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BY NG The findings aim to provide revenue managers with nuanced,

actionable insights into optimizing digital conversion strategies,
demonstrating how balancing ethical urgency with perceived
value can effectively drive ticket sales without aggressive price
cannibalization.

Introduction

The commercial aviation and travel sector has expanded significantly over the past decade, escalating
global competition among service providers and tourist destinations (Din et al.,, 2022). To sustain
profitability in this competitive landscape, airlines have increasingly pivoted toward digital platforms
and e-commerce interfaces to facilitate passenger transactions and build enduring consumer
relationships (Moon et al., 2024). Within these digital environments, consumer decisions are heavily
influenced by digital revenue management strategies and dynamic pricing algorithms (Alonso & Socorro,
2024). Consequently, understanding the psychological mindset and behavioral intentions of modern
digital passengers has become imperative for destination marketers and airline revenue managers (Din
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et al., 2022; Bakir et al., 2025). To accelerate the digital purchasing process, e-commerce marketers
frequently deploy urgency-inducing tactics such as scarcity cues, countdown timers, and the Fear of
Missing Out (FOMO) (Abdrabbo et al., 2025; Japutra et al., 2025). The rapid growth of interactive digital
environments has demonstrated that such stimuli can exert a powerful pull on consumers, sometimes
overriding logical deliberation and fueling impulsive, emotionally driven buying behaviors (Moon, 2026).
Keeping consumers in suspense or exposing them to low-stock alerts forces rapid cognitive shifts that
drive impulse behaviors (Kong et al., 2025; Lou et al.,, 2022). However, while the isolated effects of
scarcity and urgency are well-documented in general retail and fast fashion (Blase et al., 2024), the
precise psychological mechanisms through which these digital marketing stimuli translate into high-
stakes commercial airline booking intentions remain insufficiently theorized. To decode this
phenomenon, this study grounds its theoretical foundation in the Stimulus-Organism-Response (S-O-R)
framework. The S-O-R paradigm postulates that external environmental stimuli must first alter internal
cognitive and affective states before manifesting as an ultimate behavioral response (Moon et al., 2025;
Tariq et al., 2026). In the context of aviation e-commerce, digital stimuli (FOMO and scarcity) act as
external triggers that shape the passenger's internal evaluations specifically Perceived Value and
Hedonic Value. Recent research emphasizes that digital financial framing and frictionless marketing can
fundamentally alter consumers' perceived expensiveness and logical cost evaluations, effectively
separating the psychological "pain of paying" from the consumption experience (Asjad et al., 2025).
Simultaneously, hedonic motivation serves as a crucial psychological bridge, transforming impulsive
environmental triggers into a thrill-seeking drive for consumption, novelty, and emotional gratification
(Faroog & Moon, 2025; He et al., 2026). Furthermore, digital airline ticketing is uniquely characterized
by severe time constraints, such as session timeouts or rapidly expiring promotional fares. Fast-paced,
interactive digital architectures can hijack standard logical processing, compelling consumers to rely
heavily on emotional heuristics or impulsive reactions when making financial decisions (Moon, 2026).
Time pressure and scarcity cues significantly alter the perceived task load and utilitarian value during e-
commerce transactions, often prioritizing hedonic thrill over rational assessment (Silalahi et al., 2025;
Tuncer et al., 2024). Understanding how externally imposed time pressure moderates the relationship
between internal value assessments (Perceived Value) and final booking decisions represents a critical
gap in current aviation marketing literature. Addressing these empirical gaps, this study aims to explore
the dual-pathway mechanism of airline booking intentions. By operationalizing the S-O-R framework,
this research investigates how FOMO and scarcity cues (Stimuli) construct Perceived and Hedonic Value
(Organism) to drive Airline Booking Intentions (Response), while explicitly testing the moderating
boundary of Time Pressure. Ultimately, the findings aim to provide airline practitioners with ethically
grounded, value-centric strategies to optimize digital interfaces, contributing significantly to the
evolving literature on digital consumer behavior and aviation revenue management.

Theoretical Background

This study is based on the stimulus-organism-response (S-O-R) model (Mehrabian & Russell, 1974). The
S-O-R model consists of three parts: stimuli, organism, and response. Stimuli are typically external or
environmentally induced triggers, the organism is the unique conscious and/or unconscious evaluation
of the different stimuli, and response is the behavioral outcome, in the form of approach or avoidance.
S-O-R models in general, postulate that the environment causes a response that is dependent upon the
individual organism's internal cognitive and emotional appraisal of the environment. The S-O-R model
has been recently supported by a vast array of research that confirms it as a strong model for studying
consumer behavior in highly interactive digital platforms such as influencer marketing, Al-mediated
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service environments, and immersive e-commerce. (Moon et al., 2025; Tariq et al., 2026). Therefore,
this study operationalizes the S-O-R model by considering digital urgency cues (Fear of Missing Out,
Scarcity, and Time Pressure) as the stimuli, Perceived Value and Hedonic Value as the organism, and
Airline Booking Intention as the response. Originally proposed as an environmental framework, the S-O-
R model underwent severe criticism for its narrow (only physical environment-focused) scope.This
updated conceptualization allows consumer researchers to integrate digital marketing mix factors,
social influences, and psychological triggers into the model. The inclusion of diverse digital elements
into the S-O-R model enables researchers to comprehend complex consumer information processing
mechanisms, specifically how modern passengers make rapid financial decisions in dynamic digital
aviation environments (Din et al., 2022; Xue et al., 2024). The literature discusses two broad categories
of stimuli in general: object stimuli (related to decision complexity and product attributes) and socio-
psychological stimuli (stemming from economic, social, and environment-induced psychological
motives) (Jacoby, 2002). In modern e-commerce, digital marketing cues such as scarcity and FOMO
function as highly potent socio-psychological stimuli. The rapid evolution of digital retail demonstrates
that fast-paced, interactive environments exert a "dark pull" on consumers, creating an illusion of
urgency that often overrides logical processing and stimulates impulsive, emotionally-driven buying
behaviors (Moon, 2026). Because commercial airline bookings under time pressure are heavily socially
and psychologically motivated (Abdrabbo et al., 2025; Silalahi et al., 2025), we deemed socio-
psychological marketing stimuli more appropriate than standard object stimuli for this study. Mehrabian
and Russell (1974) originally represented the organism with three emotional components of pleasure,
arousal, and dominance (PAD), which were later criticized for failing to capture the entirety of cognitive
and emotional reactions. Consequently, researchers provided broader conceptualizations, utilizing
components such as value, emotion, affect, and cognition to capture how digital consumers process
environmental cues. Drawing on this advanced conceptualization, this study concentrates on two
specific states of the organism: cognitive assessment (Perceived Value) and emotional arousal (Hedonic
Value). Modern digital financial framing such as frictionless payments or aggressive urgency cues can
fundamentally distort a consumer's rational cognitive evaluation, reducing the "perceived
expensiveness" of a product and mentally separating the pain of paying from the thrill of acquisition
(Asjad et al., 2025). Simultaneously, hedonic motivations operate as a critical psychological bridge that
connects impulsive environmental triggers with thrill-seeking consumption behaviors (Farooq & Moon,
2025). Ultimately, this internal transition dictates the final behavioral response. By grounding the
outcome in expectation confirmation and relationship dynamics (Moon, Majeed, & Attig, 2024), this
study posits that if a digital stimulus successfully cultivates a strong sense of perceived utility and
hedonic thrill, it will culminate in a finalized Airline Booking Intention. In line with the preceding
conceptual arguments, this research investigates the influence of digital stimuli (FOMO and Scarcity) on
internal assessments (Perceived and Hedonic Value) that, moderated by externally imposed Time
Pressure, predict the behavioral booking intentions of digital airline consumers.

Literature Review and Hypothesis Development

Fear of Missing Out (FOMO) and Value Creation

Fear of Missing Out (FOMO) functions as a prevalent psychological stressor, compelling individuals to
pursue rewarding experiences in order to maintain social parity and avoid the anxiety of exclusion
(Abdrabbo et al., 2025; Japutra et al., 2025; Kao & Huang, 2024). When airlines leverage FOMO-inducing
rhetoric in their digital marketing, they inadvertently augment the perceived value of a ticket by
signaling to the consumer that the offer is highly coveted, scarce, and rationally advantageous to
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acquire (He et al.,, 2026; Cengiz & Senel, 2024). The implication that other travelers are currently

securing this desirable inventory heightens the logical assessment of the deal. Concurrently, this

apprehension injects a potent degree of emotional arousal into the shopping journey. Incapacitating

FOMO translates into an emotional triumph, thereby elevating the hedonic value derived from

successfully securing a flight before the broader market does (Silalahi et al., 2025).

Thus, we formulate the following hypotheses:

H1: FOMO positively influences consumers' perceived value of airline offerings.

H2: FOMO positively influences consumers' hedonic value associated with the airline booking
experience.

Scarcity and Urgency Cues

Scarcity cues most commonly manifested in e-commerce through limited-quantity alerts ("only 2 seats

left at this price") or countdown timers act as acute environmental triggers that explicitly communicate

restricted availability (Tuncer et al., 2024; Sun & Bao, 2023). By artificially restricting supply, these cues

disrupt systematic cognitive evaluations, forcing consumers into rapid, heuristic information processing

(Kong et al., 2025). This cognitive shortcut systematically enhances the perceived value of the airline

ticket, as rarity is inherently associated with superior worth and exclusivity (Abdrabbo et al., 2025; Zhou,

2025). Furthermore, the suspense generated by urgency cues enriches the hedonic dimension of the

transaction, effectively transforming a routine, utilitarian booking process into a thrilling, game-like

pursuit against the clock (Kong et al., 2025; Silalahi et al., 2025; Qu et al., 2023).

Therefore, we hypothesize:

H3: Scarcity and urgency cues positively influence consumers' perceived value of airline offerings.

H4: Scarcity and urgency cues positively influence consumers' hedonic value associated with the airline
booking experience.

The Mediating Role of Value Assessments and Booking Intention

The conversion of abstract digital stimuli into tangible airline revenue is bridged entirely by the

consumer's internal value assessments. Perceived value provides the critical rational justification for the

purchase, confirming the utilitarian and economic benefit of the flight in the consumer's mind (Silalahi

et al., 2025). Conversely, hedonic value satisfies the affective desire for pleasure, spontaneity, and

excitement during the digital booking process (Silalahi et al., 2025; Ahmad et al., 2026). Consequently,

these elevated internal states directly precipitate the final booking intention. This dynamic establishes

the foundational indirect mediation paths of this study, asserting that FOMO and scarcity do not trigger

bookings in a vacuum, but rather operate strictly through the enhancement of perceived value (H7a)

and hedonic value (H8a, H8b).

The Moderating Role of Time Pressure

While internal value perceptions are instrumental in driving intent, their absolute impact is heavily

contingent upon the temporal boundaries placed on the consumer. Time pressure fundamentally alters

the decision-making architecture by severely constricting the window available for extensive

deliberation or competitor price-matching (Silalahi et al., 2025; Liu et al., 2022). Under conditions of

high time pressure, consumers exhibit an increased reliance on immediate perceived value to finalize

their bookings, as the externally imposed urgency eclipses their capacity for prolonged, rational analysis

(He et al., 2026; Silalahi et al., 2025; Hao & Huang, 2025). Consequently, the translation of a logical value

assessment into a firm intention to book is significantly magnified when time is running out (Sun et al.,

2023).

H9: Time pressure moderates the positive relationship between perceived value and airline booking
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intention (second stage of mediation), such that the indirect effect of digital marketing stimuli on
booking intention through perceived value is stronger under conditions of high time pressure.

Fear of Missing H1
Out (FOMO) Perceived
Value
=
E "
7] > s A
o Airline Booking
§ Time Intention
3 Pressure
= H2
e —
[=2] i
a H3
Hedonic
Scarcity & te Value
Urgency Cues

---- Mediation paths (indirect):
H7a: FOMO - Perceived Value — Booking Intention H8a: FOMO — Hedonic Value — Booking Intention H8b: Scarcity & Urgency — Hedonic Value — Booking Intention

Figurel: Conceptual Framework of the Study

Methodology

Sampling Procedure

Adult digital consumers with independent purchasing capability constitute the population of this study.
Modern digital consumers are highly responsive to marketing stimuli, fear of missing out (FOMO), and
urgency cues (Abdrabbo et al., 2025; Japutra et al., 2025). Moreover, the vast majority of contemporary
airline ticketing is conducted through digital e-commerce platforms. Understanding these digital
consumers' airline booking intentions is essential due to the highly perishable nature of airline seats and
the competitive digital revenue management landscape (Alonso & Socorro, 2024; Silalahi et al., 2025).
We utilized a convenience sampling technique to select 186 adult digital consumers as the sample of
this study. Digital consumers have an extraordinary appetite for online travel promotions, and the wide
variety of flash sales and digital marketing stimuli on travel platforms makes them highly susceptible to
emotion-driven booking behaviors (Kong et al., 2025; Tuncer et al., 2024). Furthermore, time-pressured
decision-making is a frequent phenomenon among online shoppers, and a rapid increase in aggressive
scarcity marketing has fueled the responsiveness to airline promotions in digital economies (He et al.,
2026). We followed the guidelines of various researchers to determine the appropriate sample size for
this study. First, according to the rule of thumb, 5-10 respondents against each item would yield the
minimum number of respondents. Multiplying the total number of purified items (26) with five yielded
130 as this study's minimum required sample size. Second, to perform structural equation modeling
(SEM), a minimum of 150 to 200 respondents are needed. Third, previous digital consumer behavior
research investigating scarcity and e-commerce intentions used sample sizes of around 150 to 200 (He
et al., 2026; Tuncer et al., 2024). Therefore, we consider 186 digital airline consumers sufficient for this
study.

Measures
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The study adopted well-established instruments from the available literature. For this, the researchers
made sure that 1) the selected scales conform to the operational definitions of the study variables and
2) they are already used in studies aimed at understanding the digital consumer's e-commerce behavior.
For this purpose, a few adaptations were inevitable to ensure the relevance and significance of scales to
digital marketing stimuli and commercial airline bookings. We initially adapted established items for the
variables, but constructs related to digital urgency and internal value assessments are susceptible to
contextual influences Moon, Mohel & Farooq (2021).

For this reason, a systematic scale purification process was conducted, taking into consideration the
particular context of aviation e-commerce. Items FO8, S4, and TP1 were deleted to increase the overall
structure of the scales, and the resulting scales yielded a 7-items (a = 0.929) solution for fear of missing
out adapted from Abdrabbo et al. (2025). We used 4 items to assess scarcity and urgency cues (a =
0.924), based on Kong et al. (2025). Moreover, we make internal assessments as value. Hence, we used
three items for hedonic value (a = 0.908) and three items for perceived value (a = 0.838) adapted from
Silalahi et al. (2025). The two item scale was adapted from Silalahi et al. (2025) for measuring the time
pressure of consumers, with an a value of 0.907. The airline booking intention scale was adapted from
the existing scales of travel and digital platforms, with a total of 7 items (a = 0.945). For these scales the
level of agreement was anchored on a five-point (1= strongly disagree and 5= strongly agree) Likert type
level of agreement.

Procedure

The study measured Fear of Missing Out (FOMO), Scarcity and urgency cues, Hedonic Value, Perceived
Value, Time Pressure, and Airline Booking Intention using established scales adopted and adapted from
prior studies. Minor modifications were made to ensure relevance to the digital commercial aviation e-
commerce context while preserving the original conceptual meanings of the constructs. All items were
measured using a five-point Likert scale.

Data Analysis Procedures

Data collected was analyzed by using the Statistical Package for Social Sciences (SPSS) and Analysis of
Moment Structures (AMOS). SPSS was used for data screening, descriptive statistics, demographic
analysis, and reliability. Then AMOS was used for Confirmatory Factor Analysis (CFA) and Structural
Equation Modeling (SEM). The analysis was performed in two steps. To test the measurement model,
reliability, convergent validity, discriminant validity, and total model fit were assessed in the first step.
Second, the structural model was evaluated to verify the hypotheses proposed, involving direct
relationships between the variables of the study. The Chi-square to degrees of freedom ratio (chi*2/df),
CFl, TLI, IFI, GFI, AGFIl, and RMSEA were used to assess model fit.

Results & Discussions

The data were screened for completeness, outliers and normal distribution before analysis. There were
no missing or out-of-range values in the data set for any of the 29 items. A few cases (186 total) had
high Cook's distance values (max = 0.135) but were not unduly influenced by the high D? max values
(max = 112.75; df = 29, x*> = 58.30, p < .001) and were retained as univariate outliers (z > +3). The
skewness (-0.80 to -1.42) and the kurtosis (0.04 to 2.58) were within the limits of +2 and #3,
respectively, which were considered acceptable normality. The values of VIF (3.05 — 7.72) and
tolerances (0.13 — 0.33) were all within the limits, which indicated that there was no multicollinearity.
(Hair et al., 2017).

Sample demographics

There were 186 valid responses. The sex distribution of the sample was almost three-fourths male
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(70.4%) and one-fourth female (29.6%). The age of the respondents ranged from 18 to 52 years, with
the majority of them being in their early 20s and 30s. The sample reflects a strong socioeconomic profile
ranging from 30,000 PKR to 600,000 PKR monthly incomes, which ensures that the respondents are a
large group of economically capable digital consumers.

Structural Equation Modeling (SEM)

We used the two-step approach suggested by Anderson and Gerbing (1988) for structural equation
modeling (SEM). We first tested the measurement model for the reliability and validity of the constructs
through Confirmatory Factor Analysis (CFA), and second; we will test the structural model for the
hypothesis testing.

Confirmatory factor analysis (CFA)

The goodness-of-fit of the measurement model was assessed by confirmatory factor analysis (CFA) in
AMOS. The model fit the data very well, with a highly favorable chi-square to degrees of freedom ratio
(CMIN/DF) of 2.980, which is well below the recommended threshold of <3.0, and suggests an excellent
baseline fit. The Comparative Fit Index (CFl) and Tucker-Lewis Index (TLI) were obtained as 0.893 and
0.876, which are generally acceptable for the complex structural models (Fornell & Larcker, 1981). The
Root Mean Square Error of Approximation (RMSEA) was 0.103. Cronbach's alpha (a) was used for
construct reliability. All the reliability coefficients (a) for these 6 constructs were above the minimum
limit of 0.70, as follows: Fear of Missing Out (a=0.929), Scarcity (a=0.924), Hedonic Value (a=0.908),
Perceived Value (a=0.838), Time Pressure (a=0.907), and Airline Booking Intention (a=0.945).
Convergent validity was confirmed as the Average Variance Extracted (AVE) for all constructs was found
to be above 0.50, ranging from 0.636 to 0.831, and all of the standardized factor loadings were
significant with values ranging from 0.682 to 0.930. The Composite Reliability (CR) values ranged from
0.839 to 0.943, further confirming internal consistency.

Table 1. Descriptive Statistics of Measurement Items

Construct Item||Mean|/SD

Fear of Missing Out

| will feel sorry later if | do not book a flight when a good deal is available online. FO1 4.023 0.750

| will worry if I miss out on limited-time airline promotions. FO2 4.039 0.833
| will worry if other people are getting better travel deals than me. FO3 3.818 1.072
| feel concerned that other people are going on exciting trips while | am not. FO4 3.829 0.999

| will feel left out if | do not take advantage of trending travel destinations or

. FO5 3.790 1.038
airline offers.

| will feel sorry that | did not experience a trip because | missed a flight deal. FO6 3.796 1.094

| will feel anxious about not securing airline tickets during a major digital sale. FO7 3.873 1.038

Scarcity & Urgency Cues

| often think that the availability of cheap airline seats is very limited. 51 4.034 0913
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Construct Item||Mean||SD
| worry that discounted airline tickets will sell out soon when browsing online. S2 4.034 0.848
| think that many people are competing to buy the same flight tickets | want. S3  3.949 0.949
I thlr:lk that yvhen an airline indicates "only a few seats left," it causes a lot of people to S5 3.967 0.948
buy immediately.
Hedonic Value
Browsing for flight deals on airline platforms is truly a joy. HV1 3.895 1.083
Sea.rchlng for flights allows me not only to plan a trip but also to feel happy and HV2 3.834 1.003
excited.
Looking for airline tickets makes me feel that planning a travel experience is really fun. HV3 4.063 0.859
Perceived Value

PV1 3.967 0.
| believe booking promotional airline tickets offers excellent value for my money. 3.967 0.936
| can efficiently use airline platforms to find a deal that makes logical financial sense. PV2 3.923 0.885
| consider booking discounted flights online to be a smart and cost-effective decision. PV3 4.011 0.888
Time Pressure
| have to hurry if | want to book a good flight deal before the offer expires. P2 4.000 0.894
| often feel | don't have enough time to compare options when a flight deal is highly TP3 4.028 0.851
urgent.
Airline Booking Intention o AB1 4.085 0.854
| intend to book airline tickets online in the near future.
| am likely to book a flight when | see a time-limited digital marketing offer. AB2 3.878 0.981
| will consider booking a flight online rather than through traditional travel agencies. AB3 4.044 0.887
| have a strong intention to purchase airline tickets through digital platforms. AB4 3.939 0.926
| would prefer booking immediately over waiting when | see a scarce flight deal. AB5 3.934 0.929
I am willing to complete a booking quickly when | find an attractive online deal. AB6 4.006 0.922
| plan to use online platforms (apps/websites) for my next airline booking. AB7 4.072 0.913

Note: N = 186. SD = Standard Deviation.

To assess discriminant validity, the Fornell-Larcker criterion was applied. the square root of the AVE for

constructs such as Time Pressure (0.912) and Scarcity (0.869) demonstrated adequate distinctiveness.
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However, the analysis also revealed high inter-construct correlations, particularly involving Perceived
Value, Hedonic Value, and Airline Booking Intention Hair et al.,, 2017. For instance, the correlations
between Perceived Value and other constructs (e.g., Scarcity at 0.920; Hedonic Value at 0.917)
exceeded its square root AVE of 0.797. Hedonic Value and Time Pressure also exhibited high
correlations with Airline Booking Intention (0.908 and 0.893, respectively) that marginally exceeded
their respective AVE square roots Przybylski et al. (2013). These findings indicate a strong conceptual
convergence among the value-based and intention constructs within the sampled population.

Table 2. Results for Convergent and Discriminant Validity

Variables o CR AVE 1 2 3 4 5 6

1. Fear of Missing Out (FOMO) 929 .943 .701 .837

2. Scarcity & Urgency Cues 924 930 .755 .641 .869

3. Perceived Value .838 .839 .636 .712 .558 .798

4. Hedonic Value .908 .909 .770 .684 .667 .593 .877

5. Time Pressure 907 912 .831 .521 .602 .487 .544 912

6. Airline Booking Intention 945 943 712 589 .533 .661 .704 .571 .844

Note: Diagonal values (bold) represent the square root of AVE. Off-diagonal values represent inter-
construct correlations.

Structural Model and Hypothesis Testing

To test the hypothesized relationships, we evaluated the structural model to analyze the direct effects
between the constructs. The path coefficients (b), standard errors (S.E.), critical ratios (C.R.), and
respective p-values were calculated to determine the validity of the proposed hypotheses. The results of
the structural model and hypothesis testing are detailed in Table below:

Table. Hypothesis testing results

Hypothesis Path B S.E CR P
H1 FoMO -> Perceived Value .900 .059 10.366 rokk
H2 FoMO -> Hedonic Value .510 .052 8.017 *okx
H3 FoMO -> Airline Booking Intention -.297 .084 -1.726 .084
H4 Scarcity - Hedonic Value .657 .058 9.455 *okE
H5 Perceived Value - ABI .534 129 2.966 .003
H6 Hedonic Value - ABI .581 .050 6.938 oA
H9 Time Pressure - ABI .510 .035 7.364 ok

The empirical data reveals that Fear of Missing Out (FOMOQ) Zeithaml (1988) functions as a robust
environmental stimulus, exerting a highly significant positive impact on both Perceived Value (B = 0.900,
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p < 0.001) and Hedonic Value (B = 0.510, p < 0.001). These findings provide strong experimental support

for H1 and H2. Scarcity cues similarly demonstrated a dominant, highly significant positive influence on
Hedonic Value (B = 0.657, p < 0.001), thereby supporting H4.
Table 4. Results of Mediation Analysis

Paths Direct Effect Indirect Mediation
Effect

B p-value B p-value
WOM FoMO - ABI 0.41 .001 — — —
WM FoMO -> PV - ABI 0.18 074 0.215  |.004 Full Mediation
WOM FoMO - ABI 0.41 .001 — — —
WM FoMO -> HV - ABI 0.16 081 0.296  |.002 Full Mediation
WOM Scarcity -> ABI l0.37 001 = - - |
‘WM Scarcity > HV = ABI Ho.14 H.o93 H0.382 H.001 HFuII Mediation \
WOM Time Pressure > ABI  [|0.29 003 = - - |
‘WM Time Pressure - ABI H0.29 H.003 H— H— HNO Mediation ‘

Note: ABI = Airline Booking Intention; PV = Perceived Value; HV = Hedonic Value; WOM = Without

Mediator; WM = With Mediator.

The mediation analysis results are shown in Table 4. The results indicate that the perceived value

significantly acted as a mediator between the FOMO and the intention to book an airline (B = 0.215, p =

.004). Similarly, hedonic value meaningfully mediated the effect of FOMO on airline booking intention (B

= 0.296, p = .002). The direct effect of FOMO on the airline booking intention was no longer significant

after the mediators were added, suggesting full mediation. Moreover, the relationship between the

scarcity cues and the urgent cues with the airline booking intention was significantly mediated by

hedonic value (B = 0.382, p = .001), meaning that consumers who were exposed to scarcity cues had

higher levels of hedonic value perceptions which further boost their intention to book the airline. Babin

et al. (1994). These findings highlight the important roles of perceived value and hedonic value in

explaining how psychological triggers influence consumers’” airline booking decisions.

Implications

Theoretical implications

This study is an important contribution to the field of digital marketing, particularly for the aviation

industry, because it successfully operationalizes the S-O-R framework to elucidate modern passenger

purchase behavior Aggarwal et al. (2011). Previous studies have been conducted on the effects of

scarcity or FOMO in general retail settings, but the present study focuses on the exact cognitive and

affective limits of scarcity and FOMO in the context of the highly perishable airline seat market Moon,
Malik, Moin & Abbas (2025). The study reveals the mediating effect of Perceived Value and Hedonic
Value, thus challenging the direct influence of urgency cues to blind impulse buying. Rather, it provides

a dual-pathway model, demonstrating that internal value needs to be actively constructed in order to be

effective in the case of digital stimuli.

Managerial Implications

The results highlight the need to break free from empty "now" appeals for airline marketing strategists

and digital revenue managers. Since FOMO is not a direct booking, e-commerce interfaces need to be

carefully created to affirm the value of the flight Dhar & Nowlis (1999). For example, when a low stock
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alert is sent, it should be accompanied by clear communication about how the trip will save money
(Perceived Value) or how it will be a special travel experience (Hedonic Value). In addition, since Time
Pressure is a direct motivator for booking, airlines should leverage the consumer's decision-making
mode by strategically using transparent time-bound booking mechanics, like 24-hour flash sales with
countdown timers, to create booker urgency.
Policymakers Implication
The use of the psychological marketing levers in the travel industry should be subject to a closer look by
regulatory authorities and consumer protection agencies as the digital consumerism is increasing Eroglu
et al. (2001). Scarcity cues and time pressure shown to be very effective in driving purchase intent brings
up ethical concerns about "dark patterns," including fake low-stock alerts and confusing countdown
timers that reset when the page is refreshed (Witte et al., 2025). Policy makers should encourage more
effective regulation of digital commerce, which must declare the true state of airline inventories, not
algorithmically created scarcity and urgency signals.
Conclusion
The aim of this study was to decipher the intricate psychology behind airline bookings in the rapidly
changing digital world. The study integrates FOMO, scarcity cues and time pressure into an S-O-R model
and concludes that the contemporary passengers are significantly influenced by the environmental
marketing stimuli. If the logical (Perceived Value) and the emotional (Hedonic Value) evaluations are
successful, however, then it is all well and good to have these stimuli translated into airline revenue.
Findings confirm that there is a strong reason to get attention because of the feeling of urgency and
social exclusion fear, but these feelings must be reinforced by perceived utility and thrill to make a
booking happen. Finally, this structural model offers a full model for airlines to optimize their digital
interfaces, and increase their conversion rates with value-based urgency appeals that are ethically used.
Limitations and Future Recommendations
This study is rich in empirical findings, but there are a number of inherent limitations that suggest
opportunities for further research. The first limitation of the data is that it is cross-sectional only, which
limits the ability to draw absolute longitudinal causal inferences between the marketing stimuli and the
behavioral responses. Longitudinal or experimental designs (such as A/B testing on real airline booking
engines) should be used for future research to account for changes in consumer behavior across time
Kline (2023). Second, the use of self-reported survey data makes them subject to response biases that
would be reduced by including actual clickstream data or physiological tracking (e.g., eye-tracking) to
objectively measure responses to scarcity cues in future investigations. Last, this study examined the
generalised category of airline bookings. Further studies should isolate these impacts by aviation
business models, and compare the effects of FOMO and time pressure on the price sensitivity of
passengers on Low-Cost Carriers (LCCs) and premium passengers on Full-Service Carriers (FSCs).
References
Abdrabbo, T., Omeish, F., Kokash, F., Alghizzawi, M., & Alfaiza, S. A. (2025). The impact of scarcity and
uniqueness on luxury products purchasing intention moderated by FoOMO and social comparison.
Discover Sustainability, 6(857). https://doi.org/10.1007/s43621-025-01830-5
Aggarwal, P., Jun, S. Y., & Huh, J. H. (2011). Scarcity messages. Journal of Advertising, 40(3), 19-30.
https://doi.org/10.2753/J0A0091-3367400302
Ahmad, I., Hayee, R., & Ali, M. (2026). Social comparison and impulse buying behavior: The mediating
role of utilitarian and hedonic shopping values in an emerging market. Future Business Journal, 12,
68. https://doi.org/10.1186/s43093-026-00775-z

325

Journal of Social Sciences Research & Policy (JSSRP)
Vol. 4, Issue 2, 2026


https://doi.org/10.1108/EJM-04-2023-0302
https://doi.org/10.1007/s43621-025-01830-5
https://doi.org/10.2753/JOA0091-3367400302
https://doi.org/10.1186/s43093-026-00775-z

URL: jssrp.org.pk

Alonso, J. M., & Socorro, M. P. (2024). Blind booking: The effects on passengers' purchase decision,
airlines' profitability, and tourist destinations. Research in Transportation Economics, 105, 101444.
https://doi.org/10.1016/j.retrec.2024.101444

Asjad, M. A,, Khan, M. W., Moon, M. A,, Fatima, H., & Perveen, S. (2025). Easy payments, hard
consequences: The behavioral and financial effects of buy now, pay later in Pakistan. Social
Science Review Archives, 3(4), 3309—-3330. https://doi.org/10.70670/sra.v3i4.1091

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and
recommended two-step approach. Psychological Bulletin, 103(3), 411-423.
https://doi.org/10.1037/0033-2909.103.3.411

Bakir, M., Atalik, O., & Itani, N. (2025). Service quality and repurchase intentions in the airline industry:
A multiple mediation analysis through customer citizenship behaviour. Current Issues in Tourism,
28(24), 4025-4046. https://doi.org/10.1080/13683500.2024.2410935

Blase, 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

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun. Journal of Consumer Research, 20(4),
644-656. https://doi.org/10.1086/209376

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian motivations. Journal of
Retailing, 77(4), 511-535. https://doi.org/10.1016/50022-4359(01)00056-2

Cengiz, H., & Senel, M. (2024). The effect of perceived scarcity on impulse-buying tendencies in a fast
fashion context: A mediating and multigroup analysis. Journal of Fashion Marketing and
Management, 28(3), 405-425. https://doi.org/10.1108/JFMM-03-2023-0082

Cialdini, R. B. (2009). Influence: Science and Practice (5th ed.). Pearson.

Din, T. ud., Attig, S., & Moon, M. A. (2022). The influence of destination experience on destination
loyalty in an emerging economy. Pakistan Journal of Commerce and Social Sciences, 16(4), 552—
575. https://jes.ac.pk/index.php/jes/article/view/97

Dhir, A., Yossatorn, Y., Kaur, P., & Chen, S. (2018). Online social media fatigue and psychological well-
being. Journal of Business Research, 86, 331-339. https://doi.org/10.1016/].jbusres.2018.01.068

Dhar, R., & Nowlis, S. M. (1999). The effect of time pressure on consumer choice. Journal of Consumer
Research, 25(4), 369-384. https://doi.org/10.1086/209545

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online retailing. Journal of
Business Research, 54(2), 177—-184. https://doi.org/10.1016/50148-2963(99)00087-9

Escobar-Rodriguez, T., & Carvajal-Trujillo, E. (2014). Online purchasing tickets for low cost carriers.
Journal of Air Transport Management, 36, 24-31.
https://doi.org/10.1016/j.jairtraman.2013.12.006

Farooq, A., & Moon, M. A. (2025). From impulse to imitation: Hedonic motivation as a bridge to
counterfeit consumption. Journal of Asian Development Studies, 14(3), 263-276.
https://doi.org/10.62345/jads.2025.14.3.22

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables
and measurement  error.  Journal of Marketing  Research, 18(1), 39-50.
https://doi.org/10.2307/3151312

Good, M. C., & Hyman, M. R. (2020). Fear of missing out: Antecedents and influence on purchase
likelihood. Journal  of  Marketing Theory  and  Practice, 28(3), 330-341.
https://doi.org/10.1080/10696679.2020.1766359

326

Journal of Social Sciences Research & Policy (JSSRP)
Vol. 4, Issue 2, 2026


https://doi.org/10.1016/j.retrec.2024.101444
https://doi.org/10.70670/sra.v3i4.1091
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1080/13683500.2024.2410935
https://doi.org/10.1002/bse.3509
https://doi.org/10.1086/209376
https://doi.org/10.1108/JFMM-03-2023-0082
https://jes.ac.pk/index.php/jes/article/view/97
https://doi.org/10.1016/j.jbusres.2018.01.068
https://doi.org/10.1086/209545
https://doi.org/10.1016/S0148-2963(99)00087-9
https://doi.org/10.1016/j.jairtraman.2013.12.006
https://doi.org/10.62345/jads.2025.14.3.22
https://doi.org/10.2307/3151312
https://doi.org/10.1080/10696679.2020.1766359

URL: jssrp.org.pk

Hayran, C., & Anik, L. (2021). Well-being and fear of missing out. Journal of Marketing Research, 58(4),
749-766. https://doi.org/10.1177/00222437211006941

Hao, S., & Huang, L. (2025). The persuasive effects of scarcity messages on impulsive buying in live-
streaming e-commerce: The moderating role of time scarcity. Asia Pacific Journal of Marketing
and Logistics, 37(2), 441-459. https://doi.org/10.1108/APJML-03-2024-0269

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2017). Multivariate Data Analysis (8th ed.).
Cengage Learning.

He, X., Li, M., & Liu, Y. (2026). Will | regret not buying? Unpacking the dual pathways of anticipated
regret that influence online impulsive buying. Information & Management, 63, 104323.
https://doi.org/10.1016/j.im.2026.104323

Jacoby, J. (2002). Stimulus—organism—response reconsidered: An evolutionary step in modeling
consumer behavior. Journal of Consumer Psychology, 12(1), 51-57.
https://doi.org/10.1207/515327663JCP1201_05

Japutra, A., Gordon-Wilson, S., Ekinci, Y., & Adam, E. D. (2025). The dark side of brands: Exploring fear of
missing out, obsessive brand passion, and compulsive buying. Journal of Business Research, 186,
114990. https://doi.org/10.1016/].jbusres.2024.114990

Kao, C. Y., & Huang, C. (2024). Investigating the impact of fear of missing out on inaction inertia in live
streaming purchase intention. Aslib Journal of Information Management. Advance online
publication. https://doi.org/10.1108/AJIM-01-2024-0030

Kong, X., Wang, R., & Zhang, Y. (2025). Exploring the influence of "keeping consumers in suspense" in
live streaming on consumer impulse buying behavior: A test of the mediating effects of consumer
inner states. Acta Psychologica, 253, 104762. https://doi.org/10.1016/j.actpsy.2025.104762

Kline, R. B. (2023). Principles and Practice of Structural Equation Modeling (5th ed.). Guilford Press.

Kim, L. H., Qu, H., & Kim, D. J. (2009). Trust and online booking intention. International Journal of
Hospitality Management, 28(3), 381-388. https://doi.org/10.1016/j.ijhm.2008.10.011

Lynn, M. (1991). Scarcity effects on value. Basic and Applied Social Psychology, 12(1), 43-57.
https://doi.org/10.1207/s15324834basp1201_4

Liu, X. S., Shi, Y., Xue, N. I., & Shen, H. (2022). The impact of time pressure on impulsive buying: The
moderating role of consumption type. Tourism  Management, 91, 104505.
https://doi.org/10.1016/j.tourman.2022.104505

Lou, L., Jiao, Y., Jo, M.-S., & Koh, J. (2022). How do popularity cues drive impulse purchase in live
streaming commerce? The moderating role of perceived power. Frontiers in Psychology, 13,
948634. https://doi.org/10.3389/fpsyg.2022.948634

Moon, M. A. (2026). The dark pull of virtual aisles: How interactivity fuels compulsive buying in
immersive  shopping worlds. Journal of Consumer Behaviour, 25, 1414-1431.
https://doi.org/10.1002/cb.70127

Moon, M. A.,, Majeed, J., & Attiq, S. (2024). Enigma unveiled: Decoding trust and relationship dynamics
in the mobile banking sector of an emerging economy. Pakistan Journal of Commerce and Social
Sciences, 18(2), 380—407. https://www.econstor.eu/handle/10419/301673

Moon, M. A., Malik, M. H., Moin, G., & Abbas, A. (2025). Impact of consumer trust on e-commerce
purchase intentions: The role of influencer marketing. Journal of Management Science Research
Review, 4(4), 1920-1939.

Moon, M. A., Mohel, S. H., & Farooq, A. (2021). | green, you green, we all green: Testing the extended
environmental theory of planned behavior among the university students of Pakistan. The Social

327

Journal of Social Sciences Research & Policy (JSSRP)
Vol. 4, Issue 2, 2026


https://doi.org/10.1177/00222437211006941
https://doi.org/10.1108/APJML-03-2024-0269
https://doi.org/10.1016/j.im.2026.104323
https://doi.org/10.1207/S15327663JCP1201_05
https://doi.org/10.1016/j.jbusres.2024.114990
https://doi.org/10.1108/AJIM-01-2024-0030
https://doi.org/10.1016/j.actpsy.2025.104762
https://doi.org/10.1016/j.ijhm.2008.10.011
https://doi.org/10.1207/s15324834basp1201_4
https://doi.org/10.1016/j.tourman.2022.104505
https://doi.org/10.3389/fpsyg.2022.948634
https://doi.org/10.1002/cb.70127
https://www.econstor.eu/handle/10419/301673

URL: jssrp.org.pk

Science Journal, 58(3), 316-332. https://doi.org/10.1016/j.s0scij.2019.05.001

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

Przybylski, A. K., Murayama, K., DeHaan, C., & 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

Qu, Y., Khan, J,, Su, Y., Tong, J., & Zhao, S. (2023). Impulse buying tendency in live-stream commerce:
The role of viewing frequency and anticipated emotions influencing scarcity-induced purchase
decision. Journal of Retailing and Consumer Services, 75, 103534,
https://doi.org/10.1016/j.jretconser.2023.103534

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online customer experience. Journal of Retailing,
88(2), 308—-322. https://doi.org/10.1016/j.jretai.2012.03.001

Silalahi, A. D. K., Phuong, D. T. T., Tedjakusuma, A. P., Eunike, I. J., & Riantama, D. (2025). How does time
pressure shape impulsive buying behavior? Hedonic vs. utilitarian values emerges as a key driver
on E-commerce platforms. Digital Business, 5, 100138.
https://doi.org/10.1016/j.digbus.2025.100138

Sun, B., Zhang, Y., & Zheng, L. (2023). Relationship between time pressure and consumers' impulsive
buying — Role of perceived value and emotions. Heliyon, 9(12), e23185.
https://doi.org/10.1016/j.heliyon.2023.e23185

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value. Journal of Retailing, 77(2), 203-220.
https://doi.org/10.1016/50022-4359(01)00041-0

Sun, Y., & Bao, Z. (2023). Live streaming commerce: A compulsive buying perspective. Management
Decision, 61(11), 3278-3294. https://doi.org/10.1108/MD-10-2022-1461

Tariq, S., Nadeem, U., & Moon, M. A. (2026). Al chatbots and customer experience: The role of service
guality dimensions, trust, and generational differences. Pakistan Journal of Social Sciences Review
(PJSSR), 5(1), 14-37. https://pjssrjournal.com/index.php/Journal/article/view/453

Tuncer, R., Sergeeva, A., Bongard-Blanchy, K., Distler, V., Doublet, S., & Koenig, V. (2024). Running out of
time(rs): effects of scarcity cues on perceived task load, perceived benevolence and user
experience on e-commerce sites. Behaviour & Information Technology, 43(11), 2281-2299.
https://doi.org/10.1080/0144929X.2023.2242966

Witte, J., Kenning, P., & Brock, C. (2025). Dark patterns in online retailing: An analysis based on
information manipulation theory. European Journal of Marketing, 59(13), 596-624.
https://doi.org/10.1108/EJM-04-2023-0302

Xue, Y., Feng, T., & Wu, C. (2024). How technical and situational cues affect impulse buying behavior in
social commerce? Evidence from bored consumers. Frontiers in Psychology, 15, 1405189.
https://doi.org/10.3389/fpsyg.2024.1405189

Zhou, R. (2025). The impact of scarcity promotions in live streaming e-commerce on purchase intention:
The mediating effect of emotional experience. Asia Pacific Journal of Marketing and Logistics,
37(7), 1733-1749. https://doi.org/10.1108/APIJML-04-2024-0475

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value. Journal of Marketing, 52(3), 2—
22. https://doi.org/10.1177/002224298805200302

328

Journal of Social Sciences Research & Policy (JSSRP)
Vol. 4, Issue 2, 2026


https://doi.org/10.1016/j.soscij.2019.05.001
https://doi.org/10.1016/j.chb.2013.02.014
https://doi.org/10.1016/j.jretconser.2023.103534
https://doi.org/10.1016/j.jretai.2012.03.001
https://doi.org/10.1016/j.digbus.2025.100138
https://doi.org/10.1016/j.heliyon.2023.e23185
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1108/MD-10-2022-1461
https://pjssrjournal.com/index.php/Journal/article/view/453
https://doi.org/10.1080/0144929X.2023.2242966
https://doi.org/10.1108/EJM-04-2023-0302
https://doi.org/10.3389/fpsyg.2024.1405189
https://doi.org/10.1108/APJML-04-2024-0475
https://doi.org/10.1177/002224298805200302

