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Abstract 

The use of Social Network Sites (SNSs) has grown to become a ubiquitous aspect of daily life in developed countries 

throughout the world. This rise of social media has resulted in increased public concern regarding the way in which 

individuals engage with SNSs, and the consequences of frequent SNS use. The Fear of Missing Out (FoMO) is an 

example of a social psychological phenomenon which has recently received attention as a significant factor 

associated with experiences of SNS engagement. The following study sought to contribute to developing 

understandings of SNS use and FoMO. This was achieved by assessing the extent to which FoMO mediated the 

relationships between SNS engagement and four other psychosocial factors (psychological need satisfaction, social 

capital, public self-consciousness, and public self-monitoring). Quantitative data were collected from a student 

volunteer sample of 218 New Zealand SNS users and analysed using a series of regression analyses. Relationships 

between each of the assessed psychosocial variables and rates of SNS engagement were found to be mediated by 

FoMO. The findings of this study support the view that FoMO plays an important role in understanding the range of 

complex and interrelated psychosocial factors relating to rates of SNS engagement. 
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Introduction 

The widespread use of SNSs has had a profound impact on developed societies throughout the world. By speeding up 

the rate at which information travels within and across social networks, SNSs are effecting significant changes to 

communication norms (Waterloo et al., 2017), rates of cultural development (Milner, 2016), human neurophysiology (He 

et al., 2017), and patterns of social behaviour (David & Roberts, 2017). A key factor contributing to these changes to daily 

life is the rate at which individuals are using SNSs. With frequency and intensity of engagement with SNSs being 

consistently associated with the health and wellbeing of users (Frost & Rickwood, 2017; Sherlock & Wagstaff, 2018), high 

rates of SNS engagement (Qutteina et al., 2019; Shimoga et al., 2019), and the closely related phenomenon of 

problematic or pathological use of SNS (Hawi & Samaha, 2017; Holmgren & Coyne, 2017; Oberst et al., 2017; Xue et al., 

2018), are increasingly being considered as prevalent public health concerns throughout the modern world. There is 

therefore considerable practical interest in understanding how and why people are engaging with SNS technologies. 

One area within this field which has received a good deal of attention is the way in which psychosocial factors such as 

FoMO (Przybylski et al., 2013), social capital (Ellison et al., 2007) and depression (Jelenchick et al., 2013) interrelate with 

patterns of SNS use. By better understanding how psychological and social aspects of user’s lives might predict patterns 

of SNS use, we are arguably better equipped to minimise the potential harm of problematic SNS use. The following study 

therefore sought to contribute to this growing body of literature by examining the relationships between a selection of 

psychosocial variables and rates of engagement with SNS use. In light of recent concern in the field of social psychology 

regarding replicability of findings (Finkel & Baumeister, 2019), this study sought to partially replicate, and expand upon, 

a key study within the field of online social psychology. 

This involved quantitatively assessing potential correlations between four psychosocial variables, along with the extent 

to which these correlations were mediated by FoMO. The four psychosocial variables examined were each deemed to 



 

be potentially correlated with both rates of SNS engagement, and experiences of FoMO. Based on previous similar 

research (Przybylski et al., 2013) psychological need satisfaction was expected to impact user’s motivations to use SNSs, 

with this relationship being at least partly mediated by FoMO. As such, the present study sought to re-affirm established 

relationships between SNS use, Psychological Need Satisfaction, and FoMO. These findings were then extended by 

investigating three additional and potentially related psychosocial factors. Public self-consciousness was predicted to 

relate to SNS use and FoMO, as individuals with greater awareness of themselves in a public context were expected to 

feel a greater obligation to engage with online media sites based around relatively public personal profiles. Similarly, 

public self-monitoring was included as higher public self-monitors were expected to be more inclined to take advantage 

of SNS features as a means of managing and maintaining their online public identities. Lastly, online social capital was 

predicted to impact the perceived incentive for users to engage with SNSs, along with susceptibility to experiencing 

FoMO.  

FoMO 

One example of how SNS use has come to impact psychological and social experiences can be seen in the rise of a new 

type of social anxiety commonly referred to as the Fear of Missing Out (FoMO). This term has become something of a 

pop culture buzzword in recent years (Barker, 2016; BBC, 2017), and has been succinctly defined by Przybylski et al. (2013) 

as “…a pervasive apprehension that others might be having rewarding experiences from which one is absent” (p.1841). 

The term first began to appear in public discourse earlier this decade (Fake, 2011). However, it has been suggested that 

FoMO as a social phenomenon has been around for as long as there have been means for keeping up to date with what 

people are doing elsewhere, such as letters, newspapers, and email (Wortham, 2011). Arguably this awareness of what 

one might be missing out on has never been more apparent than in the digital age. With the phenomenal saturation of 

SNS use throughout the developed world, users are constantly bombarded with social information, as well as 

opportunities to engage with their social networks. This has resulted in FoMO being consistently identified as a factor 

associated with problematic patterns of SNS engagement (Appel et al., 2019; Dhir et al., 2018; Oberst et al., 2017; Robson, 

2018). A number of studies have also demonstrated correlations between FoMO and an array of psychological factors 

including psychological need satisfaction (Przybylski et al., 2013), depression (Oberst et al., 2017), anxiety (Wolniewicz et 

al., 2019), and general negative affect (Wolniewicz et al., 2018). FoMO has also been found to mediate the relationships 

between SNS use and a range of psychological and psychosocial factors including loneliness and depression (Reer et al., 

2019), anxiety (Elhai et al., 2020), sensation seeking (Wang et al., 2019), and subjective well-being (Chai et al., 2019). As 

understandings of exactly how and why individuals engage with SNSs continue to develop, so too do our understandings 

of the nature of FoMO and how these two aspects of life in the digital age are related. 

Psychological Need Satisfaction 

Psychological need satisfaction is one example of a psychosocial factor which has been shown to be associated with 

patterns of SNS engagement (Masur et al., 2014; Przybylski et al., 2013; Sheldon et al., 2011). Psychological need 

satisfaction refers to the extent to which an individual feels that a range of fundamental psychological needs (autonomy, 

competence, and relatedness) are being satisfied on a day-to-day basis (Deci & Ryan, 1985). Psychological need 

satisfaction therefore relates to SNS engagement as each of these basic needs are ones which have the potential to be 

satisfied in online virtual environments (Przybylski et al., 2010). This implies that deficits in meeting fundamental 

psychological needs have the potential to impact motivations for and regulation of online behaviours. Furthermore, 

Przybylski et al. (2013) found that deficits in psychological need satisfaction correlated with levels of SNS engagement, 

and that FoMO partially mediated this correlation. By including psychological need satisfaction, FoMO and SNS 

engagement as variables in the present study, we sought to reaffirm Przybylski et al.’s original findings in an Australasian 

context. 

Social Capital 

Social capital as a psychosocial factor relates to an individual’s perceived benefit from social networks and relationships 

(Putnam, 2000). Putnam (2000) outlined two types of social capital – bonding and bridging – each of which refer to 

different aspects of an individual’s social networks. Bonding social capital refers to social ties with people who are 

emotionally close and supportive, such as family and close friends, while bridging social capital refers to comparatively 

‘weak’ ties, which are maintained over time and provide a source of potential future social benefit (Ellison et al., 2007). 

Both of these aspects of overall social capital were examined in the present study. The relationship between these forms 

of social capital and internet use has been established in existing literature on the topic, a notable example of which is 



 

Williams’ (2006) development of a series of scales for assessing bridging and bonding social capital in online 

environments. Since this distinction of online social capital, correlations have been established between SNS use and the 

formation and maintenance of social capital online (Ellison et al., 2007), as well as between certain types of online 

behaviours whilst using SNS and the development of social capital (Steinfield et al., 2009). In one of the most recent 

studies of social capital and SNS use, Yoo and Jeong (2017) found that participants with both high and low rates of social 

capital used SNS just as frequently over a one-year period, challenging assumptions that greater or lower social capital 

might be used to predict rates of SNS engagement. 

Similar to the existing links between social capital and SNS use, there may be reason to suspect an association between 

social capital and experiences of FoMO. It seems reasonable to presume that the increased social connectivity 

experienced by individuals with greater social capital may open up more opportunities for feelings of FoMO. More 

expansive social networks may result in an individual having a greater awareness of social activities they are missing out 

on, thus resulting in a positive correlation between perceived social capital and experiences of FoMO. Conversely, an 

increase in social capital could also result in a decreased likelihood of experiencing FoMO. With a more established social 

network an SNS user may be less prone to experiences of FoMO, as they could conceivably be less likely to feel insecure 

about missing out on social events. Although previous studies have established positive correlations between FoMO and 

social factors such as a need for popularity (Beyens et al., 2016), at the time of conducting the present study we found 

an absence of empirical evidence showing a relationship between FoMO and social capital as a stand-alone social 

construct.  

Public Self-Consciousness 

Public self-consciousness is a psychosocial factor which was proposed by Fenigstein et al. (1975) as an integral aspect of 

general self-consciousness. The term public self-consciousness refers to the extent to which an individual is aware of 

themselves as an object of social attention in a social context. The broader concept of self-consciousness has been 

established within the literature as being associated with a range of patterns of behaviour (Baumeister, 1984; Lundh & 

Öst, 2001) and psychological wellbeing (Lowery et al., 2005; Wiederman, 2000). Issues regarding the psychological 

implications of high public self-consciousness have become particularly salient with the rise of SNS platforms, many of 

which are structured around portraying one’s identity in a public setting (Seidman, 2013). Public self-consciousness has 

been found to be directly associated with the way people engage with SNS platforms (Lee et al., 2012), especially with 

regards to the way individuals construct and present themselves online (Seidman, 2013). Studies such as those by Shim 

et al. (2008), Lee et al. (2012), and Chua and Chang (2016) indicate that the extent to which users are conscious of 

themselves in relation to their social environment influences behaviours whilst using SNSs. However, although such 

studies demonstrate clear relationships between public self-consciousness and frequency of behaviours when online, 

empirical evidence of an association between this psychosocial variable and overall rates of engagement with SNSs are 

harder to find. Such a relationship is plausible, as by engaging with SNSs individuals are made acutely aware of their 

social networks, and by extension, their positioning within these environments. People with high rates of public self-

consciousness may be attracted to using SNSs more frequently due to the utility of SNSs as a means of curating public 

identities.  

Additionally, public self-consciousness was also predicted to be correlated with experiences of FoMO. The rationale 

behind this hypothesis was that individuals who are more conscious of themselves in a public context may have a 

heightened awareness of missed social opportunities and the consequences of these events in relation to their less 

socially self-conscious counterparts. Public self-consciousness was therefore analysed in the present study as a 

psychosocial factor with the potential to be correlated with both SNS engagement and FoMO.  

Public Self-Monitoring 

Whereas public self-consciousness refers to an individual’s awareness of themselves as an object of social attention, 

public self-monitoring refers to the extent to which an individual monitors and regulates their own behaviour in a public 

social setting (Snyder, 1974). High self-monitors engage in frequent self-observation and adapt their behaviours to suit 

their social environment, whereas low self-monitors spend less time managing their public identity and are more likely 

to exhibit behaviours which they feel are consistent with their true selves (Brown, 1998). This psychosocial factor was 

perceived to be relevant to developing understandings of problematic SNS use based on the typical nature of SNSs. A 

core aspect of SNS platforms is an online public profile/identity, the presentation of which may be closely monitored 

and managed by the user (Livingstone, 2008). This ability to customise and personalise online identities provides high 



 

self-monitoring individuals with the opportunity to effectively manage their social behaviours and appearances, a fact 

which was hypothesised to be reflected in any potential correlation between perceived public self-monitoring and SNS 

use. Furthermore, it was expected that SNS users who are more prone to public self-monitoring may be more susceptible 

to experiencing FoMO in relation to their SNS use. This is due to the opportunities for observing and reacting to social 

information afforded by SNS. High public self-monitors may be more prone to fearing they will miss out on opportunities 

to manage their online identities and maintain awareness of happenings within their social networks. 

Method 

Pilot Study 

Data was collected via online questionnaire/survey platform surveymonkey.com. Prior to the primary data collection, a 

small pilot study was conducted in which a group of six volunteers worked through an initial incarnation of the online 

questionnaire and provided feedback on the clarity of the questions, time taken to completion, and general feedback 

on their experience completing the questionnaire. This feedback allowed for the correction of minor grammatical 

inconsistencies in the questions and provided useful information on time taken to completion, an estimate of which was 

provided to potential participants during recruitment for the primary study. 

Primary Study  

We collected data from a sample of 218 New Zealand SNS users. Prior to participating, all participants were assured of 

the ethical considerations taken into account whilst designing the study and were required to provide informed consent 

for their anonymised data to be used in the study. The final questionnaire included both a quantitative and qualitative 

component, however the qualitative aspect of this study is beyond the scope of this article. All participants were 

volunteers and a random small prize draw was utilised to assist in reaching the sample size. Participants were recruited 

via in class announcements and the distribution of posters and fliers throughout university campuses, resulting in 96.8% 

of participants being enrolled University students. This non-random sample of students was chosen as the focus of our 

investigation into psychosocial correlates of SNS use based on typically high rates of SNS engagement within student 

populations both internationally (Spraggins, 2009; Tang & Koh, 2017), and in New Zealand (Dabner, 2012). A sample size 

of at least 200 was chosen based on the assumption that this sample would be large enough to detect at least small-to-

medium mediation effects using the percentile bootstrap method (Fritz & MacKinnon, 2007). Posters and fliers contained 

a URL link to the online survey and a QR code which when scanned using a smartphone app, linked the potential 

participant directly to the online questionnaire. Potential participants were expected to be at least somewhat familiar 

with QR code/barcode scanning smartphone applications which are widely available on mobile app stores and are 

increasingly used in contemporary consumer communication and marketing strategies (Cata et al., 2013; Dou & Li, 2008). 

This recruitment strategy proved highly effective, with 98% of respondents using a QR code to access the online 

questionnaire.  

The quantitative component of the online questionnaire involved six different survey tools, each of which has been 

previously established and independently validated within the literature. The first tools were the social media 

engagement questionnaire (SMEQ), and the FoMO scale (FoMOs), both of which were designed, validated and originally 

used by Przybylski et al. (2013). Each of the four remaining tools were used to assess an individual psychosocial variable. 

In order to ensure the validity of the replication aspect of this study, those tools which were used and designed in 

Przybylski et al.’s (2013) study (SMEQ, FoMOs, and the Psychological Need Satisfaction Scale (PNSS)) were implemented 

in a way which was as faithful to the original study as possible. Each of these measures were originally validated by 

Przybylski et al., and are still actively being used within contemporary social psychological research (SMEQ - Reer et al., 

2019; FoMOs - Wang et al., 2019; PNSS - Rahmadani et al., 2019). The remaining three measures, which constitute the 

novel component of this study, were chosen based on review of best methodological practice within the field. The various 

quantitative survey tools and other general items were presented to participants in the following order. 

General Questions 

Participants were asked to confirm that they were users of SNS and indicate which SNS platforms they currently have a 

profile on. These demographic data were collected in order to provide a greater depth of understanding regarding the 

particular SNS platforms being frequented by users. 
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Social Media Engagement Questionnaire (SMEQ) 

This tool was originally developed by Przybylski et al. (2013) and is used to assess participants’ perceptions of the extent 

of their social media engagement. By asking participants questions relating to how frequently they use SNS at particular 

times of the day (i.e. after waking, while eating lunch), the social media engagement questionnaire (SMEQ) provides 

insight into rates of engagement with SNS. By measuring SNS use in relation to specific daily activities, participants are 

provided with a useful cognitive cue when recalling their behaviour, a feature of this tool which ideally improved the 

reliability of the self-report data (Tourangeau, 2018). Participants were asked to consider their social media use over the 

past week whilst responding to five statements such as “I used social media while eating my breakfast” and “I used social 

media within 15 minutes of going to sleep” using an 8-point scale. This scale ranged from 1 (not one day last week) to 8 

(every day last week). Scores for each participant were summed to create a single social media engagement score. 

Possible scores ranged from 5 to 40, with a higher score indicating more frequent SNS engagement (Original study α = 

.82, present study α = .80). 

Fear of Missing Out Scale (FoMOs) 

Przybylski et al.’s (2013) FoMO scale (FoMOs), was developed as a means of accurately assessing experiences of FoMO. 

The scale was developed with a large sample of adult participants, and involved conducting a range of validity analyses 

on a pool of 32 potential items. The result was a 10-item scale which has become a widely used measure across the field 

(Alt, 2015; Chotpitayasunondh & Douglas, 2016; Hetz et al., 2015; Oberst et al., 2017). The scale has since been translated 

into multiple different languages and been independently validated in cross-cultural contexts (Al-Menayes, 2016; Gökler 

et al., 2016; Perrone, 2016). FoMOs was used in the present study to assess the extent to which participants experienced 

FoMO. It consisted of 10 items including “I fear others have more rewarding experiences than me”, and “I get worried 

when I find out my friends are having fun without me”. Participants responded to these 10 items on a 5-point scale 

ranging from 1 (not at all true of me) to 5 (extremely true of me). Scores for each scale were averaged to create a single 

score indicative of the participant’s propensity to experience FoMO. Possible scores ranged from 1 to 5, with higher 

scores indicating that participants were more likely to experience FoMO (Original study α = .87, present study α = .80). 

Internet Social Capital Scale (ISCS) 

Since the establishment of social capital as an indicator of individual and societal wellbeing, a range of survey tools have 

been developed which assess levels of social capital in a range of real world contexts (Chen et al., 2009; Onyx & Bullen, 

2000). However, it was Williams (2006) who developed a social capital tool which specifically relates to internet social 

capital. The Internet Social Capital Scales (ISCS) assess levels of bridging and bonding social capital both on and off the 

internet as a means of comparing the differences between online and offline social contexts. This tool was rigorously 

validated by Williams and is arguably the most reliable measure of internet social capital to date. Since its conception, it 

has been effectively used to assess social capital in a wide range of studies which examine the relationship between 

online social capital and SNS use (Ellison et al., 2011; Ellison et al., 2014; Steinfield et al., 2009; Yoo & Jeong, 2017). This 

scale was therefore selected to measure internet social capital in the present study. The 20-item scale consisted of two 

10 item subscales which assessed a participant’s perceived bridging and bonding social capital, respectively. Sample 

items included “Interacting with people online makes me want to try new things”, and “Interacting with people online 

gives me new people to talk to”. Participants responded to both subscales using a 5-point scale ranging from 1 (Not at 

all true of me) to 5 (Extremely true of me). Scores were then averaged to create an overall bridging and bonding score 

for each participant. Possible scores ranged from 1 to 5 with higher scores indicating a higher degree of social capital 

(Original study α = .90, present study α = .90). 

Public Self-Monitoring Scale (SMS-R) 

Snyder (1974) originally theorised the concept of public self-monitoring and developed the self-monitoring scale (SMS) 

as a means of measuring this psychosocial variable. In response to criticism of the validity of the self-monitoring 

construct, and the utility of the SMS as a reliable measure (Briggs et al., 1980; Lennox & Wolfe, 1984), Snyder and 

Gangestad (1986) conducted a rigorous reanalysis of the original SMS and published a revised version of the scale (SMS-

R). This revised self-monitoring scale is a shortened version of the original measure and continues to inform 

contemporary research into self-monitoring behaviours (Wilmot et al., 2016). Based on this background, the SMS-R was 

used in the present study to assess the extent to which participants are aware of and regulate their behaviour and self-

presentation in a social context. Participants responded to the 18-item scale using true or false answers. Sample items 



 

included “I find it hard to imitate the behaviour of other people”, and “I guess I put on a show to impress or entertain 

others”. Each question was initially coded by the researchers as either true or false, and higher self-monitoring 

participants were expected to answer in the coded direction more often. Possible scores therefore ranged from 0 to 18, 

and indicated the extent to which participants engaged in public self-monitoring behaviours (Original study α > .70, 

present study α = .64). 

Public Self-Consciousness Scale (PSCS) 

Fenigstein et al. (1975) developed a tool for assessing individual differences in self-consciousness. This measure consists 

of three sub-scales for assessing each of the three identified dimensions of self-consciousness. The public self-

consciousness component of this tool is a seven-item scale which has since been effectively implemented in a range of 

studies examining public self-consciousness (Miller & Cox, 1982; Green et al., 2017). A slightly simplified version of 

Fenigstein et al.’s (1975) public self-consciousness subscale was therefore used in the present study to measure 

experiences of public self-consciousness. This simplification was done in attempt to reduce the cognitive burden on 

participants completing an already extensive questionnaire. The original version of this scale saw participants answering 

seven items using a 7-point Likert scale. For the purposes of this study, the tool was simplified and had participants 

answer the same seven items using true or false answers. True answers were given a score of 1 and false answers were 

given a score of 0. Sample items included statements such as “I’m concerned about my style of doing things”, and “I’m 

self-conscious about the way I look”. The scores for each participant were summed to give an overall public self-

consciousness score. Possible scores therefore ranged from 1 to 7, with higher scores indicating higher public self-

consciousness. The modified version of this scale maintained a good degree of internal reliability in comparison with the 

original version (Original study α > .70, present study α = .70). 

Psychological Need Satisfaction Scale (PNSS) 

In a study on individual attachment and well-being, La Guardia et al. (2000) developed and validated a brief nine-item 

scale for assessing psychological need satisfaction. By utilising questions which directly relate to participants’ general 

feelings of autonomy (e.g., “I feel free to be who I am”), competence (e.g. “I feel like a competent person”), and 

relatedness (e.g. “I feel loved and cared about”), the psychological need satisfaction scale (PNSS) is one which is 

applicable to a range of research areas. An example of the utility of this measure is shown by Przybylski et al. (2013), who 

effectively used the psychological need satisfaction scale (PNSS) to demonstrate the correlation between psychological 

need satisfaction and rates of SNS use. Based on this, a slightly modified version of the PNS scale (La Guardia et al., 2000) 

was used in the present study to assess the extent to which participants had a range of their basic psychological needs 

met on a daily basis. The scale consisted of nine items such as “In my everyday life, I feel free to be who I am”, and “I 

often feel like a competent person”. In the original application of this tool, participants responded to these nine items 

using a 7-point scale. For the purposes of this study, potential participant responses for each of the same nine items 

were simplified down to either true or false answers. True answers were given a score of 1, and false answers were given 

a score of 0. As with the original version of the tool, items 4, 6 and 9 were reverse scored. The overall scores were then 

averaged to give each participant a PNS score ranging from 0 to 1, with a higher score indicating a greater level of PNS. 

This modified version of the PNSS maintained a degree of internal reliability which was consistent with the original 

version of the tool (Original study α = .83, present study α = .80). 

Demographic Questions 

Finally, participants were asked to provide some basic demographic information including their year of birth, gender, 

and ethnicity. These questions were included to provide more data on the demographic make-up of the sample. After 

completing these final questions, participants were presented with the opportunity to enter the random prize pool by 

providing an email address.  

Results 

Preliminary Analysis 

With 218 participants and more than 80 quantitative questions, the amount of data collected in this study was consistent 

with previous research in this field (Przybylski et al., 2013). All quantitative data was organised and analysed using SPSS 



 

statistics software. The mean scores and standard deviations for each of the key variables are displayed in Table 1. This 

software was also used to create an overview of the associations among the variables (Table 2). SNS engagement was 

found to be significantly correlated with FoMO and social capital, and FoMO was found to be significantly correlated 

with all key variables in the study. Bridging social capital also proved to be an important factor and was significantly 

correlated with all other primary variables aside from psychological need satisfaction. Of the 218 total participants, 214 

participants provided complete responses to the questionnaire’s demographic questions. Initial analyses were conducted 

to identify any systemic trends in responses within the demographic make-up of the participants. The demographic 

variables and the analyses used to assess them are outlined below. 

Gender 

A t test was conducted to check for any differences between female and male results for each of the psychosocial 

variables. Of the 116 participants who provided data on their gender identity, 161 identified as Female, 53 as Male, and 

2 chose not to specify their identity. This test showed that there were significant differences amongst female and male 

scores for both public self-monitoring (t(212) = 2.80, p < .01) and online bonding capital (t(212) = 2.50, p = .01).  

Table 1. Mean Scores and Standard Deviations for Primary Variables. 

 Females M (SD) Males M (SD) Total M (SD) 

SMEQ 27.57 (7.9) 26.60 (9.2) 27.42 (8.2) 

FoMOs 2.30 (0.6) 2.17 (0.6) 2.27 (0.6) 

SMS-R 8.62 (3.0) 10.03 (3.6) 8.96 (3.2) 

PNSS 0.76 (0.2) 0.71 (0.2) 0.74 (0.2) 

PSCS 4.90 (1.9) 4.83 (1.5) 4.90 (1.8) 

SC Bonding 2.23 (0.5) 2.46 (0.6) 2.28 (0.5) 

SC Bridging 2.76 (0.8) 2.95 (0.8) 2.81 (0.8) 

 

Table 2. Pearson Correlation Matrix of Assessed Variables. 

 SMEQ FoMOs SMS-R PNSS PSCS SC Bonding SC Bridging Age 

SMEQ   .33** .08 -.04 .10 .18** .21** .12 

FoMOs    .20** -.18** .31** .17* .37** .05 

SMS-R     -.01 .19** .16* .23** .14* 

PNSS      -.30** .03 -.04 .02 

PSCS       .01 .14* .11 

SC Bonding        .51** .03 

SC Bridging         .04 

Note. *p < .05, **p < .01. 

Ethnicity 

The majority of participants identified as European/Caucasian (57.3%). This was followed by Asian (23.9%), Pacific Islander 

(7.4%), Māori (5.6%), Middle Eastern (3.7%), and African participants (1.4%). A one-way ANOVA was used along with a 

series of Tukey post-hoc tests to assess whether there were any differences in the mean responses to each of the primary 

variables across ethnic groups. Discrepancies were identified between ethnic group means in responses to the SMEQ 

(F(5, 210) = 2.85, p = .02), with a significant difference found between European/Caucasian participants and Asian 

participants (p = .02). A significant difference between group means was also identified in responses to the FoMOs (F(5, 

210) = 2.43, p = .04), with the greatest intergroup difference found between Māori participants (M = 1.83, SD = 0.15) 

and Middle Eastern participants (M = 2.56, SD = 0.27), although this difference in means was not found to be statistically 

significant (p = .13). 
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Age 

73% of participants were aged between nineteen and 23, with the youngest participant aged eighteen and the oldest 

aged 49. Age was measured as a continuous variable. These demographic data were therefore regressed onto each of 

the primary variables. A negative correlation was identified between age and public self-monitoring (β = -.14, p = .03) 

despite more than 70% of participants being aged 22 or younger. This finding is consistent with a general perception of 

social maturity developing alongside age, with older individuals arguably being less likely to feel the need to monitor 

and adapt their social behaviour. 

Inclusion of gender, ethnicity, and age as covariates had no impact on any subsequent analyses, and therefore these 

demographic variables will not be discussed with regard to the mediation models below.  

Mediation Analyses  

Upon completion of the preliminary analysis, data collected from the various psychosocial measures were used to 

conduct a simple mediation analysis using ordinary least squares path analysis (Hayes, 2018). Indirect effects were 

evaluated using 95% percentile bootstrap confidence intervals based on 10,000 bootstrap samples. In some cases, a plot 

of the standardized predicted and residual values indicated mild heteroscedasticity, and therefore analyses were 

repeated using HC3 (Davidson-MacKinnon) and HC4 (Cribari-Neto) heteroscedasticity-consistent covariance estimators 

(Hayes & Cai, 2007). These alternatives had no impact on the outcomes, hence the standard inferential method is 

reported below. Possible alternative models of the assessed variables were checked as part of our analysis. Of the 26 

potential models, our ordering of the variables was the only one which resulted in significant and conceptually 

interpretable indirect relationships for all five predictors, and thus provides the most parsimonious model. All reported 

coefficients are completely standardized (β). 

Public Self-Monitoring 

Public self-monitoring was indirectly related to SNS engagement through its relationship with FoMO. As displayed in 

Figure 1, higher public-self monitoring was associated with greater FoMO (a = .20, p < .01), and greater FoMO was 

subsequently associated with higher SNS engagement (b = .33, p < .001). The confidence interval indicated that the 

indirect effect (ab = .07) was entirely above zero (.02 to .12). There was no evidence that public self-monitoring influenced 

SNS engagement independent of its effect on FoMO (c’ = .02, p = .74). 

Figure 1. Public Self-Monitoring Path Analysis. 

 

Note. Significant positive indirect effect was found between public self-monitoring and SNS use. No total or direct effect was found 

(**p < .01, ***p < .001). 
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Psychological Need Satisfaction 

Psychological need satisfaction was indirectly related to SNS engagement through its relationship with FoMO. As 

displayed in Figure 2, lower psychological need satisfaction was associated with greater FoMO (a = -.18, p < .01), and 

greater FoMO was subsequently associated with higher SNS engagement (b = .34, p < .001). The confidence interval 

indicated that the indirect effect (ab = -.06) was entirely below zero (-.12 to -.02). There was no evidence that 

psychological need satisfaction influenced SNS engagement independent of its effect on FoMO (c’ = .02, p = .80). 

Figure 2. Psychological Need Satisfaction Path Analysis. 

 

Note. Significant negative indirect effect was found between psychological need satisfaction and SNS use. No total or direct effect 

was found (**p < .01, ***p < .001). 

Public Self-Consciousness 

Public self-consciousness was indirectly related to SNS engagement through its relationship with FoMO. As displayed in 

Figure 3, greater public self-consciousness was associated with greater FoMO (a = .31, p < .001), and greater FoMO was 

subsequently associated with higher SNS engagement (b = .33, p < .001). The confidence interval indicated that the 

indirect effect (ab = .10) was entirely above zero (.05 to .16). There was no evidence that public self-consciousness 

influenced SNS engagement independent of its effect on FoMO (c’ = .01, p = .94). 

Figure 3. Public Self-Consciousness Path Analysis. 

 

Note. Significant positive indirect effect was found between public self-consciousness and SNS use. No total or direct effect was 

found (***p < .001). 



 

Bonding Social Capital 

Bonding social capital was indirectly related to SNS engagement through its relationship with FoMO. As displayed in 

Figure 4, more bonding social capital was associated with greater FoMO (a = .17, p < .01), and greater FoMO was 

subsequently associated with higher SNS engagement (b = .31, p < .001). The confidence interval indicated that the 

indirect effect (ab = .05) was entirely above zero (.01 to .10). Moreover, bonding social capital was positively related to 

SNS engagement even after accounting for the indirect effect via FoMO (c’ = .13, p = .04). 

Figure 4. Bonding Social Capital Path Analysis. 

 

Note. Significant positive indirect effect was found between bonding social capital and SNS use, with significant positive total and 

significant positive direct effect (*p < .05, **p < .01, ***p < .001). 

Bridging Social Capital 

Bridging social capital was indirectly related to SNS engagement through its relationship with FoMO. As displayed in 

Figure 5, more bridging social capital was associated with greater FoMO (a = .37, p < .001), and greater FoMO was 

subsequently associated with higher SNS engagement (b = .29, p < .001). The confidence interval indicated that the 

indirect effect (ab = .11) was entirely above zero (.06 to .17). There was no evidence that bridging social capital influenced 

SNS engagement independent of its effect on FoMO (c’ = .11, p = .12). 

Figure 5. Bridging Social Capital Path Analysis. 

 

Note. Significant positive indirect effect was found between bridging social capital and SNS use, with significant positive total. No 

significant positive direct effect was found (**p < .01, ***p < .001). 



 

Discussion 

Summary of Findings 

The relationship between each of the assessed psychosocial variables and frequency of SNS engagement was found to 

be mediated by FoMO. Individuals with higher rates of online social capital, public self-consciousness, and public self-

monitoring, were more likely to experience FoMO, and as a result, more likely to report higher rates of SNS engagement. 

Such relationships between these variables do not appear to have been identified in any prior literature and may 

therefore prove an interesting avenue for further exploration. Individuals with lower rates of psychological need 

satisfaction were more likely to have higher rates of SNS engagement by way of FoMO, a finding which is consistent with 

previous work in this field. These results support our initial hypotheses that FoMO is a key mechanism in explaining the 

close association between social connectivity and rates of SNS engagement. 

Psychological Need Satisfaction 

Participants with lower levels of psychological need satisfaction in their day-to-day lives were found to be more likely to 

experience FoMO, and as a result were more likely to report higher rates of SNS engagement than their high PNSS 

counterparts. These findings are consistent with those of Przybylski et al. (2013) and imply that SNS users feel they can 

retreat to the online realm to satisfy their need for a sense of autonomy, competence and relatedness in their daily lives. 

These findings further illustrate how closely intertwined online and offline social identities have become in the digital 

age and have implications for strategies aimed at reducing excessive SNS use. By improving SNS users’ capacity to fulfil 

their psychological needs in an offline context, these findings suggest that users may be less susceptible to problematic 

SNS engagement as result of FoMO. Despite this, it is also important to note that these findings fall short of conclusively 

demonstrating that online psychological need satisfaction is equivalent to offline need satisfaction in terms of a user’s 

psychosocial wellbeing. 

Public Self-Consciousness and Public Self-Monitoring 

A central feature of almost all social media sites is the construction and maintenance of a publically visible identity or 

profile. Although the visibility and customisable nature of these profiles varies across platforms, these features have 

quickly become an integral aspect of social identity formation in the digital age (Greenhow & Robelia, 2009). In the 

context of rapidly evolving online social landscapes, many users are acutely aware of how their online identities might 

be construed by others (Cingel & Krcmar, 2014), and managing and maintaining these identities is a key aspect of the 

social media experience. The allure of the curatorial nature of online identities was reflected in our findings. Both public 

self-consciousness and self-monitoring were found to be associated with SNS engagement by way of increased 

propensity to experience FoMO. Individuals who are more conscious of themselves as an object of social attention, and 

more likely to engage in self-monitoring behaviours, may be more prone to FoMO due to their desire to cultivate a social 

identity which is responsive to current social information. Social media platforms represent a rich source of such social 

information, and the easily accessible and ever-present nature of SNS provides a potential remedy to FoMO which is 

often only a click away.  

Social Capital 

FoMO was also found to mediate the relationship between bridging and bonding online social capital and SNS 

engagement. The relationships between bridging and bonding online capital, FoMO and SNS found in this study have 

congruence with both an academic (Hampton et al., 2011), and an anecdotal understanding of how people use SNS. SNS 

platforms such as Facebook enable users to collect and collate very large lists/networks of ‘friends’, often numbering in 

the hundreds and even thousands (Dunbar, 2016). This is possibly due to the ease with which people are able to add 

new members to their online networks. This results in a high prevalence of extensive online social networks which often 

far exceed the amount of close social relationships one individual can realistically maintain (Dunbar, 1992). In terms of 

an individual’s need for emotionally intimate social relationships, having online social networks which number in the 

hundreds might be considered socially excessive, with a significant portion of those networks likely consisting of 

relatively weak social ties. This is supported in recent research which found that despite the increased communication 

and connection afforded by SNSs, there is still a limit on the number of functional social relationships one individual can 

maintain (Dunbar, 2016). This implies that a significant portion of the perceived social capital accumulated within SNS 
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platforms can be considered as bridging social capital. Greater networks with less inherent social support and stability 

may result in increased susceptibility to anxiety regarding missed opportunities for social gratification. This is particularly 

relevant with regards to SNS engagement, in which social information is most often shared in a public forum. Large 

networks of loose associations in these social arenas potentially mean that there is more social significance placed on 

publicly visible displays of closeness and connectivity, and therefore even more significance placed on missed 

opportunities and experiences.  

This perspective was supported by our results in which the extent that FoMO mediated the relationship between bridging 

capital and SNS engagement was significantly greater than in the case of bonding capital. This indicates that users with 

larger networks of loose affiliations and casual acquaintances may be more prone to increased SNS engagement by way 

of increased FoMO. One reason for this may be the differences in perceived social gratification derived from bridging 

and bonding online social capital. While a lot of bonding capital equates to a lot of emotionally close relationships, more 

bridging social capital means a greater amount of potentially tenuous or superficial social connections (Putnam, 2000). 

These superficial connections are important to an individual to the extent that they can be capitalised on for social gain. 

An SNS user with high rates of bridging social capital online may be more likely to see posts, videos or photos whilst 

using SNS which make them aware of a missed opportunity to strengthen or capitalise on their bridging relationships, 

thus stimulating feelings of FoMO. 

Our findings suggest that as rates of social capital fluctuate, so too do rates of SNS engagement. These findings at first 

appear to stand in contradiction with a recent study of social capital and SNS use, and provide an example of the value 

of diverse methodological approaches to conducting SNS related research. Yoo and Jeong (2017) conducted a 

longitudinal, two-wave, study which found that both high and low social capital users used SNS just as frequently as one 

another. As a result of their findings, they argued that there was no correlation between user’s social capital and the 

amount of time spent actively using SNS. There are however several key differences between Yoo and Jeong’s study and 

the present study. The most significant difference is that Yoo and Jeong (2017) appear to have categorised all participants 

into either a high or low social capital group, before assessing how rates of SNS engagement relates to this variable. This 

dichotomous assessment of social capital means that their findings may not reflect the full range of variability within the 

social capital variable, and therefore only provide limited insight into the relationship between social capital and SNS 

use. In the present study’s analysis, the full range of social capital scores for all users were regressed onto SNS 

engagement scores simultaneously. This meant that the correlation found between these two variables was assessed 

with greater statistical power than in Yoo and Jeong’s study, and therefore we might have been capable of detecting 

effects that were not apparent in previous research.  

Another key difference between the findings of the present study and Yoo and Jeong (2017), can be seen in the methods 

used to assess rates of SNS engagement. The present study utilised Przybylski et al.’s (2013) social media engagement 

questionnaire as a means of assessing levels of SNS engagement. This questionnaire consisted of multiple questions 

which sought to assess the degree to which participants engaged with SNS at different times of the day over the last 

week. Meanwhile, Yoo and Jeong’s (2017) study measured SNS engagement according to participant responses to one 

open-ended question regarding how much time they spent actively using SNS per day. The differences in the method 

with which SNS engagement was assessed in these two studies is an important factor to consider in the comparison of 

their respective findings.  

Methodological Discrepancies 

Our assessment of two of the independent variables included in this study was inconsistent with prior social 

psychological research. The applications of both the PSCS and the PNS scale were simplified in this study. Rather than 

answering using scales, participants instead responded to the questions in these tools with simply True or False. The 

internal reliability of the simplified versions of these scales was found to be consistent with the original incarnations of 

the tools. This indicated that the scales were still internally reliable as measures of their respective psychosocial 

constructs, only they were not measuring these constructs with the same depth as the original scales. Despite this 

methodological discrepancy, our findings still proved significant. This reinforces the work of similar studies in this area 

which have established robust correlations between PNS and SNS engagement (Masur et al., 2014; Przybylski et al., 

2013), as well as between PNS and online activities in general (Przybylski et al., 2009). Although we are not aware of any 

previous studies linking public self-consciousness with experiences of FoMO, the fact that a significant association was 

found between these variables and SNS engagement, despite using a simplified measure of public self-consciousness, 

leaves room for further investigation into the nature of such relationships. 



 

Limitations 

The non-random sample used in this study may be interpreted as representative of New Zealand tertiary students who 

are SNS users, a demographic which holds significant relevance to discussions on the impact of social media. However, 

the limited generalisability of findings from a relatively small and specific sample is also important to note, a limitation 

which reflects the budgetary constraints of our research team. Although our hypotheses were supported by our findings, 

confidence in the generalisability of these results would be increased by replications using other more diverse samples.  

A key limitation of both the present study and other similar studies within the field (Alt, 2015; Przybylski et al., 2013; Ross 

et al., 2009; Yoo & Jeong, 2017), is the limited insight provided into the extent to which deficits in aspects of psychosocial 

wellbeing might be considered as either motivations or consequences of high rates of SNS engagement. While variables 

such as FoMO and SNS engagement have been consistently shown to be interrelated, there still appears to be a lack of 

clarity on whether individuals use SNS because they are prone to fear missing out, or whether individuals are more likely 

to fear missing out because of their SNS use. Although appropriate steps were taken to confirm the directionality of the 

relationships within our statistical model, ultimately this was a correlational study and more experimental approaches to 

future work in this field may prove fruitful. Improving clarity on the directionality of relationships between variables 

associated with SNS use remains an important frontier for social media research.  

Another important limitation when considering the implications of the present study is the aforementioned 

inconsistencies in two of the psychosocial measures in relation to previous research within the field. By modifying the 

participant response options to the items in the PNSS and the PSCS, the psychometric depth with which these variables 

were assessed was partially impacted. Although there is no reason to believe that the data collected from these subscales 

was completely compromised by this modification, the extent to which this data can be contrasted with the findings of 

studies using the original unaltered subscales is important to take into account. 

As with many similar studies within this field, the reliability of data collected via self-report questionnaire is a key 

limitation of the present study. Precautions such as assuring the anonymity of data were taken to reduce the social 

desirability bias associated with responses to the self-report subscales. However, it has to be assumed that some degree 

of social desirability bias is still present within the data, as is true with many self-report studies of psychosocial 

phenomena. This bias might have been reduced by including some form of a social desirability response scale as an 

additional component in the primary study (Van de Mortel, 2008). 

Conclusions 

There is still much to be accomplished in terms of our quantitative understanding of the nature of SNS use. The four 

psychosocial factors assessed in this study represent a small sample of a wide array of interrelating factors which may 

influence SNS engagement. The same can be said for FoMO, which is only one example of a host of psychological 

mechanisms which contribute to SNS engagement. Ideally, the quantitative findings presented here will continue to be 

built upon and developed further in ongoing attempts to understand the social psychological motivations and impacts 

of SNS use.  
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