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ABSTRACT

Technology has been developing rapidly for a very long time, and this development creates new dynamics in all areas of
life. Now, there is almost no area independent from the phenomenon of technology and technological tools. In this
context, public relations practices also try to influence people’s purchasing behavior through different tools and
applications. Since public relations cannot be considered only as a promotional and image activity, the relationship of the
issue with purchasing practices is established in this study. On the other hand, people’s buying behavior is influenced by
certain methods. The aim of this article is to examine the effect of fear of missing out (FoMO) on developments, which is
a new concept in public relations practices, on individuals' purchasing behaviorthrough the example of Trendyol. In this
study, the extent to which the consumer's FoMO on the activities and life experiences of others affects their purchasing
behavior is discussed. At the same time, how demographic structure affects purchasing behavior is also examined. The
method of the study is structural equation modeling from a statistical point of view. The results of the study show that
theincrease in the fear of missing out affects purchasing behavior. It has been observed that this does not differ according
to gender but differs according to education level and income source.
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Teknoloji cok uzun zamandir biiyik bir hizla gelisimine devam etmektedir ve bu gelisim yasamin her alaninda ortaya yeni
dinamikler ¢ikarmaktadir. Artik teknoloji olgusundan ve teknolojik araclardan bagimsiz bir alan neredeyse kalmamistir. Bu
baglamda halkla iliskiler uygulamalari da insanlarin satin alma davranislarini farkli araglar ve uygulamalar vasitasiyla
etkilemeye caligmaktadir. Halkla iliskiler sadece bir tanitim ve imaj faaliyeti olarak degerlendirilemeyecegi icin, bu
calismada meselenin satin alma pratikleriyle iliskisi kurulmaktadir. insanlarin satin alma davranislari ise belirli yontemlerle
etki altina alinmaktadir. Bu makalenin amaci halkla iligkiler uygulamalarinda yeni bir kavram olan gelismeleri kagirma
korkusunun (FoMO) bireylerin satin alma davranisina etkisini Trendyol 6rnegi lzerinden incelemektir. Bu ¢alismada
tlketicinin baskalarinin aktivitelerini ve yasam deneyimlerini kagirma korkusunun satin alma davranigini ne olctide
etkiledigi ele alinmaktadir. Ayni zamanda demografik yapinin satin alma davraniglarini nasil etkiledigi de incelenmektedir.
Galismanin yonteminiistatistiksel acidan yapisal esitlik modellemesi olusturmaktadir. Sonugta elde edilen bulgular,

gelismeleri kagirma korkusunun artmasinin satin alma davranisini etkiledigini gostermektedir. Bunun, cinsiyete gore
farkliik gostermedigi, fakat egitim dizeyine ve gelir kaynagina gore farklilik gosterdigi gozlemlenmistir.
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INTRODUCTION

The aim of this article is to examine public relations in the context of its effect on purchasing
behavior. In doing so, it is discussed how people's specific fears and concerns are manipulated on the
FoMO axis. It is thought that digital innovations in the field of public relations have changed the
purchasing behavior of consumers. However, it is seen that institutions have established their sales
strategies on different foundations and new methodslong before that. Therefore, how Trendyol directs

the consumer in its relationship with the consumer is examined on the axis of the FoMO.

Change is an indispensable element of human history. While some of these changes
restructured the era, some of them drew new boundaries, some of them crossed the boundaries of time
and space. The new era, which does not recognize the limits of time and space in which we live, is built
by technological developments. The direction of the change experienced since the 1990s is that all kinds
of elements are more closely intertwined with technology. Since the element or phenomenonin any area
of life is not independent of this, institutions are also open to the technological influence here. While
technology influences institutions and their activities, it also transforms the way they do business. Since
the field ofpublic relations is not independent of this effect, it affects the functioning of institutions

together with the innovations brought by technology.

Public relations, which has an important role in reaching the target audiences of institutions and
forms an important part of the management function, has gone through manvydifferent phases since the
day it was conceptualized. As a result of the benefits of globalizationand technology, public relations gain
new dimensions in the changing world order. Public relations have also had to adapt to this change and
transformation. This obligation has restructured public relations and brought along new concepts with
the effect of digitalization.Therefore, public relations strengthen its manipulative structure, which has
been going on foryears, and increases the communication of the institution with its target audience.
Since the target audience is the people who are in the position of consumers in line with certain aims, it
is the duty of public relations to direct and direct them to purchasing behavior. However, public relations
have not been using the same methods since the beginning of the 20th century and has undergone

serious transformations over time.
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PUBLIC RELATIONS AND DIGITALIZATION

Although its roots date back to a very long time, a common definition for public relations has not
been made yet. The lack of a common definition stems from the versatility of the structure of public

relations and its constant change. Public relations can be defined ina few short phrases.

According to Grunig and Hunt (1984, p. 6) public relations is the management of the
communication processes between the institution and its target audience. According to another
definition, public relations (Cutlip, Center, & Broom, 1985), it is a function that will help the establishment
of dependency-based communication between the institution and allthe units and departments that the
institution interacts with, and that this relationship between them is sustainable. According to Asna
(1993, p. 7), public relations include the relations of the individual, association, public institution, or
private institution with each other. Along with these, the relationship they establish with the media gains
more special importance and public relations play an active role in the execution of media processes. As
Grunig (2005, p. 15) re-expressed later, public relations determine the managerial form of
communication of the institution with its internal and external target audience. In addition tothe
communication that the institution establishes with its target audience, it is also expressedas the sum of

the planning, evaluation and execution activities involved in the process of achieving them.

Making so many definitions of public relations depend on its multifaceted structure, having
common denominators with many disciplines, and having a strategic management function. With
digitalization, public relations have entered a different movement, because public relations have
transformed every activity into a commodity that can be measured, calculated, and even evaluated. Every
move performed in digital environments leaves a digitaltrace behind. This trail is also highly visible to the
target audience. Because the new order creates an environment suitable for the rapid development of
digital technologies, causing every commaodity to have a more visible structure. This visibility also affects

public relations activities.

Technological developments create a unique common and different culture in the digital
environment. This emerging structuring is also called digital culture. Digital media applications and social
networks have a structure based on both culture and the internet. It creates digital culture with data,

information, digital codes, and software in digital media (Manovich, 2001, p. 19). In a way, the culture the
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Internet has created has been shaped basedon the logic of networks and positions both individuals and
societies beyond time and space with the applications that have been created with the help of networks.
The prevalence of thelnternet progresses unevenly over time and space. In this order, there is a
globalizing world and many intertwined structures (Castells, 2001, pp. 141, 212). These structures now
constitute the building blocks of a different culture. The emerging digital culture continues tobuild new

concepts and practices on its own axis.

Digital media, where digital culture is located, includes both individuals and public relations with
the applications it creates. Instagram, Twitter, and Facebook, which are very popular applications built
by digital media, are preferred by many users. These applications provide services in return for receiving
and processing the data of individuals and using them when necessary. Users' personal data is
transformed into new data through applications (Fuchs, 2015, p. 137). The received data can also draw
the necessary boundaries in creating atarget audience. This identifiable state of the target audience is
also very important in terms of public relations practices. Thus, the institution willbe able to reach the right

target audiencefor itself and develop a strategy accordingly.

The personal data uploaded to the applications, the likes for the shares or the words in the
search engines reveal all the orientations of the user. In public relations activities, sucha defined and
determined target audience has a very strategic importance. Public relations must be able to use every
conceptand every application offered by digital media. This obligation also forms the basis of amanagerial
strategy. While implementing the new strategy,every detail should be considered, and a communication
network should be created in accordance with this interactive structure. Public relations strategies to be
conducted online will be open to greater visibility and interaction. This will bring positive and negative

situations(Phillips & Young, 2009). Every concept gains importance in public relations practices.
FEAR OF MISSING OUT (FoMO) AND PURCHASE BEHAVIOR

The concept that emerged around the new digital axis and started to take its place in public
relations activities is “Fear of Missing Out” (FoMO). In this concept, the individuals thinkthat the lives of
those around them take place in better conditions and that their experiences are more satisfying. It is
defined as the effort and need to constantly follow the activities of those around them and stay in touch

with them due to the concern that they are missing outbecause they cannot have or live with all this
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(Przybylski, Murayama, DeHaan, & Gladwell, 2013). Parallel to the rapid development of technology,
together with the applications createdby digital media networks, with the acceleration of the connection
and the erosion of the time-space concepts, a continuous connection environment and a wide network
framework are created for the individual. As the prevalence of use of digital media and its applications
increases, FoMO occupies more space in the lives of individuals. Thus, with the help of social networks,

the individual shows the behaviors of constantly monitoring and following others (Hato, 2013).

In another context, as the anxiety of the individual in his relations with environment increases,
his orientation to social media and digital networks also increases. The biggest reason for this fear is the
belief that other people have more satisfying experiences. Within the structure of social media networks
that allow individuals to follow others, comparing their lives with what they have seen or read and
establishing a relationship between them, it causesa feeling that they are somehow missing out on some
things in the process (Abel, Buff, & Burr,2016). In the process, FOMO causes the person to be in two or
more places at the same time,fearing that missing out on the events in the environment or social media
will undermine individual happiness (JWTIntelligence, 2012). Because, even if the individual cannot be
there,they can see and follow the sharing of the people around them in the applications, their status,or the
events they realize simultaneously, within the possibilities offered by the social media.ln fact, it reminds
individuals who are consumers that they have missed out permanently andoffers them access. Being
able to constantly connect to social media and always seeing the missed things starts to create feelings
of worthlessness and inadequacy in people over time (Miller, 2012). These feelings also cause the

individual to envy the lives of others.

FoMO is a state of anxiety accompanied by negative emotions. By using this phenomenon,
institutions can direct their target audience to an unplanned purchasing behavior by telling them that
the products are scarce and will not be on sale for a long time, and that they will miss their purchasing
opportunities (Byun & Sternquist, 2011). Viewed fromthis paradigmatic dimension, to realize rapid
consumption, the institution triggers consumption around the scarcity and few remaining product
discourses created by public relations practitioners. Individuals who are afraid that they will be deprived
of the opportunities and advantages of the period provided by discounts made for a certain period or the
perception of special production will perform an unplanned purchase behavior under the influence of
FoMO. Because the more an individual sees the products that others have orthe experiences they have

533
[§] SELCUK ILETISIM DERGISI 2022; 15(2): 528-557



MUGE BEKMAN

had, and feels deprived, the more intense the feeling of FOMO manifests itself. Thus, institutions
transform this feeling of individuals into the behavior of purchasing their own products in accordance

with their public relations strategies.

When the literature on impulsive buying is examined, it has been revealed that there isa
significant relationship between the cognitive and emotional state of the individual at that moment and
impulsive buying from online sites (Dawson & Kim, 2009). Another study provesthe existence of a
positive relationship between materialism and purchasing behavior (Podoshen & Andrzejewski, 2012).
Yet in another study; the ease of use of the interface of thewebsite, the confidence of the consumer in
that site, and the emotional and visual appeal of the site have important effects on directing consumers
to buy online (Turkyilmaz, Erdem, & Uslu, 2015). The literature study, which includes all previous studies
on online impulsive buying behaviors, was conducted by Chan et al. (2017). In this study, it is seen how
the emotions possessed by an individual are directed by the scanned literature and how institutions can
direct online purchasing behavior with the perception they create and the websites they edit by
managing these emotions. All these studies, itis inevitable that FoMO isamong the factors affecting the

purchasing behavior of an individual.
APPLICATION OF FOMO IN PUBLIC RELATIONS THROUGH TRENDYOL EXAMPLE

The concept, which was expressed as the FoMO developments or opportunities in theearly
2000s, was used by marketing specialist Herman (2000) and took its place in the literature. Thus, FoMO
began to be a part of public relations at the conceptual level. BecauseHerman (2000) revealed that FoMO
is a powerful source of motivation that affects consumerbehavior. The intense feelings of the individual
tofeel lostare also very strongin influencing their purchasing decisions. For an individual to have a better
product or object than those around them, they will be able to choose to buy a product that is more
expensive or more featured than others. In such cases, an individual may change what s/he buys due to

fear of exclusion from his/her environment and social pressures (Dykman, 2012).

In fact, it can be said that this fear is triggered more by institutions in the service and product
marketing of public relations. Institutions can create FoMO in consumers by creatinga perception that
the services and products they offer are scarce or limited in number (Hodkinson, 2016, p. 2). When

consumers, who feel scarcity due to a limited number of product perceptions, see the products they share
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and buy on social media and are exposed to such posts, their fear of missing out on developments can
suddenly turn into a fear of missingout on their shopping experience. In this context, the anxiety that
occurs in the individual is that the best products will be bought by others and the best experiences will
be experiencedby them. As a result, they fear that they will miss out on alternatives. The increase in this
fearwill also reflect on the consumption behavior of the individual. Individuals who are unable to
constantly follow social media and applications due to the natural routines of life will increasetheir
orientation toward shopping due to feeling FoOMO with regard to new developments. Therefore, the
public relations activities used by the institutions in their social media applications deal with the
perception of scarcity and the fear of missing the developments quite widely. It is claimed in this study

that Trendyol, which is in the social media, uses FoMQextensively in terms of public relations activities.

Trendyol was founded in 2010 as a retail shopping site. The company’s mobile application was
downloaded 5 million times in 2016 and became one of the first companies to receive a security
certificate as an e-commerce site (Dal & Sahin, 2018, p. 243). According to Trendyol's data on its website,
its mobile application was downloaded 20 million times with25 million users in the first quarter of 2019
(Trendyol, 2019). Then, when looking at the 2020data, it is stated that the number of active users has
reached 19.3 million from 9.2 million compared to 2019 and it is revealed how much they have grown
(Trendyol, 2020). The reasonsfor choosing Trendyol as a sample in this study are its high awareness,

preference, employment size and usability in Turkey.

In the literature, the following conclusions were reached briefly. In a study conducted;
comparative analysis of Morhipo and Trendyol sites was carried out. As a result of this analysis,Both
institutions were seen to have used SEM (Search Engine Marketing) and SEO (Search Engine
Optimization) applications from the very beginning and sometimes they buy it and sometimes use it as
a search word optimization provided by the application (Dogan, 2021). Inanother study, the effect of
customer comments on the products sold in Trendyol on purchasing behavior was investigated. The
data obtained in this quantitative study were analyzed with the descriptive analysis method, and as a
result, it was seen that customer comments affected the purchasing behavior positively if it was positive,
and negatively if it was negative (Kaya, 2020). In another study, a relationship is established between the
factorsaffecting trust in electronic commerce and purchase intention. A quantitative analysis was carried
out on the factors affecting the trust of people shopping from Trendyol and their purchase intentions.
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As a result of this analysis, it was noticed that there is a positive relationship between the factors that
establish trust and the purchase intention (Dal & $ahin,2018). An analysis of online shopping practices
was carried out around utilitarian and hedonicvalues, based on benefit and risk. It has been seen that the
shopping value scale is basically two-dimensional in terms of being utilitarian and hedonic. Hedonic
shopping values obtainedall the expected benefits, while the risks were limited to the dimensions of

financial risks andproduct risks (Tanrikulu & Bakir, 2021).
PURPOSE AND METHODOLOGY

This study statistically analyzed the direct effects FoMO has on individuals’ experiences
regarding consumers’ purchasing behaviors on Trendyol. In addition, the study questioned whether
the effect of FOMO on purchasing behavior changed according to demographic factors. Non-
probability sampling method was used. While the Fear of Missing out Scale was used to measure
consumers' FoMO, the Consumer Purchasing Behavior Scale (CPB) was usedto measure consumer
buying behavior. In addition, the gender, age group, education level, income level and income level
of the respondents were also asked through a questionnaire. During the online data collection
phase, the study applied the self-report method to have a total of 488 volunteers answer the scales
and other questions.” 56.35% of the respondents were male. 63.11% were between 18-28, 13.73%
were between 29-38, 12.70% were between 38-48, years old; and 10.45% were older than 48 years
old. 3.69% were primary school, 19.47%were high school, 32.58% were vocational school, 33.40%
were with bachelor's degree and 10.86% were with postgraduate degree. In a month, 16.39%
earned less than 500 TL, 35.45 earned 500-2999 TL, and 22.13 earned around 3000-7500 TL.
26.02% of them had a monthly income of more than 7500 TL. 56.56% were earning their own
income. 55.53% were actively working in a workplace or doing their own business. 12.50% spent less
than an hour, 54.10% spent 1-3 hours, 25.41% spent 4-6 hours, 7.99% spent more than 7 hours a

day on social media.

" While determining the population and sample, Krejcie and Morgan (1970)considered the population/sample table for the
determination of the sample number based on the population size in quantitative studies. Accordingto the table, the sample
size per for 1,000,000 population is determined as 384. In order to run the structural equation modeling, whichis preferred
as a statistical method, the sample size should be increased to at least fivetimes the number of variables in the research
(Glrbtiz, 2019).
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Figure 1 Research Model

'W: Demographics

X: Fear of Missing Out = Y: Consumer Purchasing Behavior

Research model, shown in Figure 1 was created by considering the theoretical andconceptual

infrastructure and the hypotheses on which this model is based are as follows:
Ha1: The fear of missing out affects consumers’ purchasing behavior on Trendyol.

Ha2: Gender has a moderating effect on FoMO, which affects consumers’ purchasing behaviour

during shopping from Trendyol.

Ha3: Age has a moderating effect on FOMO which affects consumers' behavior inpurchasing

products from Trendyol.

Has: Education level has a moderating effect on FoMO which affects consumers'behavior

in purchasing products from Trendyol.

Has: Income level has a moderating effect on FoMO which affects consumers' behaviorin

purchasing products from Trendyol.

Ha6: Income source has a moderating effect on FoOMO which affects consumers'behavior in

purchasing products from Trendyol.

Since data cannot be obtained with an experimental and quasi-experimental researchdesign, it
would be more accurate to consider the method as a relational survey model.? Of course, FOMO was
considered an exogenous variable in this relationship, with each demographic variable being a potential

moderator and consumer buying behavior being an endogenous variable. For this reason, the factors

2 The relational screening model is a model that examines the degree of relationships that exist between two ormore
variables, while at the same time examining the effect of variables on each other and their change together(Creswell, 2014)
(Karasar, 2009).
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affecting consumer purchasing behavior were questioned by structural equation modeling (SEM).?

The ethics report of this study was given by Istanbul University-Cerrahpasa Rectorate Social and
Human Sciences Research Ethics Committee Presidency on 09.11.2021 with the decision numbered

2021/256.

FoMO (Fear of Missing Out) Scale

Fear of missing out scale was developed by Przybylski et al. (2013). The reliability and validity
study of the English scale was carried out by Gokler, Aydin, Unal, and Metintas, (2016)and the scale was
adapted to Turkish (Gokler, Aydin, Unal, & Metintas, 2016). The FOMO scale,which consists of 10 items,
exhibits a single factor, and has a 5-point Likert structure. When the scale questions are answered, a
minimum of 10 points and a maximum of 50 points can be obtained. 50 points and close scores indicate
a high level of FoMO on an individual's developments, and low scores obtained indicate a lower level of

FoMO.
Consumer Purchasing Behavior Scale

The consumer purchasing behavior scale was developed by islek in 2012. The reliabilityand
validity study of the scale was conducted by him and a scale consisting of 10 questions was developed
(islek, 2012, p. 123). The scale was also used later in the study titled “The Effectof Social Media Marketing
on Consumer Purchasing Behavior: Selcuk University libf Sample”, Cronbach alpha number was found to
be 0.866, and the reliability of the study was re- established (Sahin, Cagliyan, & Baser, 2017, p.80). The
factthatthe Cronbach alpha coefficientis between 0.80 and 1.00 indicates that the scale is highly reliable
(Kilig, 2016, pp. 47-48). Again, like the other scale, the purchasing behavior scale consisting of 10 items
has a 5-point Likert feature. The participants of the study are asked to choose one of the options

"non "nou

"strongly agree 5", “agree 4", "agree little 3", “disagree 2" and “strongly disagree 1".

Before running the structural equation model, the structural validity and reliability of

3 Structural Equation Model: SEM is a multivariate statistical analysis method, which consists of a combination of factor
analysis and regression analysis, and where generally latent and observed variables can be tested in thesame model. It
allows testing direct and indirect relationships between variables. Mediation and moderation effects can also be tested.
More importantly, SEM offers the opportunity to test the relationships by consideringthe measurement lines of the
parameters (Glrbiiz, 2019).
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measurement tools were tested via confirmatory factor analysis and Cronbach Alpha reliability method.

Figure 2 Validity and Reliability of Scales

Cronbach's Alpha = 0.817

Cronbach's Alpha = 0.892

CMIN=159.574;DF=73;RMSA=.049;CF|=.972;GFI=.958
The first confirmatory factor analysis run; it was determined that the item factor loadsof the

consumer buying behavior scale were higher than 0.54. For this reason, correlations between errors
were defined by considering the modification indices without removing any item from the scale.
According to the reliability analysis, since the Cronbach Alpha reliability coefficient of the scale is 0.89,

the scale is quite reliable with its current structure at Figure 2.

However, the factor loads of four items in the FOMO scale were below 0.55. Also, model fit
indicators were not within acceptable ranges (X?/df> 5; GFI, CFI<0.90; RMSEA>0.08).Therefore, item
deletion from the scale was preferred. Starting with the item with the lowestfactor loading, items with
a loading less than 0.55 were removed from the scale one by one. Thus, after the "FoMO 5-6-7-9-10"
items were removed from the scale, no item with a factorload of less than 0.55 remained. It was then
reduced in error terms by considering the modification indices. Thus, a tool was created that is
structurally strong and has a good level of model fit ((X?/df< 3; GFI, CFI>0.95; RMSEA<0.05). Since the
Cronbach Alpha reliability coefficient of this scale was 0.82, the internal consistency was high at Figure

2.
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FINDINGS

In this part, the findings based on the SEM are explained. First, the direct effect of the
respondents’ FoMO score on CPB score was examined. After that, separate SEM models per
demographic variable were run to explore the moderator effects of demographics. All analyzes were

performed using the maximum likelihood method.

Figure 3 Direct Effect of FOMO Level Change on CPB

p <0.01

Explained variance %7

CMIN=159.574;DF=73;RMSA=.049;CFI=.972;GFI=.958

The regression weight for FOMO in the prediction of CPBS is significantly different from zero (=
0.27; p<0.01). When FoMO score of a respondent goes up by 1 standard deviation,CPB score goes up
by 0.27 standard deviations. In other words, differentiation in responses' fear of missing out, makes

positive differentiation consumer purchasing behavior as shown atFigure 3.

Figure 4 Moderation effect of gender (female) regarding how FoMO affects CPB.

Female

Explained variance %3
CMIN=261.448;DF=146;RMSA=.040;CFI=.963;GFI=.934

Critical Ratios for Differences (CRD) From Female <1.96
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FoMO in the prediction of CPB is significantly different from zero for females (8= 017; p<0.01).
This effect is positive. A 1-unit increase in the standard deviation of female respondents’ FoMO score is
seen to increase the standard deviation of the CPB score by 0.17;in other words, an increase in female

respondents’ FoOMO levels also increases their consumerpurchasing behaviors, as indicated in Figure 4.

Figure 5 Moderation Effect of Gender (Male) on Effect of FoMO on CPB

Male

5 . l

3%
wi' v

Y men=m D,
o= 2
\' > 54

6l 2,

p<0.05

Explained variance %13
CMIN=261.448;DF=146;RMSA=.040;CFI=.963;GFI=.934

Critical Ratios for Differences (CRD) From Female <1.96
FoMO in the prediction of CPB is significantly different from zero for male respondents(3=0.36;
p<0.05). When FoMO score of a male respondent goes up by 1 standard deviation, CPB score goes up by

0.36 standard deviations (Figure 5).

Although there was a mathematical difference of 0.19 standard deviations between male and
female respondents, its statistical significance could not be determined (CRD <1.96).Therefore, the effect
of fear of missing out level on consumer purchasing behavior could not be statistically determined to

differ by gender (Figures 4; 5).

Age groups statistically differentiate the effect of FOMO score on the change inparticipants' CPB

score.
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Figure 6 Moderation Effect of Age (18-28) on Effect of FoMO on CPB

MUGE BEKMAN

Explained variance %2

CRD between 29-38< 1.96
CRD between 39-48< 1.96

CMIN=447.216;DF=292;RMSA=.033;CFI=.953;GFI=.902

Figure 7 Moderation Effect of Age (29-38) on Effect of FoMO on CPB

29-38

pP<0.05

Explained variance %25

CRD between 18-28< 1.96
CRD between 39-48< 1.96

CMIN=447 _.216;DF=292;RMSA=.033;CFI=.953;GFI=.902
Figure 8 Moderation Effect of Age (39-48) on Effect of FoMO on CPB

39-48

Explained variance %23

CRD between 18-28< 1.96
CRD between 29-38< 1.96

CMIN=447.216;DF=292;RMSA=.033;CFI=.953;GFI=.902
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Figure 9 Moderation Effect of Age (49<) on Effect of FOMO on CPB
48<

-21

p>0.05

Explained variance %7

CMIN=447.216;DF=292;RMSA=.033;CFI=.953;GFI=.902

“There is a moderation effect of age due to the p value, which is different from other groups, of "48< age group™
The statistical effect of changes in the FOMO scores on CPB scores was significant for

respondents who are 18-28 years old (= 0.14; p<0.05), 29-38 years old (= 0.50; p<0.05), and38-48
years old (B=0.48; p<0.05). However, CRDs between these groups are below 1.96. This shows that
although the change in FOMO affects the purchasing behavior of participants younger than 49 years old,
this effect does not change for these three age groups (Figure 6; 7;8). On the other hand, when the fear
of missing out score of the participants older than 48 years changed, no difference was observed in the
CPB score (p>0.05). As the level of fear of missing out of respondents younger than 49 years old
increases, consumer purchasing behavior increases. However, a statistically significant change was not
observed in the purchasing behaviors of the older people due to the fear of missing out. Unlike other age
groups, the effect of changes in the FOMO scores of participants older than 48 years old couldnot be

determined, which indicates respondents’ age group to have a moderating effect (Figure 9).

Figure 10 Moderation Effect of Education (Primary School) on Effect of FoMO on CPB

Primary Education

Explained variance %13

CMIN=600.626;DF=365;RMSA=.037;CFI=.930;GFI=.883

There is a moderation effect of education due to the p value, which is different from "High School” and "Bachelor”
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Figure 11 Moderation Effect of Education (High school) on Effect of FoMO on CPB

High School

Explained variance %9
CMIN=600.626;DF=365;RMSA=.037;CFI=.930;GFI=.883

CRD between Bachelor < 1.96

*There is a moderation effect of education due to the p value, which is different from , "Primary, Vocational, Postgraduate "

Figure 12 Moderation Effect of Education (Vocational) on Effect of FoMO on CPB

Vocational Education

Explained variance %3

CMIN=600.626;DF=365;RMSA=.037;CFI=.930;GFI=.883

*Thereis a ion effect of ion due to the p value, which is different from " High School" anf "Bachelor"

Figure 13 Moderation Effect of Education (Bachelor) on Effect of FoOMO on CPB

Bachelor

-12

p<0.05

Explained variance %9
CRD between High School < 1.96

CMIN=600.626;DF=365;RMSA=.037;CFI=.930;GFI=.883

*There is a moderation effect of education due to the p value, which is different from , "Primary, V i Postgraduate "
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Figure 14 Moderation Effect of Education (Postgraduate) on Effect of FoOMO on CPB

Postgraduate

Explained variance %7

CMIN=600.626;DF=365;RMSA=.037;CFI=.930;GFI=.883

*There is a moderation effect of education due to the p value, which is different from " High School” anf "Bachelor"
It was statistically determined that the educational level differences changed the effectof FoMO

scores on the change in the participants' CPB scores (Figure 10; 11; 12; 13; 14).

The effect of the change in the FOMO score on the change in the CPB score could not be found
statistically significant for respondents who were with the primary education level (p>0.05). Likewise,
there was no sufficient statistical evidence that the change in the FOMO score of the respondents who
were with vocational education could lead to a change in the CPB score (p>0.05). This situation is similar
for respondents who have postgraduate education (p>0.05). Accordingly, the change in the level FoMO
of the participants who graduated from primary, vocational, or postgraduate education did not affect

their purchasing behavior(Figure 10; 12; 14).

On the contrary, the effect of the change in the FoMO score of the respondents with high school
graduate on the change in the CPB score was statistically significant (8= 0.30; p<0.05). When the FoMO
score of theseindividualsincreased by one standard deviation, theirCPB score increased by 0.30 standard
deviation (Figure 11). A similar situation was found for university graduate respondents (B= 0.31;
p<0.05). One standard deviation increases in the FOMO score of these individuals made a 0.31 standard
deviation increase in their CPB score as shown at Figure 13. Therefore, when high school and university
graduate respondents areconsidered, the increase in the level of fear of missing out seems to be
effective in increasing purchasing behavior. The moderating effect of education level needs to be
underlined because the effect of the respondents’ FoMO scores was found to be significant regarding

changes in their CPB scores for some education levels while insignificant for others.
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Figure 15 Moderation Effect of Income Level (< 500 TL) on Effect of FoMO on CPB

<500 TL

Explained variance %0
CMIN=417.807;DF=292;RMSA=.030;CFI=.961;GFI=.901

Since the explained variance is 0%, it was not included in the evaluation.

Figure 16 Moderation Effect of Income Level (500- 2999 TL) on Effect of FoMO on CPB

500-2999 TL

Explained variance %6
CRD between 3000-7500 < 1.96
CRD between 7500 TL< 1.96

CMIN=417.807;DF=292;RMSA=.030;CFI=.961;GFI=.901

Figure 17 Moderation Effect of Income Level (3000-7500 TL) on Effect of FoMO on CPB

3000-7500 TL

-.10

p<0.05

Explained variance %11
CRD between 500-2999 TL < 1.96
CRD between 7500 TL< 1.96

CMIN=417.807;DF=292;RMSA=.030;CFI=.961;GFI=.901
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Figure 18 Moderation Effect of Income Level (7500 TL<) on Effect of FoMO on CPB

p<0.01

Explained variance %15
CRD between 500-2999 TL < 1.96
CRD between 3000-7500 TL< 1.96

CMIN=417.807;DF=292;RMSA=.030;CFI=.961;GFI=.901

Since the explained variance of respondents who earns less than 500 TL per month was %0.00,
change in CPB scores of could not be statistically explained at Figure 15. The effect of the change in the
FOMO score was statistically significant on the change in the CPB scores of the respondents in all other
income groups (all other p<0.05). However, since the critical ratios for the differences between income
groups were below 1.96, the moderation effect of the income level could not be determined for the
respondents whose monthly income were above500 TL. In other words, as the level of FoMO
increases, the purchasing behavior of the participants who earn more than 500 TL per month increases

without any moderation effect(Figure 16; 17; 18).

Figure 19 Moderation Effect of Income Source (Own Earning) on Effect of FoMO on CPB

Own earning

p<0.01
Explained variance %17

CMIN=242.605;DF=146;RMSA=.037;CFI=.970;GFI=.940
*There is a moderation effect of income source due to the p value, which is different from the other group
It was determined that the FoMO score had a significant effect on the change in the CPB scores

of the participants who earned their own income. (B= 0.41; p<0.01). When the FoMO score of these
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respondents increases by 1 standard deviation, the CPB score increasesby 0.41 standard deviation.
According to this statistical finding, as the level of fear of missingout of those who earn their own income

increases, their purchasing behavior also increases (Figure 19).

Figure 20 Moderation Effect of Income Source (Relative/ scholarship) on Effect of FoMO on CPB

not earning their own

p>0.05

Explained variance %1

CMIN=242.605;DF=146;RMSA=.037;CFI=.970;GFI=.940

*There is a moderation effect of income source due to the p value, which is different from the other group

Changes in the respondents’ FoMO scores were determined to not be statistically significant
over their CPB scores for those who make a living with educational scholarships orwith the help of
relatives (p < 0.05). That is, while the effect of the change in FOMO on the purchasing behavior of the
participants in this group is not statistically significant, this effect is significant for those who earn their
own income. Therefore, it has been determined that thesource of income may have a moderator effect

on the effect of FOMO on respondents' purchasing behavior (Figure 20).

Regardless of any mediation or mediation effect, it has been determined that as FoMOon the life

of individuals older than 18 years increases, consumer buying behavior is likely to increase as well.
CONCLUSION AND DISCUSSION

This study, approaches the literature from a different perspective and examines how Trendyol
influences or directs the purchasing behavior of its customers, based on the conceptualization of FoMO,
which has not been included in the literature before. In other words, it is examined how Trendyol, or any
online shopping site affects consumers’ purchasingpractices by using the FOMO concept in the field of

public relations.

However, the fear of missing out can explain a very limited part of the change in purchasing

behavior of individuals. Of course, this could be due to the complex nature of customer behavior. In
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addition to the socio-demographic factors focused on this study, it is known that many motivational
factors affect the purchasing behavior of customers. From thispoint of view, FOMO in individuals' lives is
important as it is able to explain 7% of the variancein consumer purchasing behaviors. Due to the
explained variance of the impact valueschanging alongside changes in the research parameters and the
sample set, the effects from individuals’ FoOMO on their purchasing behavior should be retested under
different situations.The same results were obtained in similar studies in the literature showing that
FoMO increases purchasing behavior (Hodkinson, 2016), (Hutjens, 2012), (Kaur, 2020), (Argan & Tokay
Argan, 2019), (Celik, Eru, & Cop, 2019). In this context, the avoidance created by FoMOand the feeling
that better products are bought by others are very effective in realizing purchasing behavior. The

individual tends to purchase products due to FoMO.

This study has determined the effect of FoOMO on the experiences of others is able to increase
purchasing behaviors for both men and women. The positive effect of FOMO on purchasing behavior of
individuals does not differ according to gender, statistically. In fact, when we look at social perceptions
and many studies on it, it is seen that women's shopping rates are higher than men. Studies have also
revealed that 80-95% of those who tend to buy are women (Black, 2001, p. 25), (Koran, Faber, &
Aboujaoude, 2006). However, in this study, it was found that gender did not differ in the effect of FoOMO
on purchasing behavior. When looking at the literature, one study stands out with the finding that FoMO
increases in young men, while gender does not make a difference as age progresses (Przybylski,
Murayama, DeHaan, & Gladwell, 2013). In other studies, women score slightly more with very small
differences (Beyens, Frison, & Eggermont, 2016), (Elhai, et al., 2018) (Stead & Bibby, 2017, pp.534-540).
However, studies are also found in which gender does not make any difference, such as Rozgonjuk et al.
(2019) and Tomczyk & Selmanagic-Lizde (2018). When viewing thesestudies together, no gender
differenceis seen to be presentin shopping with the rapid development of technology and the conditions

that arise.

Meanwhile, the same is not true for age. While the effect of FoMO on the purchasingbehavior of
consumers older than 48 years old could not be determined, the effect of the levelof FOMO was observed
to be positive for younger consumers than 48 years old. In most studies, FoMO generally appears to
affect younger people (Btachnio & Przepiorka, 2018) (Beyens, Frison, & Eggermont, 2016), (Griffiths &
Kuss, 2017) (Roberts, Manolis, & Tanner Jr, 2008). Social media constitutes the conceptual infrastructure
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of FOMO. This result is quite normal, as the Internet usage rate of individuals over 48 is less than that of

the younger generation.

Likewise, according to the statistical findings discussed in this study, the education level of
individuals also seems to differentiate the effect of FOMO on purchasing behavior. Butthis difference is
not ordinal: while university graduates' FoMO increased their purchasing behavior, FoOMO could not be
found to influence the purchasing behaviors of vocational schoolgraduates. In addition, while the effect
of FOMO on the purchasing behaviors of primary school graduates was not observed, it was determined
that this effect increased the purchasing behavior of high school graduates. Although we accept the
moderator effect of education level, it cannot be said that a decrease or increase in education level
increases or decreases the effect of FoMO on consumers’ purchasing behavior. The relationship here is
more complex and needs to be investigated, possibly considering the combined effect of morethan one
factor. In a previous study, no significant relationship was found between the education level of the

participants (Manchiraju, Sadachar, & Ridgway, 2016).

It has been observed that the change in the FoMO is likely to be effective on the purchasing
behavior of self-earning consumers. However, this effect could not be determinedon the purchasing
behavior of those who earn a living by receiving scholarships or money fromtheir relatives. This variation
may be due to the difference in income level. However, in orderto see the effect FOMO has on consumer
purchasing behavior, having a very different incomelevels may not be necessary. This study observed the
purchasing behaviors of those who earnmore than 500 TL per month to increase as their FoOMO increases.
There are not many studieson income status in the literature. In future studies, considering the income

level as a problemin research on FoMO will make significant contributions to the literature.

Public relations practices try to influence people’s purchasing behavior in different ways. In this
study, it has been seen that Trendyol affects the purchasing behavior of individuals through FoMO.
Consumers experience the feeling of missing out on something bylooking at the actions and lives of
others. So, the fear of missing out affects purchasing, although its levels vary from person to person.
Therefore, FOMO should be tested with othervariables and explained in more detail. In fact, the effect of
FoMO on purchasing behavior canbe evaluated from a different perspective by looking at the mediating

roles of concepts such as internet addiction and social media addiction. Much more detailed explanations
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can be made based on the relations to be established between internet and social media addiction and
FoMO. In addition to these, examining how the effect of FOMO is used from an institutional point of view
and its effect on sales would contribute to the literature and makeFoMO more understandable. This
study observed that Trendyol uses FOMO to direct its consumers toward purchasing behaviors in
Tirkiye. However, it is not possible to explain all consumption processes only with FoMO, because many
other factors exist that determine theconsumer purchasing behavior. Therefore, considering the sales
strategies of companies suchas Trendyol in Tirkiye alongside FoMO and other elements from
perspective of public relations would also make serious contributions to the literature and stand out from

one-wayapproaches.
GENISLETILMiS OZET

Bu makalenin amaci, halkla iligkilerin satin alma davranisi Gzerindeki etkisini Trendyol 6rnegi
tzerinden incelemektir. Bunu yaparken de insanlarin belirli korku ve endiselerinin FoMO ekseninde nasil
maniplle edildigi tartisiimaktadir. Halkla iliskiler alanindaki dijital yeniliklerin tiiketicilerin satin alma
davraniglarini degistirdigi distinidlmektedir. Ancak kurumlarin satis stratejilerini bundan cok daha farkli
temeller ve yeni yontemler uzerine kurduklan gortlmektedir. Trendyol'un tiketici ile olan iliskisinde

tuketiciyi nasil yonlendirdigi FOMO ekseninde incelenmektedir.

Kurumlarin hedef kitlelerine ulagmada énemli bir role sahip olan ve yonetim iglevinin énemli bir
parcasini olusturan halkla iliskiler, kavramsallastinldigi giinden bu yana pek cok farkli asamadan
gecmistir. Kiresellesme ve teknolgjinin sagladigl faydalar sonucunda halkla iligkiler degisen diinya
diizeninde yeni boyutlar kazanmaktadir. Halkla iligkiler faaliyetlerinde tanimlanmis ve belirlenmis hedef
kitle cok stratejik bir dneme sahiptir. Halkla iligkiler, dijital medyanin sundugu her kavrami ve her
uygulamay! kullanabilmelidir. Bu zorunluluk ayni zamanda bir yOnetim stratejisinin de temelini
olusturmaktadir. Yeni strateji uygulanirken her detay disinilmeli ve bu interaktif yapiya uygun bir

iletisim agl olusturulmalidir.

Dijital eksen etrafinda ortaya cikan ve halkla iliskiler faaliyetlerinde yerini almaya baslayan
kavram “Gelismeleri Kagrma Korkusu”dur (FoMO). Bu kavramda bireyler, cevrelerindekilerin
yasamlarinin daha iyi kosullarda gerceklestigini ve deneyimlerinin daha tatmin edici oldugunu

dusuntrler. FOMO, bireylerin cevrelerinde yer alan etkinlikleri stirekli takip etme ve tim bunlara sahip
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olamayacaklari veya bunlari yasayamayacaklar icin tim strecleri kagirdiklan endisesiyle, iletisim halinde
kalma cabasi ve ihtiyaci olarak tanimlanmaktadir. Teknolgjinin hizli gelisimine paralel olarak, dijital
medya aglarinin olusturdugu uygulamalarla, baglantinin hizlanmasi ve zaman-mekan kavramlarinin
aslimasiyla birlikte, birey icin strekli bir baglanti ortami ve genis bir ag cercevesi olusturulmaktadir. Dijital
medyanin kullanim vayginligl ve uygulamalan arttikca FoMO, bireylerin hayatinda daha fazla vyer
kaplamaktadir. Boylece sosyal aglar yardimiyla birey siirekli olarak baskalarini izleme ve takip etme

davraniglar sergilemektedir.

Paradigmatik boyuttan bakildiginda ise FoMO, kurumlarnin hizli tiiketimi gerceklestirmek igin
halkla iligkiler uygulayicilan tarafindan yaratilan kitlik ve geriye kalan az sayida urtin sdylemi etrafinda
tlketimi tetikler. Bu calismada, bireyin sahip oldugu duygularnin nasil yonlendirildigi, kurumlarin
olusturduklar algi ve bu duygulari yoneterek diizenledikleri web siteleri ile online satin alma davranisina
nasil yon verebilecekleri gortilmektedir. Tim bu ¢aligmalar, FOMO'nun bireyin satin alma davranigini

etkileyen faktdrler arasinda yer almasinaneden olmaktadir.

Bu makalede, 2010 yilinda perakende alisveris sitesi olmak amaciyla kurulan Trendyol'un tercih
edilmesinin en dnemli nedeni; sirketin mobil uygulamasinin 2016 yilinda 5milyon kez indirilmis olmasi ve
e-ticaret sitesi olarak guvenlik sertifikasi alan ilk sirketlerden biri olmasidir. Trendyol'un internet
sitesindeki verilerine gore, mobil uygulamasi 2019 yilinin ilk ceyreginde 25 milyon kullaniciya sahiptir ve
20 milyon kez indirilmistir. Trendyol'un bu ¢alismada drneklem olarak secilmesinin en dnemli nedenleri,

Turkiye'deki bilinirliginin yiksekolmasi, tercih edilmesi, istihdam buyikligu ve kullanilabilirligidir.

Bu calismada, FoMO'nun Trendyol tzerinden tiiketicilerin satin alma davraniglan tzerindeki
etkisi istatistiksel olarak analiz edilmistir. Ayrica FOMOQO'nun satin alma davranisi lzerindeki etkisinin
demografik faktorlere gore degisip degismedigi de sorgulanmistir. Anketler online olarak
cevaplanabilecek sekilde hazirlanmistir. Olasiliksiz 6rneklem yontemi kullanilmistir. Tuketicilerin
FoMO'sunu 6lcmek icin Gelismeleri Kacirma Korkusu Olcegi kullanilirken, tiiketici satin alma davranisini
olcmek icin Tiiketici Satin Alma Davranisi Olcegi kullanilmistir. Ayrica anket yoluyla cevaplayicilarin
cinsiyeti, yas grubu, egitim dizeyi ve gelir diizeyi de sorgulanmistir.

Arastirma modeli teorik ve kavramsal alt yapi dikkate alinarak olusturulmustur ve bu modelin

dayandigi hipotezler asagidaki gibidir:
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Ha1: Geligmeleri kagirma korkusu, tiketicilerin Trendyol'daki satin alma davraniglarini etkiler.

Ha2: Cinsiyet, tiketicilerin Trendyol'dan trin satin alma davranislarini etkileyen FoMO (izerinde

dizenleyici bir etkiye sahiptir.

Ha3: Yas, tiketicilerin Trendyol'dan drin satin alma davraniglarini etkileyen FoMO (izerinde

diizenleyici bir etkiye sahiptir.

Has: Egitim dlzeyi, tlketicilerin Trendyol'dan urin satin alma davraniglarini etkileyen FoMO

Uzerinde dlzenleyici bir etkiye sahiptir.

Has: Gelir diizeyi, tiketicilerin Trendyol'dan urin satin alma davraniglarini etkileyen FoMO

tzerinde dlzenleyici bir etkiye sahiptir.

Hag: Gelir kaynaginin FOMO (zerinde diizenleyici etkisi vardir ve bu da tiketicilerin Trendyol'dan

urin satin alma davranisglarini etkiler.

Bu calisma literatiire farkl bir bakis agisiyla yaklasmakta ve daha once literatlirde yer almayan
FoMO kavramsallagtirmasindan hareketle Trendyol'un mdusterilerinin satin alma davraniglarini nasil
etkiledigini veya yonlendirdigini incelemektedir. Bagka bir deyisle, halkla iligkiler alaninda FoMO konsepti
kullanilarak Trendyol veya herhangi bir online alisveris sitesinin tiiketicilerin satin alma pratiklerini nasil
etkiledigi irdelenmektedir. Bu baglamda FoMO'nun vyarattigl kagirma korkusu ve daha iyi drlnlerin
baskalar tarafindan satin alindigi hissi, satin alma davranisini gerceklestirmede oldukca etkilidir. Birey

FoMO nedeniyle Grin satin alma egilimindedir.

FoMOQO'nun kavramsal altyapisini sosyal medya olusturmaktadir. Halkla iligkiler uygulamalarn,
insanlarin satin alma davranislarini farkh sekillerde etkilemeye calisir. Bu calismada Trendyol'un FoMO
araclhgyla bireylerin satin alma davranislarini etkiledigi gorilmustir. Tiketiciler, bagkalarinin
eylemlerine ve yasamlarina bakarak bir seylerikaciriyormus hissi yasarlar. Dolayisiyla, gelismeleri
kagirma korkusunun seviyeleri kisiden kisiye degismekle birlikte, satin alma davranisini etkiler. Buradan
hareketle Trendyol hem kendi uygulamasini hem de diger sosyal medya uygulamalarini etkin bir sekilde
kullanarak gelismeleri kacirma korkusunu tetikleyerek, tiiketicleri satin alma davranisina genel olarak

yoneltmektedir.
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