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ABSTRACT

This study aims to examine the characteristics and patterns of digital
marketing communications employing the Fear of Missing Out (FOMO) concept,
to compare similarities and differences in FOMO-driven strategies. The study focuses
on a comparative analysis within Thailand's low-cost carrier (LCC) industry, specifically
Thai AirAsia, VietJet Thailand, and Thai Lion Air, through their official public Facebook
pages. A content analysis methodology was employed, initially examining a total
of 703 content units using two independent coders, with inter-rater reliability verified
through Cohen's Kappa Coefficient (K = 0.7417). After excluding content without FOMO
appeals, 538 units were utilized as the baseline for the final analysis. FOMO strategies
were classified into five categories: Direct FOMO, Quantity Limitation, Time Limitation,
Unique Experience, and Peer Testimonial. The findings reveal that Time Limitation
was the most prevalent strategy overall (29.73%), followed by Quantity Limitation
(24.97%), Direct FOMO (20.67%), Unique Experience (16.03%), and Peer Testimonial
(8.60%). Co-occurrence analysis further indicated that Direct FOMO was most frequently

paired with Time Limitation. Moreover, each airline demonstrated a distinctly
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different strategic positioning: Thai AirAsia adopted an Experience-driven approach,
VietJet Thailand pursued an Urgency-driven approach, and Thai Lion Air favored
a Scarcity-driven approach—reflecting each brand's unique market positioning

and competitive orientation.
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