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Abstract :This study unveils the intricate and multifaceted interaction of Indian Gen Z consumers with the
FOMO-inducing ads of Flipkart on Instagram. It analyses the cognitive and emotional responses of Gen Z.
Dissecting the influential power of FOMO, it sheds light on the positive interlink and interconnectivity of
FOMO with impulsive purchase. Diving into the subconscious, this study identifies the FOMO-appeal which is
the most attractive to Gen Z, propelling spontaneous purchase.The study abridges the gap in the field of existing
research on FOMO. Initially, the discipline of psychology elaborated on FOMO. Later on, it expanded into the
marketing field, with the growing recognition of FOMO as an essential trigger in advertising among the
researchers. Nonetheless, there’s a gap in the specific type of FOMO appeal, to which the Gen Z consumers
interact the most. For the first time, social media ads of an Indian e-commerce giant, i.e., Flipkart, are being
analysed, through the lens of FOMO, from the eyes of Gen Z. This is a quantitative study, utilising
‘questionnaire survey’ as the method to gather the valuable perceptions and the resultant emotions of Gen Z
towards FOMO-inducing ads, to draw a notable conclusion that FOMO is a positive motivator for Gen Z’s
consumption behaviour.
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