions. Journal of Hospitality and Tourism
Research, 48(6), 1097—1112. https://doi.org/10.
1177/10963480231168608

Sun,


https://doi.org/10.3390/bs14060259
https://doi.org/10.1016/j.jbusres.2023.113693
https://doi.org/10.1016/j.jbusres.2023.113693
https://doi.org/10.1177/1096348020910214
https://doi.org/10.1177/1096348020910214
https://doi.org/10.1177/00472875211001013
https://doi.org/10.1177/00472875211001013
https://doi.org/10.1080/10447318.2021.1986318
https://doi.org/10.1080/10447318.2021.1986318
https://doi.org/10.31893/multiscience.2026084
https://doi.org/10.1055/s-0044-1780499
https://doi.org/10.1055/s-0044-1780499
https://doi.org/10.35808/ersj/3309
https://doi.org/10.35808/ersj/3309
https://doi.org/10.1016/j.chb.2013.02.014
https://doi.org/10.31893/multiscience.2026131
https://www.suarakalbar.co.id/2022/12/menjelajah-pemasaran-jasa-internasional-dengan-perahu-fomo/
https://www.suarakalbar.co.id/2022/12/menjelajah-pemasaran-jasa-internasional-dengan-perahu-fomo/
https://www.suarakalbar.co.id/2022/12/menjelajah-pemasaran-jasa-internasional-dengan-perahu-fomo/
https://doi.org/10.1016/j.tmp.2024.102083
https://doi.org/10.1016/j.tmp.2024.102083
https://doi.org/10.1007/s41347-019-00110-0
https://doi.org/10.1007/s41347-019-00110-0
https://doi.org/10.3389/fpsyg.2021.782461
https://doi.org/10.1007/s12144-020-01219-9
https://doi.org/10.1007/s12144-020-01219-9
https://doi.org/10.1016/j.annals.2023.103544
https://doi.org/10.5281/zenodo.14515259
https://doi.org/10.5281/zenodo.14515259
https://doi.org/10.1007/s12371-024-00926-0
https://doi.org/10.1007/s12371-024-00926-0
https://doi.org/10.1007/s12144-023-04726-7
https://doi.org/10.1007/s12144-023-04726-7
https://doi.org/10.1080/10941665.2023.2245500
https://doi.org/10.1080/10941665.2023.2245500
https://doi.org/10.1016/j.techfore.2021.120931
https://doi.org/10.1177/0033294120980970
https://doi.org/10.1177/0033294120980970
https://doi.org/10.1177/10963480231168608
https://doi.org/10.1177/10963480231168608

Sari: When Fear of Missing Out Meets Fatigue

Wang, D. (2025). Destination familiarity and travel
intention. SAGE Open, 15(1). 17 https://doi.org/
10.1177/21582440251319612

Wang, N., Zhang, Y., Yang, Y., Meng, W., Zhang, J.,
Qin, R., & Ma, S. (2023). Research progress of
FoMO among college students. Chinese Journal
of School Health, 44(5), 796-800. https://doi.org/
10.16835/j.cnki.1000-9817.2023.05.035

Xie, X., Jin, G., & Bai, Q. (2024). Social overload,
FoMO, and social media fatigue. SAGE Open,
14(3). 14 https://doi.org/10.1177/215824402412
66358

Yang, J., Yuan, B., & Hu, P. (2009). Destination image
and visit intention. Journal of China Tourism
Research, 5(2), 174-187. https://doi.org/10.1080/
19388160902910557

Yaym, B. K., Keloglu, F. N., Mustafali, U., Ergun, C.
C., Atay, B., Sire, B., ... Burgin, G. (2025).
FoMO, mindfulness, and anxiety among
university students. Journal of Clinical Psychology
Research, 9(2), 192-204. https://doi.org/10.
57127/kpd.26024438.1497605

Zhang, H., & Lu, L. (2009). Cross-cultural research on
inbound tourist motivation. Acta Geographica

245

Sinica, 64(8), 989-998.

Zhang, J. (2025). Influencers fit in tourism branding
campaigns. Journal of Business Research, 165,
114218.
https://doi.org/10.1016/j.jbusres.2024.114218

Zhang, Y., Liu, Y., Li, W., Peng, L., & Yuan, C. (2020).
Influencing factors of social media fatigue
behavior. Information Discovery and Delivery,
48(2), 91-102. https://doi.org/10.1108/IDD-11-
2019-0084

Zheng, H., & Ling, R. (2021). Drivers of social media
fatigue: A systematic review. Telematics and
Informatics, 64, 101696. https://doi.org/10.1016/
jtele.2021.101696

Zhou, Z., Li, X., & Jin, X.-L. (2018). Enablers and
inhibitors of discontinuous use in SNS. PACIS
2018. Opportunities and Challenges for the
Digitized Society: Are We Ready?. Yokohama,
Japan. June 26-30

Zhu, X., Yang, C., Ding, L., Zhang, X., Qiao, G., Gao,
X., & Yang, F. (2022). Social media usage of
Chinese nursing students. PLoS ONE, 17(10).
0277674
https://doi.org/10.1371/journal.pone.0277674


https://doi.org/10.16835/j.cnki.1000-9817.2023.05.035
https://doi.org/10.16835/j.cnki.1000-9817.2023.05.035
https://doi.org/10.1080/19388160902910557
https://doi.org/10.1080/19388160902910557
https://doi.org/10.57127/kpd.26024438.1497605
https://doi.org/10.57127/kpd.26024438.1497605
https://doi.org/10.1016/j.jbusres.2024.114218
https://doi.org/10.1108/IDD-11-2019-0084
https://doi.org/10.1108/IDD-11-2019-0084
https://doi.org/10.1016/j.tele.2021.101696
https://doi.org/10.1016/j.tele.2021.101696
https://doi.org/10.1371/journal.pone.0277674

