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Abstract: The influence of influencer-generated content plays a significant role in shaping travel behavior, particularly among
Generation Z. Influencer content depicts ideal travel experiences at popular destinations, creating a fear of missing out (FOMO)
that encourages followers to visit those destinations to avoid missing out. This study aims to analyze the role of influencer
content in shaping FOMO and destination popularity among Generation Z travelers. Specifically, this study analyzes how the
originality, uniqueness, quality, and quantity of influencer content can create FOMO both directly and through destination
popularity. To the authors' knowledge, this study is the first to apply the SOR model to analyze influencer content in influencing
travel behavior, specifically from the perspective of destination popularity and FOMO in the tourism industry. The study involved
455 respondents who were Generation Z travelers, using structural equation modeling (SEM) to evaluate the relationship between
influencer content, FOMO, and destination popularity. The results show that content uniqueness is proven to be a major factor
triggering FOMO, even if the destination is not yet popular, while content quality has a significant influence on FOMO only through
the mediation of increasing destination popularity. Furthermore, the more content available (quantity), the greater the psychological
urge to always follow certain information or moments about trending or viral destinations, which in turn strengthens the feeling of
FOMO among Generation Z travelers. Meanwhile, the originality of the content does not affect FOMO or destination popularity.
The results of this study support the understanding that stimuli in the form of quality, quantity, and uniqueness of content created by
influencers can encourage Gen Z travelers to develop curiosity about viral or trending destinations on social media, thereby creating
a psychological response called FOMO, which ultimately encourages tourists to visit these popular tourist destinations. Tourist
destination managers can utilize SOR theory to design more effective marketing strategies by focusing on stimulus elements that
can trigger FOMO and increase the popularity of destinations among Generation Z audiences. Tourism destination managers can
improve their marketing strategies by collaborating with influencers to create unique, high-quality, and consistent content. In this
way, they can increase the popularity of their destinations and leverage the power of FOMO to attract more tourists.
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* * * * * *

INTRODUCTION

Generation Z travelers are -highly engaged with social media, which influences their travel behavior and decisions (Thi
Bich Dao & Do, 2024). This group is described as a generation that grew up with digital technology, relying heavily on
content generated by fellow travelers in their travel planning and viewing it as a trusted source of information about
destinations (Purwanegara et al., 2024). Generation Z often uses online reviews, social media posts, and influencer
recommendations to make their travel choices (Daskin & Tumati, 2024; Hammad, 2024). When planning a trip, Generation
Z looks for information through online sources, not through travel agents or traditional brochures (Damanik et al., 2022).
This shift from conventional methods marks a larger trend and opportunity in the tourism industry, where tourism providers
must adapt to the new dynamics shaped by the influence of social media on Generation Z travelers (Vancia et al., 2023). In
facing this opportunity, it is important for tourism destination managers to understand the behavior of Generation Z tourists
in using social media for their travel planning, thus helping them create effective strategies in providing interesting
information and in accordance with the preferences of Generation Z tourists. One of the characteristics of Generation Z
travelers is their tendency to plan trips and choose destinations based on the appearance shown in social media posts and
the level of trust in the influencers they follow (Chang et al., 2023; Viet Tran & Thanh Khoa, 2025). Influencers play a role
in promoting tourist destinations through content deemed relevant and authentic, thus influencing the opinions and behavior
of potential tourists (Ding et al., 2023; Kilipiri et al., 2023). Influencer content must be presented engagingly so that it can
influence Generation Z tourists' decisions in choosing destinations (Fan et al., 2022; Warintarawej et al., 2024), creating
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viral travel trends that encourage Generation Z travelers to visit the same destinations (Puiu et al., 2022). Previously little-
known destinations become popular in a short time due to the domino effect of influencer content uploads (Barbe &
Neuburger, 2021). The sudden surge in popularity of tourist destinations due to influencer content is often not matched by
the destination's readiness in terms of management and environmental carrying capacity (Li et al., 2022). This creates a
paradox, popularity is increasing rapidly, but the sustainability of the destination is actually threatened (Puiu et al., 2022). It
is important to analyze factors that influence popularity, such as content shared by influencers on social media, so that
stakeholders in the tourism sector (such as destination managers, travel agencies, and other related parties) can plan more
appropriate marketing strategies, anticipate the surge in tourists, and adjust resources and infrastructure to the increasing
demand (Firstianto et al., 2024). Therefore, a thorough understanding of the dynamics of destination popularity, as
influenced by social media, is crucial for effective decision-making and tourism destination management.

In addition, the popularity of a destination is a benchmark for the level of interest and visits by tourists to a tourist
destination (Lau & Koo, 2020), thus triggering feelings of Fear of Missing Out (FOMO) in Generation Z tourists (Szawloga
et al., 2024). The feeling of FOMO makes Generation Z tourists feel the need to visit popular destinations to stay on top of
trends. (Pettersen-Sobczyk, 2023; Tan et al., 2023; Przybylski et al., 2013). However, Generation Z, driven by FOMO,
visits destinations only because of temporary trends, not based on authentic tourism experiences. This creates a spatial
pattern of quickly moving from one hotspot to another following content trends (Szawloga et al., 2024). As a result, tourist
arrivals become unstable. Newly popular destinations often experience a sudden surge in visitors, followed by a decline as
the trend shifts to other destinations. This phenomenon leads to rapid changes in travel routes and a redistribution of
tourists between regions. Visitation patterns become volatile and shift easily, making destination popularity vulnerable and
unstable. Therefore, influencer-based marketing strategies need to be tested for their long-term effectiveness (Wibowo et
al., 2021). The need to understand how influencer content can create FOMO through destination popularity can be crucial
so that digital promotion strategies not only produce a momentary surge but also create sustainable popularity (Hammad,
2024). Therefore, this research helps destination managers formulate strategies that align social media trends with the
destination's carrying capacity. Without proper understanding, popularity can lead to negative impacts such as overtourism,
environmental damage, and a decline in the quality of the tourist experience.

The Stimulus—-Organism—Response (SOR) model developed by Mehrabian & Russell (1974) is used in this study to
provide a conceptual framework for understanding how external factors can influence consumer behavior (Jeong et al.,
2022). The SOR model serves as a basic framework for understanding consumer behavior, integrating how environmental
stimuli interact with an individual's internal processes to produce behavioral responses (Dheawara Zemafi & Tulus, 2024).
Previous research shows that this model is recognized in various fields, reflecting its ability to explain consumer dynamics
related to sustainability, technology adoption, marketing strategies, and tourists' emotional engagement with destinations
(Kim et al., 2018). The SOR theory is used to understand the influence of influencer content on FOMO (Fear of Missing
Out) through the popularity of tourist destinations. In this study, content produced by influencers functions as a stimulus (S)
consisting of various dimensions, namely uniqueness, originality, quality, and quantity of content. Unique content that
attracts attention, originality that differentiates it from others, attractive visual quality, and consistent content quantity can
influence the audience psychologically. The audience (Generation Z), as an Organism (O), responds to this stimulus based
on their psychological characteristics, namely curiosity and the desire to connect with trends that are viral or popular on
social media (Kog et al., 2023). In this case, FOMO is a psychological response (R) that arises because the audience is
afraid of being left behind or not following current developments related to popular tourist destinations (De Souza et al.,
2025). Audience response is evident in the increased interest in visiting the tourist destinations promoted by influencers,
thus increasing the popularity of those destinations. Thus, the SOR theory describes how stimuli provided by influencers
can trigger an emotional response (FOMO) in audiences, which then leads to a decision to visit the destination.

Previous research findings revealed that influencer content characteristics such as informativeness, credibility, and
relevance to followers' needs significantly influence travel intention (Kilicarslan & Caber, 2026), and the protagonist's
perspective (the view presented by the influencer) is also effective in increasing visit intention because the audience feels
like they are experiencing the experience- (Ran et al., 2026). Influencer-created content also presents experiences in a
unique, original, and high-quality manner (Ong et al., 2022). Other research indicates that uniqueness, quantity, and quality
are the most important content characteristics for social media users in stimulating interaction and increasing their desire to
follow influencer advice (Rodrigues et al., 2024). There is a research gap in these studies, which only focus on influencer
perspectives and their influence on visit intention, while ignoring their influence on FOMO and destination popularity.
Other studies have shown that destination trends or popularity are measured by directly classifying reviews from various
platforms into sentiment polarities (i.e., positive, negative, and neutral ratings) (Liu et al., 2026), while FOMO is an
important predictor in triggering travel motivation and visits to trending tourist destinations (Tan & Wu, 2025). However,
these studies did not comprehensively analyze the factors influencing destination popularity that can trigger FOMO.
Therefore, this study fills a research gap that has not been conducted by previous researchers, namely by comprehensively
analyzing influencer content (dimensions of uniqueness, originality, quality, and quantity) in creating feelings of FOMO
through destination popularity by applying the SOR model for Generation Z tourists.

MATERIALS AND METHODS

Hypothesis Development

Original content on social media, especially that created by influencers, can increase FOMO and drive consumer
purchase intent (Raafat et al., 2023). Individuals who actively follow influencers tend to experience FOMO due to the urge
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to emulate the lifestyle and interesting experiences displayed in the influencer's content (Dinh & Lee, 2021). The level of
FOMO individuals feel toward original content varies depending on their personality (Lin & Jian, 2022). Therefore, the
hypothesis of this research is depicted in Figure 1 below:

[ Content Originality
[ Content Unigness
[ Content Quality
[ Content Quantity

Figure 1. Research Hypothesis Diagram

Figure 1 shows that the research hypothesis is:

H1. There is a significant influence of content originality on FOMO.

Engaging and original content on social media increases audience engagement and drives interest in visiting a destination,
supporting the notion that originality plays a crucial role in shaping destination popularity (Omeish et al., 2024). Authentic
narratives that highlight a destination's uniqueness can build an attractive image for potential tourists. This originality increases
audience attention and makes the destination more recognizable, even during a crisis (Antunes et al., 2022).

H2. There is a significant influence of content originality on destination popularity.

Influencer content typically features personal storytelling and clear visuals, creating a compelling narrative that
encourages audiences to engage and experience the experience being shared (Saini et al., 2025). This phenomenon is
particularly evident in the travel context, where idealized experiences portrayed by influencers trigger FOMO, prompting
audiences to immediately plan trips. The authenticity and uniqueness of the content reinforce FOMO, prompting audiences
to engage in similar experiences to stay in tune with their social circles (Vo et al., 2023).

H3. There is a significant influence of content uniqueness on FOMO.

Unique content contributes to the formation of a strong and positive destination image among young audiences (Saulite
& Sceulovs, 2022). This is in line with Tandon, who emphasized that FOMO is related to an individual's psychological
state and is triggered by interactions with unique content on social media (Tandon et al., 2021).

H4. There is a significant influence of content uniqueness on destination popularity.

In particular, quality, informative, credible, and well-produced content strengthens the destination image and can increase
FOMO (Fear of Missing Out) by signaling exclusivity, novelty, and timely opportunities, thereby accelerating the decision-
making process of Gen Z travelers who are constantly curating experiences through social media platforms (Sakulsom, 2026).

H5. There is a significant influence of content quality on FOMO.

When content demonstrates informativeness, source credibility, and social proof through authentic narratives and high
production values, it enhances perceived destination image and social influence, which in turn drives intention and
exploratory interest toward the destination, contributing to popularity metrics such as visit likelihood, sharing, and
recommendations (Xue et al., 2024)

H6. There is a significant influence of content quality on destination popularity.

Content on platforms like TikTok and Instagram frequently appears and dominates Gen Z feeds, where trending sounds,
fast-paced storytelling, and visually cinematic scenes create a strong destination image and a sense of urgency to visit
before missing out (Fong et al., 2024).

H7. There is a significant influence of content quantity on destination popularity.

The perception formed through unique content can be in the form of an interesting and emotional narrative, popularity, and
experiences that are more relevant to Generation Z, so this content is more effective than traditional marketing strategies (Bejoc
et al., 2025). Unique content created and shared by social media users builds credibility and attracts the attention of potential
visitors, making the destination more popular thanks to its visual appeal and the experiences it offers (Liu et al., 2021).

H8. There is a significant influence of content quality and quantity on FOMO and destination popularity

Continuously viewing a variety of quality content on social media can increase FOMO, encouraging social media users to
share in popular experiences and trends (Manthiou et al., 2024). High-frequency, high-quality content can increase anxiety, as
social media users often compare their experiences and opinions with what others post online. The implication is that influencers
or content managers need to focus not only on creating high-quality content but also on maintaining consistent posting frequency
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and engagement to keep the content engaging and relevant to their audience. Content frequency and quality create a mutually
reinforcing effect, so feelings of FOMO continue to increase, leading to increased popularity (Bejoc et al., 2025).

H9. There is a significant influence of destination popularity on FOMO

Relevant content on social media has a significant influence on Generation Z's travel behavior, with 73% of users
stating that such content influences the popularity of a destination (Das, 2025). Content on social media not only drives the
rapid spread of travel trends but also increases Generation Z's attention and interest in certain destinations, even influencing
their intention to visit them (Bejoc et al., 2025; Das, 2025).

The population in this study was all tourists who had visited destinations in Bandung Regency, aged 19-26. Bandung
Regency, located in West Java Province, Indonesia, has various niche tourism destinations, including nature, culture and
history, culinary, religious, educational, water tourism, and adventure (Darwis et al., 2024; Lusianingrum & Pertiwi,
2023; Widodo & Octaviany, 2019). A study shows that the use of social media can increase visibility, such as through
the Instagram account @disbudpar.kabbdg (Culture and Tourism Office of Bandung Regency), which actively promotes
tourism in Bandung Regency by using technology such as videos, images, and hashtags to increase the popularity of
niche tourism in Bandung Regency (Wahyuni et al., 2021). In addition, previous research also shows that content
created by influencers can shape tourist behavior, so it is important to involve influencers in marketing campaigns and
make destinations in Bandung Regency famous (Salamah et al., 2022). To obtain a representative sample, a purposive
sampling technique was used with a nonprobability sampling method (Dodgson, 2017). A total of 455 Gen Z travelers
were sampled in this study.

This sample size was selected based on general SEM guidelines, which recommend a minimum of 200 respondents
to achieve valid and reliable results (Sarstedt et al., 2020).

Data collection was conducted using a Likert-scale questionnaire (1-5) and distributed online and offline. The
collected questionnaires were then verified to ensure completeness and accuracy of the data before further analysis. The
following are the measurement items used in this study, as shown in Table 1:

Table 1. Measurement ltems

Constructs Indicators Source
Content Cco1 The authenticity of content created by influencers about tourist destinations is not a (Ong et al.,
Originality (607 copy of each other. 2022)
CO3 The authenticity of content created by influencers about tourist destinations is based (Rodrigues et
on social media trends. al., 2024)
Content CU1 The authenticity of content created by influencers makes me interested in visiting (Ong et al.,
Uniqueness Cu2 the destination. 2022)
Cu3 Content created by influencers about tourist destinations has its own unique characteristics. (Rodrigues et
Content about tourist destinations created by influencers is different from other content. al., 2024)
Content CQL1 Content created by influencers about tourist destinations is highly creative. (Rodrigues et
Quality CQL2 Influencers' content about tourist destinations provides important information. al., 2024)
CQL3 Influencers' content about tourist destinations provides clear information. (Ongetal.,
Influencers' content about tourist destinations has good and attractive image quality. 2022)
Content CQT1 Influencers' content about tourist destinations often appears on social media. (Ong et al.,
Quantity CQT2 Content about tourist destinations is often created by influencers. 2022)
PD1 Tourist destinations go viral on social media because of content created by influencers.
Lo The more often information about tourist destinations appears, the more interested I
Destination .. (Kog et al.,
Popularity PD2 . ~am and want o visit them. . . . 2023)
The more often information about tourist destinations goes viral on social media,
PD3 the more interested I am and want to visit them.
F1 The influencers' content about travel destinations makes me feel like I have to visit
there soon.
F2 I don't want to miss out on information about tourist destinations that are going viral
FOMO . . on §gcial me.dia. o . . (De Souza et al.,
F3 1 was disappointed when I couldn't visit a tourist destination that was going viral on 2025)
social media.
F4 When I visit a tourist destination, I feel like other people should know by uploading
my content on social media.

Data Analysis

After data collection, analysis was conducted using the SEM method, which involves several stages, starting with the
measurement model, which is the analysis stage used to test how well the indicators or measurement variables describe
the construct or latent variable to be measured. This stage aims to ensure the validity and reliability of each indicator
used in the study. Reliability testing uses the Cronbach's Alpha coefficient, with values above 0.70 considered reliable.

The results of this validity and reliability test determine whether the research instrument can be used in the overall
SEM analysis (Hair et al., 2023). For the measurement model, convergent and discriminant validity tests were also
conducted. The analysis continued with structural model testing to identify causal relationships between variables.

SmartPLS 4 statistical software was used to process the data and produce relevant outputs, such as parameter
estimation, model fit, and hypothesis testing (Moreno-Manzo et al., 2024).
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RESULTS AND DISCUSSION

Respondent Profile

Based on the survey results of 455 respondents as shown in Figure 2, the gender composition shows that the majority of
respondents are women, namely 285 people (63%), while men numbered 170 people (37%). In terms of occupation, most
respondents are students, 358 people (79%), and the rest are employees, 97 people (21%). Regarding social media use,
TikTok is the most frequently used platform among respondents, at 45% (205 people), followed by Instagram at 43% (200
people). Meanwhile, Facebook is used by 40 people (9%), and Twitter is in last place with the fewest number of users,
namely 10 people (2%). This data shows that the majority of respondents are women of productive age in the student and
college categories and actively use visual and short-video-based social media, such as TikTok and Instagram, as sources of
information and entertainment.

400 358
350
300 285
250
205 200
200 170
150
97
100
40
50 I - 10
0 I
Women Men Student Empolyee Tikot Instagram Facebook Twitter

Figure 2. Respondent Profile

There are two stages in testing this research model: the outer model and the inner model, or structural model. The outer
model is used to test the validity and reliability of indicators used to measure latent variables, namely convergent validity
and discriminant validity. Meanwhile, the inner model, or structural model, focuses on the relationships between variables,
testing the strength and significance of these relationships using R?, path coefficients, and path significance.

Outer Model

The initial step in the research was to conduct reliability and validity tests to ensure that the indicators consistently
and accurately reflect their respective latent constructs (Hair et al., 2022). The following are the results of the
measurement model in this study. Table 2 shows that all constructs in this study meet the criteria for good reliability and
convergent validity. The outer loading values for all indicators in this study are above 0.70, indicating that these
indicators are valid in representing the latent constructs (Hair et al., 2023). Additionally, the Cronbach's Alpha and
Composite Reliability (CR) values for each construct exceed the threshold of 0.70, indicating good internal consistency,
meaning the indicators used can be trusted to measure the construct. Furthermore, the Average Variance Extracted
(AVE) value for all constructs is greater than 0.50, meeting the requirements for convergent validity, indicating that
more than 50 percent of the variance in the indicators is explained by the latent construct.

Table 2. Measurement model evaluation

Latent Variables Indicators Loadings Cronbach's Alpha CR AVE
Content Cco1 0.865 0.761 0.731 0.647
Originality co2 0.796
CO3 0.826
Content Cu1l 0.806 0.815 0.891 0.560
Uniqueness cu2 0.851
CuU3 0.838
CQL1 0.849 0.792 0.788 0.535
Content Quality CQL2 0.906
CQL3 0.808
- CQT1 0.703 0.778 0.871 0.654
Content Quantity cQT2 0.902
Destination PD1 0.785 0.748 0.758 0.731
Popularity PD?2 0.826
PD3 0.879
F1 0.774 0.799 0.766 0.692
F2 0.709
FOMO F3 0.723
F4 0.852
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This confirms that the relationship between indicators and constructs in this study is valid and reliable. The
measurement model assessment in this study uses the heterotrait-monotrait ratio (HTMT) to evaluate discriminant
validity. HTMT is used to measure the correlation between two constructs that are measured reflectively, namely
constructs that cannot be measured directly but are represented by certain indicators. If the HTMT value exceeds 0.90, it
indicates low discriminant validity, meaning the constructs are not clearly distinct from each other, and the indicators
used do not exclusively represent the construct (Hair et al., 2023).

Table 3 in this study shows the HTMT value for each construct, and overall, the HTMT value obtained is below the
threshold of 0.90, which confirms that the discriminant validity in this study has been achieved satisfactorily. Namely,
the constructs measured have clear differences, and the indicators used exclusively represent the construct.

Table 3. Heterotrait-monotrait (HTMT)

. Content Content Content Content Destination

Latent variables Originality Quality Quantity Uniqueness FOMO Popularity
Content Originality

Content Quality 0.701

Content Quantity 0.678 0.650
Content Uniqueness 0.700 0.695 0.508

Destination Popularity 0.402 0.649 0.580 0.660
FOMO 0.372 0.163 0.464 0.188 0.412

Structural Model

Evaluation of the structural model yielded positive findings. First, the Variance Inflation Factor (VIF) values ranged
from 1.016 to 2.263, indicating no significant multicollinearity, as they were all below the threshold of 5 (Hair et al.,
2019). Second, the Q2 results between 0.081 and 0.309 indicate predictive relevance, with values above zero, confirming
the model's ability to predict endogenous constructs (Hair & Alamer, 2022). Third, the analysis results obtained an R-
square value of 0.575 for the FOMO variable and 0.511 for the destination popularity variable.

This can be interpreted as meaning that the content influencer variable, consisting of content originality, content
uniqueness, content quality, and content quantity, can influence the FOMO variable by 57.5%, while the remaining
42.5% is influenced by other variables outside the research model. In addition, the content influencer variables in the
form of content originality, content uniqueness, content quality, and content quantity also have an influence on
destination popularity by 51.1%, while the remaining 48.9% is influenced by other variables outside the research model.
The overall model structure in this study can be seen in Figure 3 below:

Cco1

Cco2

Cco3
Content Originai{ty

cu1

*0.000
<
CU2  «0.000—
=
40000 \
Content Uniqueness
0.

cu3

caL1
CQL2 «4-0.000—

SOt Content Quality

car
40,000

0.000—
canz *

Content Quantity

Figure 3. Result Model

Significance Test

The significance test in SEM PLS is conducted to determine whether the relationship between latent variables in the
model can be considered statistically significant. This process uses bootstrapping, where data is resampled to calculate the
path coefficient and its standard error. The results are reported as a t-statistic or p-value. A relationship is considered
significant if the p-value is smaller than the predetermined significance level. A significant path coefficient indicates that
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the relationship between the latent independent and dependent variables has strong statistical support; thus, the proposed
hypothesis can be accepted. The following are the bootstrapping results of this research model:

Table 4. Results of Bootstrapping Test of Research Model

Effect Original Sample means | Standard deviation | T statistics P values
sample (O) ™M) (STDEV) (JO/STDEV))

Content Originality -> FOMO -0.033 -0.025 0.079 0.414 0.679
Content Originality -> Destination Popularity 0.088 0.087 0.090 0.972 0.331
Content Uniqueness -~ FOMO 0.396 0.389 0.111 3.581 0.000
Content Uniqueness -> Destination Popularity 0.134 0.139 0.097 1.387 0.166
Content Quality -> FOMO -0.088 -0.094 0.099 0.893 0.372
Content Quality -> Destination Popularity 0.501 0.497 0.090 5.563 0.000
Content Quantity -> FOMO 0.324 0.359 0.103 3.221 0.000
Content Quantity -> Destination Popularity 0.331 0.394 0.098 3.132 0.000
Destination Popularity -~ FOMO 0.492 0.497 0.083 5.921 0.000

Hypothesis testing used the bootstrapping method with a 95% confidence level and a t-value greater than 1.96 (Hair et
al., 2022). The results, as shown in Table 4, indicate that the relationship between Content Originality and FOMO has a t-
statistic of 0.414 and a p-value of 0.679, thus rejecting the hypothesis. The relationship between Content Originality and
Destination Popularity also has a t-statistic value of 0.972 and a p-value of 0.33, so the hypothesis is rejected. Then the
relationship between Content Uniqueness and Destination Popularity has a t-statistic value of 1.387 and a p-value of 0.166,
which also experienced a rejection of the hypothesis. Similarly, the relationship between Content Quality and FOMO has a
t-statistic value of 0.893 and a p-value of 0.372, so the hypothesis is rejected.

Furthermore, the relationship between Content Uniqueness and FOMO, with a statistical t-value of 3.581 and a very
low p-value (0.000) indicates that this relationship is significant, so the hypothesis is accepted. The relationship between
Content Quality and Destination Popularity shows a statistical t-value of 5.563 and a p-value of 0.000, which is very
significant, so the hypothesis is accepted. Then, the relationship between Content Quantity and FOMO also has a statistical
t-value of 3.221 and a significant p-value (0.000), which means the hypothesis is accepted. The relationship between
Content Quantity and Destination Popularity also shows a statistical t-value of 3.132 and a very significant p-value (0.000),
so this hypothesis is accepted. The last relationship, namely between Destination Popularity and FOMO, also has a
statistical t-value of 5.921 and a p-value of 0.000, which is very significant, so the hypothesis is accepted.

This study also examines the indirect relationship between content influencer variables (content originality, content
unigueness, content quality, and content quantity) and FOMO through destination popularity, with the following results:

Table 5. Results of Indirect Effects

Effect Original Sample mean | Standard deviation | T statistics P values
sample (O) (M) (STDEV) (JO/STDEV))
Content Originality —;ODl\jgmatlon Popularity -> 0.043 0.041 0.044 0.976 0.329
Content Uniqueness -> Destination Popularity -
> FOMO 0.066 0.072 0.055 1.213 0.225
Content Quality ->F%e§/lt|(r)1at|on Popularity -> 0.247 0.247 0.063 3.932 0.000
Content Quantity ->F8<Ie\jlt(|)nat|on Popularity -> 0.253 0.268 0.072 2940 0.000

The indirect effect analysis used the bootstrapping method with a 95% confidence level and a t-value greater than 1.96
(Hair et al., 2022). Table 5 is the result of the study, which shows that Content Originality does not have a significant
influence on FOMO, either directly (t-statistic = 0.414, p-value = 0.679, see Table 4) or indirectly through Destination
Popularity (t-statistic = 0.976, p-value = 0.329, see Table 5). Meanwhile, the relationship between Content Uniqueness and
FOMO was found to be significant directly (t-statistic = 3.581, p-value = 0.000, see Table 4), but not significant indirectly
through Destination Popularity (t-statistic = 1.213, p-value = 0.225, see Table 5). Then, the relationship between Content
Quality and FOMO has an insignificant direct relationship (t-statistic = 0.893 and p-value = 0.372, see Table 4) but is
significant indirectly through Destination Popularity (t-statistic = 3.932 and p-value = 0.000, see Table 5). Meanwhile, the
relationship between Content Quantity and FOMO has proven to be significant both directly (t-statistic = 3.221 and p-value
=0.000, see Table 4) and indirectly through Destination Popularity (t-statistic = 2.940 and p-value = 0.000, see Table 5).

This research makes an important contribution to the understanding of tourist behavior, particularly regarding the
influence of influencer content on feelings of FOMO and destination popularity. The results of this study indicate that
not all elements of influencer-created content have a significant influence on these two factors.

Specifically, the uniqueness of influencer-created content proved to be a key factor in eliciting feelings of FOMO in
Generation Z tourists, even if the destination was not previously popular. This phenomenon demonstrates Generation Z's
tendency to seek authentic, exclusive, and distinctive experiences, suggesting that unique content can trigger FOMO
without necessarily relying on destination popularity. This is supported by previous research that found that unique
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digital content can significantly influence FOMO, as individuals seek to avoid feelings of isolation from the experiences
depicted in the content (Maar et al., 2023). Furthermore, content quality was shown to have a significant influence on
destination popularity, indicating that content presented in a professional, informative, and visually appealing manner
can increase destination popularity. However, this study found that content quality does not directly influence FOMO,
but rather through the mediation of destination popularity. In other words, while high-quality content can increase
destination attractiveness, its effect on FOMO is only apparent if the destination becomes more popular.

These findings suggest that perceived destination popularity significantly influences FOMO among Generation Z
travelers. This result is consistent with previous studies by Kim & Kim (2024) and Oan-Oon & Choibamroong (2025),
which demonstrate that destination popularity plays an important role in shaping travel decisions.

This study also shows that content quantity has a significant influence on FOMO and destination popularity. The
more content available, the higher the FOMO felt by Generation Z travelers. Abundant content creates a psychological
urge to stay on top of certain information or moments. Furthermore, greater content availability can also increase
destination popularity, indicating that the presence of consistent and abundant content can increase destination visibility,
create a greater desire to visit, and make it more well-known, as found by Bermuldez et al. (2023) and Viet Tran &
Thanh Khoa (2025). This finding is consistent with the characteristics of Generation Z, who are responsive to high
volumes of information on social media and often make impulse-based decisions due to repeated exposure. On the other
hand, the results of this study found that content originality had no significant influence on FOMO or destination
popularity. This suggests that Generation Z travelers are more responsive to content with a familiar visual or narrative
style. Content that is similar to content that has already gone viral or follows trending visual aesthetics tends to be more
accepted and trusted by audiences, even if the content is not entirely original. This finding supports the results of the
study by Ulucan (2024), which shows that content that aligns with visual trends is more likely to go viral and increase
destination popularity. Therefore, while authentic content can increase influencer credibility, its impact on FOMO and
destination popularity is not as strong as content that follows existing visual trends.

This study also contributes to a deeper theoretical understanding of FOMO and destination popularity. Previous
research conducted by Rajput & Gandhi (2025) showed that the popularity of trending destinations can create FOMO,
which plays a significant role in determining travel decisions, especially among Generation Z, who are heavily
influenced by social media. This finding is reinforced by the results of this study, which show that the higher the
popularity of a destination, the stronger its influence on FOMO among Generation Z tourists.

This phenomenon indicates that destinations experiencing high popularity through social media will attract more
tourists to visit. This illustrates the curious characteristics of Generation Z, where destinations that are widely informed
on social media provide a strong incentive to visit those destinations.

If they cannot experience the experiences offered by the destination, they will feel disappointed. Therefore, tourism
destination managers must design more effective marketing strategies by utilizing the uniqueness, quality, and quantity
of content to increase destination popularity and create FOMO among the audience.

This study also uses the Stimulus Organism and Response (SOR) theory, where the results of the study show that the
Stimulus (S), which refers to influencer content published through social media, includes visual quality, originality,
quantity, and uniqueness of the content displayed (Ong et al., 2022; Rodrigues et al., 2024), does not always give rise to
a sense of curiosity and a desire to connect with trending tourist destinations that are viral or popular on social media
(Kog et al., 2023), and creates a psychological response (R) that appears in the form of feeling afraid of being left
behind or not following existing developments, related to popular tourist destinations (De Souza et al., 2025).

The results of this study indicate that the stimulus in the form of original content created by influencers on social
media is unable to provide a boost of curiosity about destinations that are currently viral or popular, so it cannot create a
fear of missing out (FOMO) if you do not visit the popular destination. Therefore, destination managers can utilize
marketing through influencer content shared through social media by focusing on paying attention to the uniqueness,
quality, and quantity of content rather than considering the originality of the content in increasing the popularity of
tourist destinations, which ultimately can create FOMO among Generation Z tourists.

CONCLUSION

This study provides in-depth insights into the influence of influencer content on FOMO feelings and destination popularity,
particularly among Generation Z travelers. Based on the Stimulus-Organism-Response (SOR) theory, the findings of this
study indicate that influencer content published through social media, which includes elements such as uniqueness, quality,
and quantity, acts as a stimulus that influences the organism (Generation Z tourist) to respond with FOMO feelings and
increased interest in the destination. The uniqueness of the content is the main factor that triggers FOMO, even if the
destination is not yet popular, while the quality of the content significantly influences FOMO by mediating the increase in
destination popularity. In addition, a greater amount of content creates a greater psychological urge to stay up to date on
certain information or moments about trending or viral destinations, which in turn strengthens FOMO feelings among
Generation Z travelers. In contrast, the originality of the content does not significantly influence FOMO or destination
popularity, indicating that Generation Z is more responsive to content that follows popular visual trends.

The results of this study support the understanding that stimuli in the form of quality, quantity, and uniqueness of
influencer content can encourage Gen Z tourists to have curiosity about destinations that are currently viral or trending, thus
creating a psychological response in the form of FOMO, which ultimately encourages tourists to visit these popular tourist
destinations. Therefore, tourist destination managers can utilize SOR theory to design more effective marketing strategies by
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focusing on stimulus elements that can trigger FOMO and increase the popularity of destinations among Generation Z
audiences. Overall, this study emphasizes the importance of tourism destination managers and influencers working together
to create high-quality, engaging, and consistent content. An effective marketing strategy should involve the use of engaging
visual content, increased posting frequency, and content selection that aligns with emerging trends.

Therefore, destination managers should consider the popularity of a destination as a crucial element in building FOMO,
which can increase tourists' interest in visiting. Furthermore, it is important to understand that the FOMO effect created
must be carefully managed, given the potential negative impacts of overtourism or environmental damage.

Therefore, destination managers need to plan marketing strategies that not only aim to increase short-term popularity
but also ensure the sustainability of the destination and provide a quality tourism experience for tourists.

Research Limitations

This study has some limitations that should be considered. Firstly, it used a cross-sectional approach, which limits the
understanding of how tourist motivations and experiences develop over time. Future research could use a longitudinal
approach to explore changes in tourist behavior over time, particularly in relation to the impact of FOMO and destination
popularity. Secondly, this study relied solely on a questionnaire for data collection, which could lead to perceptual bias.
Future studies could incorporate mixed methods to reduce this bias and offer more detailed insights into tourist experiences.
Thirdly, this study did not distinguish between the influence of different social media platforms, despite the fact that each
platform has its own unique characteristics in terms of content and user interaction. Future research should examine the
differences in how various social media platforms influence the promotion of tourist destinations.
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