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ABSTRACT 

Social media has become an important source of travel information, inspiration, and social influence. This 

role may be particularly significant in adventure tourism, where experiences such as trekking, rafting, 

paragliding, scuba diving, and camping are frequently represented through visually engaging photographs, 

short videos, stories, and user-generated content. Beyond providing destination information, social media 

exposes individuals to the travel experiences of friends, peers, influencers, and other users, and this 

continuous exposure may create the perception that others are enjoying rewarding experiences one is 

missing, generating Fear of Missing Out (FOMO). Although FOMO has attracted growing attention in 

tourism research, most existing empirical work has examined it as a direct predictor of travel intention 

within general or influencer-driven tourism contexts, leaving its role as a sequential, mediating mechanism 

in adventure tourism specifically, and its distinction from actual behavioural participation comparatively 

underdeveloped. This paper addresses that gap by proposing a conceptual framework explaining how social 

media stimuli generate FOMO, how FOMO influences adventure tourism travel intention, and how travel 

intention contributes to actual participation in adventure tourism. Drawing primarily on Social Comparison 

Theory and supported by the Theory of Planned Behaviour and Uses and Gratifications Theory, the paper 

conceptualises FOMO as an affective mechanism that links social media stimuli to travel intention within a 

sequential pathway: social media stimuli → FOMO → travel intention → adventure tourism participation. 

The paper contributes to tourism literature by integrating social media exposure, emotional response, 

intention formation, and behavioural participation within a single, testable framework, and by explicitly 

separating psychological readiness (intention) from behavioural execution (participation). It also identifies 

boundary conditions under which the proposed pathway is more or less likely to hold. It provides a 

foundation for future empirical research examining how digitally mediated social experiences influence 

adventure tourism behaviour. 

Keywords: Fear of Missing Out, FOMO, social media, adventure tourism, travel intention, tourism 

participation, Social Comparison Theory 

INTRODUCTION 

Social media has profoundly changed the way people find, evaluate, and share travel experiences. Travellers 

are searching for destinations, seeking recommendations, viewing others' experiences, and developing ideas 

about where they would like to travel and what they would like to do, using mostly social media platforms 

such as Instagram, YouTube, TikTok, and Facebook (Saini et al., 2023). Earlier, the tourism experiences 

were communicated largely through brochures, advertisements, travel agents, and word of mouth. However, 

these days, user-generated content, influencer posts, short-form videos, stories, and online travel 

communities are constantly shaping and sharing (Madondo, 2018). As a result, social media has become an 
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important part of decision-making in tourism, particularly in adventure tourism. Adventure tourism typically 

includes experiences that are marked by novelty, physical activity, excitement, challenges, and interactions 

with natural or unfamiliar environments (R. Buckley, 2012; Huang et al., 2024). Activities such as trekking, 

mountain climbing, river rafting, camping, scuba diving, surfing, paragliding, and bungee jumping are 

widely represented across various social media platforms (Stanišić et al., 2024). These activities are shared 

primarily because of their highly visual and experiential nature (Kim et al., 2020). Before deciding to 

participate in these adventurous activities, people experience them virtually through photographs, videos, 

reels, and stories. People who have never visited a particular place can witness other tourists trekking across 

mountains, rafting down rivers, or diving underwater and develop expectations about what such experiences 

might be like (Wu & Lai, 2022; Oliveira et al., 2020). 

However, social media's impact goes beyond just spreading travel and activity-related information. 

Additionally, it fosters a social atmosphere in which people are constantly exposed to others' experiences 

and can assess their own lives based on what they see online (Dwivedi et al., 2021; Slater & Sanchez-Vives, 

2016). People may feel they are missing out on experiences others are having when they are frequently 

exposed to friends, peers, influencers, and other travellers engaging in thrilling or unique activities (Rahjasa 

et al., 2024). This emotion is frequently linked to FOMO, which is the worry that others might be enjoying 

fulfilling experiences while one is not (Aitamurto et al., 2021). The extensive usage of social media 

platforms may exacerbate this feeling by providing users with a continuous stream of information about 

what others are doing and experiencing (Alabri, 2022). Tourism provides a particularly relevant context for 

examining FOMO because travel experiences are widely visible, easily shared, and frequently portrayed as 

desirable and memorable accomplishments (Zaman et al., 2022; Marine-Roig, 2019). In adventure tourism, 

where experiences are often linked to thrills, success, individuality, personal challenge, and identity 

expression, this may be even more pronounced (Davidson & Hons, 2006). One may therefore feel as though 

they are losing out on something worthwhile or particularly significant when they witness others engaging in 

similar activities. FOMO is increasingly seen as a potential psychological mechanism by which online 

experiences influence travel intentions, and emerging tourism research has begun to link social media 

exposure, social comparison, FOMO, and travel-related intentions (Álvarez-Monzoncillo, 2022). 

Despite this growing attention, a significant gap remains. Most existing research has examined FOMO as a 

direct predictor of travel intention, particularly in the context of general tourism and influencer marketing. 

However, less attention has been paid to how FOMO may operate within the decision-making process in 

adventure tourism, particularly in distinguishing between an individual's intention to travel and their 

eventual participation in an adventure activity. This distinction is important because a person’s intention to 

engage in an adventurous activity does not translate into actual participation. Financial limitations, time 

constraints, accessibility, safety concerns, and perceived danger are among the factors that can affect 

whether an intention is ultimately translated into behaviour. To explain how social media exposure and 

FOMO may influence adventure tourism behaviour beyond the formation of trip intentions, it is crucial to 

understand this shift. 

Research Gap 

Although social media has become an important source of tourism information and inspiration, the 

psychological processes by which it influences adventure tourism behaviour remain poorly acknowledged.  

Firstly, previous studies have examined the influence of social media on tourism decisions and Fear of 

Missing Out (FOMO) in relation to travel intention. Limited attention has been paid to the specific context 

of adventure tourism, where experiences are highly visual and often associated with excitement, 

achievement, novelty, and perceived risk.  

Second, existing studies have largely examined FOMO as a direct predictor of travel intention, with less 

attention to its role as a mediating factor through which social media stimuli may influence travel intention. 

Third, existing research focuses on behavioural intention without clearly distinguishing it from actual 

participation in adventure tourism. An individual may intend to participate in an adventure activity but 

ultimately may not do so due to factors such as cost, time, accessibility, safety concerns, or perceived risk. 
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These gaps point to the need for a more comprehensive conceptual approach that accounts for how social 

media could influence adventure travellers’ behaviour. It is crucial to understand whether social media 

stimuli can cause FOMO, whether FOMO can affect travel intention, and whether travel intention can lead 

to actual participation in adventure tourism.  

The objectives of the present conceptual paper are: 

1. To identify the theoretical relevance of social media in shaping adventure travel behaviour, including 

the contextual and situational conditions that may facilitate or constrain the transition from travel 

intention to actual participation. 

2. To explain the role of FOMO as a mediating mechanism through which social media stimuli may 

influence travel intention in the context of adventure tourism. 

3. To develop a conceptual framework linking social media stimuli, Fear of Missing Out (FOMO), 

travel intention, and adventure tourism participation. 

Theoretical Background 

Uses and Gratifications Theory 

Uses and Gratifications Theory helps to understand why individuals actively engage with social media 

content and what they seek to gain from such engagement (Mehran et al., 2023). People use media for 

different purposes, including obtaining information, entertainment, social interaction, self-expression, and 

escapism (Getz & Page, 2014). Adventure tourism content can satisfy several of these needs simultaneously. 

For instance, individuals may watch travel vlogs to learn about destinations and activities, follow adventure 

influencers for inspiration, interact with other travellers to exchange experiences, or enjoy visually engaging 

adventure content (Cohen et al., 2014; Silaban et al., 2022). This active engagement is important because 

individuals who regularly seek adventure-related content are more likely to encounter repeated 

representations of other people's travel experiences (Pomfret et al., 2023). Over time, such repeated exposure 

can make others' experiences more visible and provide greater opportunities for individuals to compare their 

own experiences with those they observe online (Brown & Kuss, 2020). 

Social media includes features such as visual appeal, informative value, entertainment, opportunities for 

interaction, and social cues (Xu et al., 2023). These characteristics can encourage users to engage more 

closely with adventure tourism content while also increasing its social visibility and emotional appeal (Wang 

& Iahad, 2025). Uses and Gratifications Theory, therefore, provides a useful basis for understanding why 

individuals engage with adventure tourism content and how this engagement can increase their exposure to 

others' experiences, thereby creating the conditions for subsequent social comparison and FOMO. 

Social Comparison Theory 

Social Comparison Theory provides a foundation for understanding how exposure to social media leads to 

FOMO in adventure tourism. The theory was advanced by Festinger, who stated that individuals have an 

inherent tendency to evaluate themselves by comparing their abilities, opinions, and circumstances with 

those of others (Visser, 1998). Unlike traditional tourism communication, which was episodic and mediated 

through official channels, social media offers real-time, unfiltered glimpses into others' lives (Sujatmiko et 

al., 2025). Due to this exposure to a continuous stream of travel experiences shared not only by friends and 

acquaintances but also by influencers, celebrities, and strangers, social media users have dramatically 

expanded the scope and immediacy of such comparisons (Paul et al., 2024; John & Supramaniam, 2026).  

This tendency towards comparison may be particularly relevant in adventure tourism. Adventure 

experiences are often visually appealing and socially visible, making them easy to share and compare online 

(Teles et al., 2025). Images of reaching a mountain summit, videos of white-water rafting, or posts showing 

paragliding experiences not only present a destination or activity but also communicate excitement, 
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achievement, novelty, and exclusivity (Göker, 2022). When individuals repeatedly encounter such 

experiences, they may begin to compare their own lives and experiences with those of others they see 

enjoying. This comparison may create a sense that others are experiencing more exciting or rewarding 

activities, while they themselves are being left out (Slavich et al., 2023). 

Such feelings provide an important basis for understanding Fear of Missing Out (FOMO). In this sense, 

social media exposure does not necessarily directly create FOMO. Rather, exposure to others' experiences 

creates opportunities for comparison, which may lead individuals to feel they are missing desirable 

experiences. FOMO can then become an important psychological mechanism linking social media exposure 

with individuals' interest and intention to undertake similar adventure experiences (Elhai et al., 2021). 

Proposed Conceptual Framework 

The proposed framework is presented in Figure 1. It shows a sequential pathway in which social media 

stimuli create the environmental conditions under which FOMO may emerge. FOMO subsequently 

influences travel intention, and intention translates into actual participation in adventure tourism, with the 

entire chain from stimuli to participation additionally proposed as a serial mediation bounded by the 

practical constraints. 

 

Figure 1. Proposed conceptual framework 

Social Media Stimuli and FOMO 

Social media stimuli refer to the characteristics of digital content that attract users’ attention and influence 

how they perceive and respond to what they see online (Hsiao & Tang, 2021). In adventure tourism, these 

stimuli are particularly important because adventure experiences are largely communicated through 

photographs, reels, and short videos that highlight landscapes, physical challenges, excitement, and 

emotional experiences (Dumitras et al., 2021).  Among the different characteristics of social media content, 

four are particularly relevant to the development of FOMO: visual vividness, temporal immediacy, social 

validation, and narrative closeness (Panadero, 2017). 

Visual vividness refers to the richness and intensity with which an experience is presented. High-quality 

photographs and immersive videos can make adventure activities appear more immediate, realistic, and 

emotionally engaging (Barth et al., 2025). By seeing the landscape, the physical challenge, and participants' 

reactions, viewers may find it easier to imagine themselves engaging in the activity (Nguyen et al., 2023). 

Temporal immediacy relates to the perception that an experience is happening now or has occurred very 

recently. Features such as real-time updates, live streams, and temporary stories can create a sense of 

urgency, making users feel that an opportunity is current and may not remain available for long (Rischer et 

al., 2020; Granic et al., 2020). This sense of immediacy can make others' experiences feel more relevant to 

the viewer’s own life. 

Social validation is reflected through likes, comments, shares, and views. These visible reactions can signal 

that a particular destination or adventure activity is popular, desirable, or socially valued (Boateng et al., 

2018). When users see that many others are engaging with or approving an experience, they may perceive it 

as something worth experiencing themselves. 

Narrative closeness refers to the extent to which social media content feels personal, authentic, and 

relatable. First-person trekking videos, personal travel stories, or authentic accounts of rafting experiences 
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can help viewers connect with the experience on a personal level and imagine themselves participating in a 

similar activity (R. C. Buckley, 2018). 

Taken together, these characteristics can make adventure tourism experiences more visible, engaging, and 

emotionally meaningful to social media users (Asata et al., 2021). When an experience is presented as vivid, 

immediate, socially valued, and personally relatable, users may become more conscious of what others are 

experiencing and more likely to feel that they are missing out. In this way, social media stimuli can create 

conditions that increase the likelihood of FOMO (Owusu-Mensah et al., 2025). Once this feeling develops, it 

may encourage individuals to move beyond simply viewing adventure content and begin considering similar 

travel experiences for themselves (Gülmez et al., 2025). Thus, Social media stimuli characterised by visual 

vividness, temporal immediacy, social validation, and narrative closeness are positively associated with 

FOMO in adventure tourism. 

FOMO as the Central Mediating Mechanism 

Fear of Missing Out (FOMO) represents the central psychological mechanism in the proposed framework 

(Wegmann et al., 2017). When individuals repeatedly see others engaging in adventure tourism, they may 

feel they are missing out on something important or desirable (Rihova et al., 2018). This feeling can create a 

desire to reduce the gap between their own experiences and those they observe online (Blau & Kahn, 2017). 

A person who frequently encounters posts about trekking in the Himalayas may initially view the content as 

simply a source of information or inspiration (Chen et al., 2020). However, when such exposure continues, 

particularly when friends, peers, or online communities are shown participating in these experiences, the 

content may gradually create a feeling of being left out (Hilvert-Bruce et al., 2018). This feeling can increase 

the desire to visit the destination or undertake a similar activity, moving the individual from passive 

engagement with social media content towards an intention to travel (Flavián et al., 2019). 

FOMO in this framework does not replace the more direct informational influence of social media. Social 

media can shape travel intentions by providing information, inspiration, and greater awareness of 

destinations and activities (Kumar et al., 2024). However, the proposed framework suggests that some of 

this influence may also occur through an emotional pathway. Repeated exposure to adventure-related 

content can do more than inform potential travellers; it can create feelings of exclusion and urgency by 

making them aware of experiences that others are enjoying (Low et al., 2022). These feelings may 

strengthen their motivation to consider similar travel experiences. 

This positioning of FOMO as a psychological bridge is particularly relevant to adventure tourism. 

Adventure experiences are often visually dramatic, socially visible, and associated with achievement, 

excitement, and thrill (Beil et al., 2024). When such experiences are repeatedly displayed on social media, 

FOMO may intensify their emotional appeal and encourage individuals to give greater importance to the 

opportunity to participate. In some situations, this sense of urgency may even make concerns such as risk or 

cost feel less important in comparison with the desire not to miss the experience (Tresna, 2025). 

The proposed relationship can therefore be expressed as: 

Social Media Stimuli → FOMO → Travel Intention 

Therefore, FOMO positively influences the intention to travel for adventure tourism, and it mediates the 

relationship between social media stimuli and that intention. 

From Travel Intention to Adventure Tourism Participation 

Travel intention refers to an individual’s willingness or likelihood of undertaking an adventure tourism 

experience and represents an important stage between motivation and actual behaviour (Duerden & Witt, 

2010). In the context of adventure tourism, intention may be reflected in concrete plans such as selecting a 

destination, booking an activity, arranging travel, or preparing to undertake a particular experience (Bui & 
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Kiatkawsin, 2020). A stronger intention generally indicates greater psychological readiness to act on the 

desire to participate (Frederiks et al., 2015). 

However, having an intention does not necessarily mean that actual participation will follow. Adventure 

tourism often involves practical considerations that can influence whether an intended activity is eventually 

undertaken. Financial limitations, lack of time, physical preparedness, safety concerns, weather conditions, 

and accessibility may all create difficulties in translating intention into actual behaviour (Hardy & Maguire, 

2016). An individual may develop a strong intention to undertake a trek after repeatedly viewing adventure 

content online, but may ultimately postpone or abandon the plan due to cost, limited time, safety concerns, 

or difficulty accessing the destination. 

These practical conditions are particularly relevant when considering the relationship between FOMO, travel 

intention, and participation. FOMO may create a strong desire to engage in an activity and encourage 

individuals to form travel intentions, but that motivation does not necessarily overcome practical barriers. 

Thus, the transition from intention to participation may vary depending on the circumstances surrounding 

the adventure experience. Despite these limitations, intention remains an important stage in the proposed 

framework because it reflects an individual’s psychological readiness and commitment to undertake the 

experience (Lim et al., 2022). In digitally mediated environments, emotional responses such as FOMO may 

further strengthen this readiness by increasing the desire to participate and reducing hesitation (Ngo et al., 

2025). 

The proposed pathway, therefore, continues from FOMO to travel intention and, subsequently, to actual 

participation. Travel intention represents the motivational stage at which an individual moves from wanting 

an experience to preparing to undertake it. In contrast, participation represents the point at which that 

intention is translated into actual action (Doran et al., 2018). Unlike intention, however, actual participation 

is influenced not only by motivation but also by practical and situational circumstances (Austin, 2008). 

Distinguishing travel intention from actual participation is important because social media exposure may 

generate considerable psychological interest without necessarily leading to behaviour. Recognising this 

distinction allows the framework to account for the intention–behaviour gap in adventure tourism. It 

provides scope to examine the conditions under which digitally stimulated intentions are more likely to 

translate into actual participation (Liberati et al., 2009). Thus, Travel intention positively influences actual 

participation in adventure tourism. Furthermore, because FOMO is proposed to influence participation 

through the formation of travel intention, the framework proposes a sequential mediation pathway: 

Social Media Stimuli → FOMO → Travel Intention → Adventure Tourism Participation 

Theoretical Integration and Contributions 

The proposed framework brings together two complementary theoretical perspectives, with each explaining 

a different part of the relationship between social media and adventure tourism behaviour (de Haas, 2021). 

Uses and Gratifications Theory explains why individuals actively engage with social media content to 

satisfy needs such as information, entertainment, inspiration, social interaction, and self-expression (Dunne 

et al., 2010; Benkler, 2008). In the context of adventure tourism, these motivations may encourage 

individuals to seek content about destinations, activities, and the experiences of other travellers. As 

individuals engage with such content, they are increasingly exposed to others' adventure experiences. 

Social Comparison Theory helps explain the response that may follow this exposure. When individuals 

repeatedly see other people's travel experiences, they may compare those experiences with their own. Such 

comparisons can sometimes create feelings of inadequacy, exclusion, or being left out, which may 

contribute to FOMO (Dijksterhuis & Bargh, 2001; Acharya, 2025). Social comparison, therefore, provides 

an important link between exposure to other people's adventure experiences and the development of FOMO. 

Building on these perspectives, the framework proposes that FOMO may encourage individuals to consider 

experiences similar to those they see online, thereby increasing their intention to travel. The proposed 
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process, however, does not end with intention. An individual may have a strong desire or intention to 

participate in an adventure activity, but may not actually do so. Factors such as cost, time, accessibility, 

safety, physical preparedness, and perceived risk can influence whether the intended activity eventually 

takes place. 

For the present conceptual framework, this broader theoretical logic is represented through the core pathway 

shown in Figure 1: 

Social Media Stimuli → FOMO → Travel Intention → Adventure Tourism Participation 

The proposed framework makes three main theoretical contributions. First, it extends the discussion of 

FOMO to the specific context of adventure tourism. Although FOMO has received increasing attention in 

tourism and influencer-marketing research, its application to adventure tourism remains comparatively 

limited. Adventure tourism provides an interesting setting for examining FOMO because its experiences are 

highly visual, emotionally engaging, socially visible, and often associated with achievement, excitement, 

novelty, and thrill (Talukder, 2025). Repeated exposure to these experiences may make individuals more 

aware of what others are doing and more conscious of experiences they have not had themselves. This 

provides a useful perspective for understanding the role of FOMO in adventure tourism decision-making. 

Second, the framework positions FOMO as an emotional mechanism that links social media stimuli to travel 

intention. Previous research has highlighted how social media provides travel information, inspiration, 

destination awareness, and social cues (Kapoor et al., 2018; Joshi et al., 2025). However, social media 

influence may also develop through the emotions that arise when individuals observe others' experiences. 

Repeated exposure to desirable adventure experiences may create a sense of missing out, encouraging 

individuals to consider undertaking similar experiences themselves. In this way, FOMO adds an emotional 

dimension to existing explanations of social media influence and helps explain how online exposure may 

develop into travel motivation (Gao et al., 2024). 

Third, the framework distinguishes travel intention from actual participation in adventure tourism. 

Behavioural intention is commonly used in tourism research as an indicator of likely future behaviour, but 

an intention does not always lead to action. In adventure tourism, practical considerations such as financial 

resources, available time, accessibility, safety, and perceived risk may affect whether an intended activity is 

eventually undertaken (Bryson et al., 2013). By treating intention and participation as separate stages, the 

framework highlights the intention–behaviour gap. It provides scope for future research to examine why 

some intentions are translated into action while others are not (Assiouras et al., 2025). 

Overall, the proposed framework brings together the social, cognitive, emotional, and behavioural 

dimensions of social media-driven adventure tourism decisions (Shuqair et al., 2025). Rather than focusing 

solely on whether social media influences travel behaviour, it considers the process by which exposure to 

adventure tourism content may contribute to FOMO, how FOMO may strengthen travel intention, and how 

that intention may eventually translate into actual participation. This perspective provides a foundation for 

future empirical research to examine these relationships and the circumstances that may influence the 

transition from intention to participation. 

Practical Implications 

The proposed framework has useful implications for destination marketers, adventure tourism operators, and 

social media content creators. Social media can showcase adventure experiences through engaging visuals, 

authentic travel stories, and user-generated content, attracting attention and interest among potential tourists. 

However, promotional content should also provide realistic information about cost, difficulty, safety, 

equipment, and physical requirements. This is important because FOMO may encourage interest in an 

activity, but individuals also need to understand what participation actually entails. 
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The framework also highlights the importance of responsible social media promotion. Tourism stakeholders 

should consider visitor safety, overcrowding, environmental impact, and local community interests when 

promoting adventure destinations online. Finally, views, likes, and travel intentions should not be considered 

evidence of actual participation; enquiries, bookings, and participation can provide a better indication of 

whether social media interest translates into tourism behaviour. 

CONCLUSION 

Social media has changed how people discover, evaluate, and engage with adventure tourism experiences. 

The proposed framework brings together Uses and Gratifications Theory and Social Comparison Theory to 

explain how engagement with adventure-related social media content may contribute to FOMO and 

influence travel decisions. 

The framework posits a sequential relationship in which social media stimuli may generate FOMO, FOMO 

may strengthen travel intention, and travel intention may contribute to actual participation in adventure 

tourism. Importantly, it recognises that intention does not always lead to participation, as factors such as 

cost, time, accessibility, safety, and perceived risk may influence the final decision. 

By connecting these stages, the framework provides a broader perspective on how social media may shape 

adventure tourism behaviour. It also provides a foundation for future empirical research to examine the 

proposed relationships and to understand better when social media-driven FOMO is likely to translate into 

actual participation in adventure tourism. 

Directions for Future Research 

Future research can empirically examine the proposed relationships among social media stimuli, FOMO, 

travel intention, and actual participation in adventure tourism. It can also explore how factors such as cost, 

time, accessibility, safety, and perceived risk influence the move from intention to actual participation. 

Further studies may examine whether these relationships vary across different adventure activities, age 

groups, destinations, and levels of previous adventure tourism experience. 

REFERENCES 

1. Acharya, S. (2025). The Rhetoric of FOMO (Fear of Missing Out) in Digital Marketing. 

2. Aitamurto, T., Won, A. S., Sakshuwong, S., Kim, B., Sadeghi, Y., Stein, K., Peter G Royal, & 

Kircos, C. L. (2021). From FOMO to JOMO: Examining the fear and joy of missing out and 

presence in a 360° video viewing experience. Proceedings of the 2021 CHI Conference on Human 

Factors in Computing Systems. 

3. Alabri, A. (2022). Fear of Missing Out (FOMO): The effects of the need to belong, perceived 

centrality, and fear of social exclusion. Human Behavior and Emerging Technologies, 2022, 1–12. 

https://doi.org/10.1155/2022/4824256 

4. Álvarez-Monzoncillo, J. M. (2022). The dynamics of influencer marketing: A multidisciplinary 

approach. Routledge. 

5. Asata, M. N., Nyangoma, D., & Okolo, C. H. (2021). The role of storytelling and emotional 

intelligence in enhancing passenger experience. International Journal of Multidisciplinary Research 

and Growth Evaluation, 2(5), 517–531. https://doi.org/10.54660/.ijmrge.2021.2.5.517-531 

6. Assiouras, I., Giannopoulos, A., Mavragani, E., & Buhalis, D. (2025). Virtual reality facilitated 

travel inspiration: the role of pleasure and arousal. Current Issues in Tourism, 28(23), 3851–3864. 

https://doi.org/10.1080/13683500.2024.2406412 

7. Austin, G. (2008). Resources, techniques, and strategies south of the Sahara: revising the factor 

endowments perspective on African economic development, 1500–20001. The Economic History 

Review, 61(3), 587–624. https://doi.org/10.1111/j.1468-0289.2007.00409.x 

8. Barth, L. L., Mostajeran, F., Steinicke, F., Riecke, B. E., & Kühn, S. (2025). Immersive videos of 

natural and urban environments can enhance awe and psychological well-being. Frontiers in Virtual 

Reality, 6(1532991). https://doi.org/10.3389/frvir.2025.1532991 

http://www.rsisinternational.org/


www.rsisinternational.org 

Page 95 

INTERNATIONAL JOURNAL OF LATEST TECHNOLOGY IN ENGINEERING,  

MANAGEMENT & APPLIED SCIENCE (IJLTEMAS)  

ISSN 2278-2540 | DOI: 10.51583EMAS | Volume XV, Issue IX September 2026 

 

 

 

9. Beil, B., Freyermuth, G. S., Hamm, I., & Ossa, V. (Eds.). (2024). Gaming the Metaverse. In Bild und 

Bit. Studien zur digitalen Medienkultur. transcript Verlag. https://doi.org/10.14361/9783839474624 

10. Benkler, Y. (2008). Wealth of Network: How Social Production Transforms Markets and Freedom. 

Yale University Press. 

11. Blau, F. D., & Kahn, L. M. (2017). The gender wage gap: Extent, trends, and explanations. Journal 

of Economic Literature, 55(3), 789–865. https://doi.org/10.1257/jel.20160995 

12. Boateng, G. O., Neilands, T. B., Frongillo, E. A., Melgar-Quiñonez, H. R., & Young, S. L. (2018). 

Best practices for developing and validating scales for health, social, and behavioral research: A 

primer. Frontiers in Public Health, 6, 149. https://doi.org/10.3389/fpubh.2018.00149 

13. Brown, L., & Kuss, D. J. (2020). Fear of missing out, mental wellbeing, and social connectedness: A 

seven-day social media abstinence trial. International Journal of Environmental Research and Public 

Health, 17(12), E4566. https://doi.org/10.3390/ijerph17124566 

14. Bryson, J. M., Quick, K. S., Slotterback, C. S., & Crosby, B. C. (2013). Designing public 

participation processes. Public Administration Review, 73(1), 23–34. https://doi.org/10.1111/j.1540-

6210.2012.02678.x 

15. Buckley, R. (2012). Rush as a key motivation in skilled adventure tourism: Resolving the risk 

recreation paradox. Tourism Management, 33(4), 961–970. 

https://doi.org/10.1016/j.tourman.2011.10.002 

16. Buckley, R. C. (2018). Aging adventure athletes assess achievements and alter aspirations to 

maintain self-esteem. Frontiers in Psychology, 9, 225. https://doi.org/10.3389/fpsyg.2018.00225 

17. Bui, N. A., & Kiatkawsin, K. (2020). Examining Vietnamese hard-adventure tourists’ visit intention 

using an extended model of goal-directed behavior. Sustainability, 12(5), 1747. 

https://doi.org/10.3390/su12051747 

18. Chen, X., Mak, B., & Kankhuni, Z. (2020). Storytelling approach of the self-reported slow adventure 

to Tibet: Constructing experience and identity. Tourism Management Perspectives, 35(100679), 

100679. https://doi.org/10.1016/j.tmp.2020.100679 

19. Cohen, S. A., Prayag, G., & Moital, M. (2014). Consumer behaviour in tourism: Concepts, 

influences and opportunities. Current Issues in Tourism, 17(10), 872–909. 

https://doi.org/10.1080/13683500.2013.850064 

20. Davidson, L. (2006). A mountain feeling: The narrative construction of meaning and self through a 

commitment to mountaineering in Aotearoa/New Zealand (Doctoral dissertation). 

21. de Haas, H. (2021). A theory of migration: the aspirations-capabilities framework. Comparative 

Migration Studies, 9(1), 8. https://doi.org/10.1186/s40878-020-00210-4 

22. Dijksterhuis, A., & Bargh, J. A. (2001). The perception-behavior expressway: Automatic effects of 

social perception on social behavior. In Advances in Experimental Social Psychology Volume 33 

(pp. 1–40). Elsevier. 

23. Doran, A., Schofield, P., & Low, T. (2018). Women’s mountaineering tourism: an empirical 

investigation of its theoretical constraint dimensions. Leisure Studies, 37(4), 396–410. 

https://doi.org/10.1080/02614367.2018.1452283 

24. Duerden, M. D., & Witt, P. A. (2010). The impact of direct and indirect experiences on the 

development of environmental knowledge, attitudes, and behavior. Journal of Environmental 

Psychology, 30(4), 379–392. https://doi.org/10.1016/j.jenvp.2010.03.007 

25. Dumitras, D. E., Mihai, V. C., Jitea, I. M., Donici, D., & Muresan, I. C. (2021). Adventure tourism: 

Insight from experienced visitors of Romanian national and natural parks. Societies (Basel, 

Switzerland), 11(2), 41. https://doi.org/10.3390/soc11020041 

26. Dunne, Á., Lawlor, M.-A., & Rowley, J. (2010). Young people’s use of online social networking 

sites – a uses and gratifications perspective. Journal of Research in Interactive Marketing, 4(1), 46–

58. https://doi.org/10.1108/17505931011033551 

27. Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., 

Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., 

Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media 

marketing research: Perspectives and research propositions. International Journal of Information 

Management, 59(102168), 102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168 

http://www.rsisinternational.org/


www.rsisinternational.org 

Page 96 

INTERNATIONAL JOURNAL OF LATEST TECHNOLOGY IN ENGINEERING,  

MANAGEMENT & APPLIED SCIENCE (IJLTEMAS)  

ISSN 2278-2540 | DOI: 10.51583EMAS | Volume XV, Issue IX September 2026 

 

 

 

28. Elhai, J. D., Yang, H., & Montag, C. (2021). Fear of missing out (FOMO): overview, theoretical 

underpinnings, and literature review on relations with severity of negative affectivity and 

problematic technology use. Revista Brasileira de Psiquiatria (Sao Paulo, Brazil: 1999), 43(2), 203–

209. https://doi.org/10.1590/1516-4446-2020-0870 

29. Flavián, C., Ibáñez-Sánchez, S., & Orús, C. (2019). Integrating virtual reality devices into the body: 

effects of technological embodiment on customer engagement and behavioral intentions toward the 

destination. Journal of Travel & Tourism Marketing, 36(7), 847–863. 

https://doi.org/10.1080/10548408.2019.1618781 

30. Frederiks, E., Stenner, K., & Hobman, E. (2015). The Socio-demographic and psychological 

predictors of residential energy consumption: A comprehensive review. Energies, 8(1), 573–609. 

https://doi.org/10.3390/en8010573 

31. Gao, Z., Cheah, J.-H., Lim, X.-J., & Luo, X. (2024). Enhancing academic performance of business 

students using generative AI: An interactive-constructive-active-passive (ICAP) self-determination 

perspective. The International Journal of Management Education, 22(2), 100958. 

https://doi.org/10.1016/j.ijme.2024.100958 

32. Getz, D., & Page, S. J. (2016). Progress and prospects for event tourism research. Tourism 

Management, 52, 593–631. https://doi.org/10.1016/j.tourman.2015.03.007 

33. Göker, G. (2022). Flow experience study for outdoor recreation: Ilgaz ski area case study: Reference: 

Göker, G. (2022). Flow experience study for outdoor recreation: Ilgaz ski area case study. Journal of 

tourism and services, 25(13), 45-68. Doi: 10.29036/jots.V13i25.370. Journal of Tourism and 

Services, 13(25), 45–68. https://doi.org/10.29036/jots.v13i25.370 

34. Granic, I., Morita, H., & Scholten, H. (2020). Beyond screen time: Identity development in the 

digital age. Psychological Inquiry, 31(3), 195–223. https://doi.org/10.1080/1047840x.2020.1820214 

35. Gülmez, M., Soysal, A. N., Büyükdağ, N., Acar, A., Türten, B., & Koçoğlu, C. M. (2025). Pursuit of 

entertainment or self-expression? Research on adventure tourism. Humanities & Social Sciences 

Communications, 12(1). https://doi.org/10.1057/s41599-025-04823-x 

36. Hardy, C., & Maguire, S. (2016). Organizing risk: Discourse, power, and “riskification.” Academy 

of Management Review, 41(1), 80–108. https://doi.org/10.5465/amr.2013.0106 

37. Hilvert-Bruce, Z., Neill, J. T., Sjöblom, M., & Hamari, J. (2018). Social motivations of live-

streaming viewer engagement on Twitch. Computers in Human Behavior, 84, 58–67. 

https://doi.org/10.1016/j.chb.2018.02.013 

38. Hsiao, C.-H., & Tang, K.-Y. (2021). Who captures whom – Pokémon or tourists? A perspective of 

the Stimulus-Organism-Response model. International Journal of Information Management, 

61(102312), 102312. https://doi.org/10.1016/j.ijinfomgt.2021.102312 

39. Huang, X., Wang, P., & Wu, L. (2024). Well-being through transformation: An integrative 

framework of transformative tourism experiences and hedonic versus eudaimonic well-being. 

Journal of Travel Research, 63(4), 974–994. https://doi.org/10.1177/00472875231171670 

40. John, S. P., & Supramaniam, K. (2026). Influencer marketing and tourist behaviour: A systematic 

literature review of attitudes, intentions and behaviours in tourism. International Journal of Tourism 

Research, 28(1). https://doi.org/10.1002/jtr.70226 

41. Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2025). Social media influencer marketing: 

foundations, trends, and ways forward. Electronic Commerce Research, 25(2), 1199–1253. 

https://doi.org/10.1007/s10660-023-09719-z 

42. Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. (2018). Advances 

in social media research: Past, present and future. Information Systems Frontiers: A Journal of 

Research and Innovation, 20(3), 531–558. https://doi.org/10.1007/s10796-017-9810-y 

43. Kim, M. J., Lee, C.-K., & Jung, T. (2020). Exploring consumer behavior in virtual reality tourism 

using an extended stimulus-organism-response model. Journal of Travel Research, 59(1), 69–89. 

https://doi.org/10.1177/0047287518818915 

44. Kumar, H., Tuli, N., Singh, R. K., Arya, V., & Srivastava, R. (2024). Exploring the role of 

augmented reality as a new brand advocate. Journal of Consumer Behaviour, 23(2), 620–638. 

https://doi.org/10.1002/cb.2227 

45. Liberati, A., Altman, D. G., Tetzlaff, J., Mulrow, C., Gøtzsche, P. C., Ioannidis, J. P. A., Clarke, M., 

Devereaux, P. J., Kleijnen, J., & Moher, D. (2009). The PRISMA statement for reporting systematic 

http://www.rsisinternational.org/


www.rsisinternational.org 

Page 97 

INTERNATIONAL JOURNAL OF LATEST TECHNOLOGY IN ENGINEERING,  

MANAGEMENT & APPLIED SCIENCE (IJLTEMAS)  

ISSN 2278-2540 | DOI: 10.51583EMAS | Volume XV, Issue IX September 2026 

 

 

 

reviews and meta-analyses of studies that evaluate health care interventions: explanation and 

elaboration. PLoS Medicine, 6(7), e1000100. https://doi.org/10.1371/journal.pmed.1000100 

46. Lim, W. M., Rasul, T., Kumar, S., & Ala, M. (2022). Past, present, and future of customer 

engagement. Journal of Business Research, 140, 439–458. 

https://doi.org/10.1016/j.jbusres.2021.11.014 

47. Low, T., Miller, M., Doran, A., & Hardwick, L. (2022). Women’s outdoor adventure experiences on 

Instagram: exploring user-generated content. Annals of Leisure Research, 25(3), 374–398. 

https://doi.org/10.1080/11745398.2020.1815068 

48. Madondo, E. (2018). A COMPARATIVE ANALYSIS OF THE PERFORMANCE OF 

TRADITIONAL ADVERTISING MEDIA AND ONLINE MEDIA FOR THE PROMOTION OF 

TOURISM IN KWAZULU-NATAL. Department of Marketing and Retail Management 

APPROVED FOR FINAL SUBMISSION. 

49. Marine-Roig, E. (2019). Destination image analytics through traveller-generated content. 

Sustainability, 11(12), 3392. https://doi.org/10.3390/su11123392 

50. Mehran, J., Olya, H., & Han, H. (2023). Psychology of space tourism marketing, technology, and 

sustainable development: From a literature review to an integrative framework. Psychology & 

Marketing, 40(6), 1130–1151. https://doi.org/10.1002/mar.21795 

51. Ngo, T. T. A., Nguyen, H. L. T., Mai, H. T. A., Nguyen, H. P., Mai, T. H. T., & Hoang, P. L. (2025). 

Analyzing the role of customers’ experiences and emotional responses in shaping Generation Z’s 

impulse buying behavior on Shopee video platform. PloS One, 20(5), e0322866. 

https://doi.org/10.1371/journal.pone.0322866 

52. Nguyen, T. B. T., Le, T. B. N., & Chau, N. T. (2023). How VR technological features prompt 

tourists’ visiting intention: An integrated approach. Sustainability, 15(6), 4765. 

https://doi.org/10.3390/su15064765 

53. Oliveira, T., Araujo, B., & Tam, C. (2020). Why do people share their travel experiences on social 

media? Tourism Management, 78(104041), 104041. https://doi.org/10.1016/j.tourman.2019.104041 

54. Owusu-Mensah, D., Kusi, G. A., Boakye, C., Adusei, G., & Frimpong, E. O. (2025). Emerging 

trends in social media marketing for FastMoving consumer goods and their impact on consumer 

purchase behavior in Accra. IOSR Journal of Business and Management, 27(6), 41–69. 

https://doi.org/10.9790/487x-2706024169 

55. Panadero, E. (2017). A review of self-regulated learning: Six models and four directions for research. 

Frontiers in Psychology, 8, 422. https://doi.org/10.3389/fpsyg.2017.00422 

56. Paul, J., Ueno, A., Dennis, C., Alamanos, E., Curtis, L., Foroudi, P., Kacprzak, A., Kunz, W. H., Liu, 

J., Marvi, R., Nair, S. L. S., Özdemir, Ö., Pantano, E., Papadopoulos, T., Petit, O., Tyagi, S., & 

Wirtz, J. (2024). Digital transformation: A multidisciplinary perspective and future research agenda. 

International Journal of Consumer Studies, 48(2), Not Available. https://doi.org/10.1111/ijcs.13015 

57. Pomfret, G., Sand, M., & May, C. (2023). Conceptualising the power of outdoor adventure activities 

for subjective well-being: A systematic literature review. Journal of Outdoor Recreation and 

Tourism, 42(100641), 100641. https://doi.org/10.1016/j.jort.2023.100641 

58. Rahjasa, S. L., Prasasti, G., & Apriliani, K. M. (2024). How travel influencer and social media 

influence tourist travel decision to Ubud. TRJ Tourism Research Journal, 8(1), 127. 

https://doi.org/10.30647/trj.v8i1.243 

59. Rihova, I., Buhalis, D., Gouthro, M. B., & Moital, M. (2018). Customer-to-customer co-creation 

practices in tourism: Lessons from Customer-Dominant logic. Tourism Management, 67, 362–375. 

https://doi.org/10.1016/j.tourman.2018.02.010 

60. Rischer, K. M., Savallampi, M., Akwaththage, A., Salinas Thunell, N., Lindersson, C., & 

MacGregor, O. (2020). In context: emotional intent and temporal immediacy of contextual 

descriptions modulate affective ERP components to facial expressions. Social Cognitive and 

Affective Neuroscience, 15(5), 551–560. https://doi.org/10.1093/scan/nsaa071 

61. Saini, H., Kumar, P., & Oberoi, S. (2023). Welcome to the destination! Social media influencers as 

cogent determinant of travel decision: A systematic literature review and conceptual framework. 

Cogent Social Sciences, 9(1). https://doi.org/10.1080/23311886.2023.2240055 

http://www.rsisinternational.org/


www.rsisinternational.org 

Page 98 

INTERNATIONAL JOURNAL OF LATEST TECHNOLOGY IN ENGINEERING,  

MANAGEMENT & APPLIED SCIENCE (IJLTEMAS)  

ISSN 2278-2540 | DOI: 10.51583EMAS | Volume XV, Issue IX September 2026 

 

 

 

62. Shuqair, S., Mattila, A., Vadell, J. B. G., & Sintes, F. M. O. (2025). WITHDRAWN: Traveling for 

likes or under pressure? How FOMO influencer appeals discourage minimalistic travel. In Research 

Square. https://doi.org/10.21203/rs.3.rs-7748366/v2 

63. Silaban, P. H., Chen, W.-K., Nababan, T. S., Eunike, I. J., & Silalahi, A. D. K. (2022). How travel 

vlogs on YouTube influence consumer behavior: A use and gratification perspective and customer 

engagement. Human Behavior and Emerging Technologies, 2022, 1–16. 

https://doi.org/10.1155/2022/4432977 

64. Slater, M., & Sanchez-Vives, M. V. (2016). Enhancing our lives with immersive virtual reality. 

Frontiers in Robotics and AI, 3. https://doi.org/10.3389/frobt.2016.00074 

65. Slavich, G. M., Roos, L. G., Mengelkoch, S., Webb, C. A., Shattuck, E. C., Moriarity, D. P., & 

Alley, J. C. (2023). Social Safety Theory: Conceptual foundation, underlying mechanisms, and 

future directions: Social safety theory. Health Psychology Review, 17(1), 5–59. 

https://doi.org/10.1080/17437199.2023.2171900 

66. Stanišić, T., Lazarević, S., & Kopeva, D. (2024). Exploring adventure tourism trends through image 

content analysis of Instagram posts. Менаџмент у Хотелијерству и Туризму, 12(2), 123–138. 

67. Sujatmiko, S., Ar, D. P., Hamdat, A., & Salam, K. N. (2025). User-generated content (UGC) and its 

impact on tourism marketing: A systematic literature review. Golden Ratio of Mapping Idea and 

Literature Format, 5(2), 97–105. https://doi.org/10.52970/grmilf.v5i2.1491 

68. Talukder, M. B. (2025). Maximizing impact: The role of influencer marketing in contemporary 

tourism management. In Navigating organizational behavior in the digital age with AI (pp. 277–304). 

69. Teles, R. M. de S., Ramos, E. R. A., & Pacco, M. A. D. O. (2025). Sustainable tourism on Instagram: 

insights from Hispanic centennials. Sustentabilidade Em Debate, 16(2), 275–309. 

https://doi.org/10.18472/sustdeb.v16n2.2025.56791 (Original work published as Turismo sostenible 

en Instagram: perspectivas de los centennials hispanos) 

70. Tresna, I. C. (2025). Fear of Missing Out (FOMO) in consumer behaviour: A systematic literature 

review on antecedents, consequences, and moderating factors. Journal of Information Systems 

Engineering & Management, 10(36s), 626–639. https://doi.org/10.52783/jisem.v10i36s.6542 

71. Visser, M. (1998). Five theories of voting action: strategy and structure of psychological explanation. 

72. Wang, W., & Iahad, N. A. (2025). Gen Z and social media: Shaping tourism and hospitality 

behavior: A thematic and bibliometric review. International Journal of Academic Research in 

Business and Social Sciences, 15(6). https://doi.org/10.6007/ijarbss/v15-i6/25602 

73. Wegmann, E., Oberst, U., Stodt, B., & Brand, M. (2017). Online-specific fear of missing out and 

Internet-use expectancies contribute to symptoms of Internet-communication disorder. Addictive 

Behaviors Reports, 5, 33–42. https://doi.org/10.1016/j.abrep.2017.04.001 

74. Wu, X., & Lai, I. K. W. (2021). The use of 360-degree virtual tours to promote mountain walking 

tourism: stimulus–organism–response model. Information Technology & Tourism, 24(1), 85–107. 

https://doi.org/10.1007/s40558-021-00218-1 

75. Xu, Y., Kapitan, S., & Phillips, M. (2023). The commercial impact of live streaming: A systematic 

literature review and future research agenda. International Journal of Consumer Studies, 47(6), 

2495–2527. https://doi.org/10.1111/ijcs.12960 

76. Zaman, U., Barnes, S. J., Abbasi, S., Anjam, M., Aktan, M., & Khwaja, M. G. (2022). The bridge at 

the end of the world: Linking expat’s pandemic fatigue, travel FOMO, destination crisis marketing, 

and vaxication for “greatest of all trips.” Sustainability, 14(4), 2312. 

https://doi.org/10.3390/su14042312 

 

 

http://www.rsisinternational.org/

