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Abstract

This study aimed to analyze the how the fear of missing out as mediator
impact the relation between the limited time scarcity and purchase intention, the
questionnaire was conduct among respondents based in the Egypt, the
population of the study were the student of the canal university student, the data
was collected through Google Form based questionnaire, structure equation
modeling with CM- AMOS Version 26 was used to validate the research model,
the result of empirical questionnaire (n= 214), show that, there is a positive,
statistically significant effect of perceived of limited time scarcity on the
consumer's of fear of missing out, and there is positive effect of perceived of
limited time scarcity on the consumer's purchase intention, furthermore,
there is Positive effect of perceived of scarcity on purchasing intention through
fear of missing out, and the results of the study indicated that scarcity is an
effective means of persuasion to attract consumer fear of missing out, and that
fear of missing out and scarcity are stimulate consumer intention to buy,
implication and further research suggestion are presented.
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