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A B S T R A C T

This study investigates the impact of brand–person congruence (BPC) and the fear of missing out (FoMO) on 
consumer happiness, considering the mediating role of emotional marketing (EM) and gender-based structur-
al differences. Drawing on self-congruence theory and the Differential Emotion Processing Theory, a relational 
model integrating identity, social and affective variables is proposed. A quantitative, cross-sectional design was 
employed to analyse data collected from 360 young consumers via an online, structured questionnaire. The model 
was estimated using covariance-based structural equation modelling (CB-SEM) and multigroup analysis (MGA-
SEM). Results indicate that both BPC and FoMO significantly affect EM, which acts as a key mediator linking 
identity and social factors to consumer happiness. Gender differences were observed: among men, BPC directly 
influences happiness, whereas among women, FoMO exerts a direct impact. EM emerges as an emotional transla-
tor that transforms symbolic congruence and social tensions into subjective happiness. The findings contribute to 
the theoretical understanding of consumer happiness as a relational outcome shaped by identity-related and social 
dynamics and influenced by emotional mechanisms. From a managerial standpoint, the study offers practical 
insights for developing ethical, emotionally responsible, and happiness-oriented marketing strategies in digital 
consumption contexts.
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R E S U M E N

El propósito de este estudio es analizar cómo la congruencia marca-persona (CMP) y el miedo a perderse expe-
riencias valiosas (FoMO) influyen en la felicidad del consumidor, considerando el papel mediador del marketing 
emocional (ME) y las diferencias estructurales por género. Con base en la teoría de la auto-congruencia y la teoría 
del procesamiento diferencial de emociones, se propone un modelo relacional que integra variables identitarias, 
sociales y afectivas. La investigación se desarrolló con enfoque cuantitativo y diseño transversal, aplicando un cues-
tionario estructurado a una muestra de 360 jóvenes consumidores. El modelo fue estimado mediante ecuaciones 
estructurales basadas en covarianzas (CB-SEM) y análisis multigrupo (MGA-SEM). Los resultados evidencian que 
la CMP y el FoMO influyen significativamente en el ME, y que este último actúa como mediador clave entre los 
factores identitarios y sociales y la felicidad del consumidor. Se observan diferencias de género: en los hombres, la 
CMP impacta directamente en la felicidad, mientras que en las mujeres el FoMO ejerce una influencia directa sobre 
ella. El ME emerge como un traductor emocional que convierte la congruencia simbólica y las tensiones sociales 
en felicidad subjetiva. Los hallazgos contribuyen a la comprensión teórica de la felicidad del consumidor como un 
resultado contextual de consumo, configurado por factores relacionales e influido por mecanismos emocionales. 
En el ámbito gerencial, ofrece pautas para desarrollar un marketing emocional ético y orientado a la felicidad en 
entornos digitales.

Palabras clave:  Felicidad del consumidor; Marketing emocional; Congruencia marca-persona; FoMO, Diferencias de 
género.
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1.  INTRODUCTION

Amid contemporary social, technological, and economic dis-
ruptions, understanding the triggers of consumer happiness has 
become a priority for marketing research, driven by the behav-
ioural sciences’ shift towards mores human, experiential, and re-
lational approaches (Agarwal & Khandelwal, 2024; Lima & Belk, 
2022). In the digital era, consumption transcends its functional 
dimension to be conceived as a symbolic and emotional experi-
ence that contributes to the construction of identity, belonging, 
and life meaning (Liu & Zhao, 2024). Consequently, consumer 
happiness has emerged as a strategic concept, integrating hedon-
ic, affective, and identity-related dimensions of behaviour, shift-
ing the focus from transactional satisfaction towards a more ho-
listic understanding of subjective wellbeing (Salazar-Altamirano 
et al., 2025a; Gutiérrez-Rodríguez et al., 2023).

Following this line of reasoning, data from the World Hap-
piness Report (WHR, 2024) indicate that more than 70% of 
consumers associate their personal happiness with positive emo-
tional experiences with brands, and 64% prioritise those that 
generate meaning or personal connection over those that merely 
satisfy functional needs. This phenomenon is particularly salient 
among younger consumers, who are deeply embedded in digi-
tal environments and exhibit higher levels of engagement with 
social media and emotionally driven consumption experiences, 
making them especially sensitive to identity construction, so-
cial comparison, and affective stimuli in consumption processes 
(Fumagalli et al., 2021). This context highlights the importance 
of understanding how emotions, symbolic values, and personal 
identity intersect in shaping contemporary consumer happiness 
(Saikia & Bhattacharjee, 2024).

Under this premise, the literature has shown that consump-
tion experiences consistent with an individual’s identity have a 
positive and lasting effect on happiness, as they facilitate pro-
cesses of self-expression and authenticity (Issock et al., 2023). In 
this regard, brand–person congruence (BPC), understood as the 
perceived alignment between the consumer’s self-concept and 
the brand’s symbolic personality, is associated with higher lev-
els of emotional attachment, satisfaction, and loyalty (Escalas & 
Bettman, 2003). This effect occurs because BPC reinforces the 
coherence between the “real self ” and the “ideal self ”, acting as 
an identity validation mechanism that promotes psychological 
wellbeing derived from consumption (Spiga, 2025). In this di-
rection, Sato et  al. (2023) emphasise that brand identification 
predicts up to 37% of subjective happiness in experiential con-
sumption contexts.

Nevertheless, this potential of consumption as a source of 
happiness coexists with tensions derived from digital hypercon-
nectivity. Within this ecosystem, the fear of missing out (FoMO) 
represents a psychosocial phenomenon that undermines con-
sumer happiness (Tandon et al., 2021). Conceived as the anxiety 
caused by the possibility of social exclusion or disconnection, 
FoMO has been linked to impulsivity, social comparison, and a 
reduction in the genuine enjoyment of consumption experiences 
(Littman-Ovadia & Russo-Netzer, 2024). The empirical corpus 
supporting this field shows that 58% of global social media us-
ers experience moderate or high levels of FoMO, and that this 
phenomenon accounts for approximately 31% of the variance in 

indicators of anxiety and digital fatigue (Hayran & Anik, 2021), 
confirming its relevance as a complex psychosocial variable.

In this scenario, emotional marketing (EM) emerges as a strate-
gic resource capable of counteracting the affective tensions gener-
ated by FoMO and strengthening the consumer–brand emotional 
bond (Bin, 2023). This approach, centred on the orchestration of 
sensory, symbolic, and narrative experiences, seeks to mobilise 
positive emotions (such as empathy, inspiration, or pride) to create 
experiential value and authentic relationships (Zhang et al., 2022). 
Consistent with this perspective, Thamilselvan and Rakeshyanand 
(2024) demonstrate that EM enhances affective brand connection, 
increases consumer happiness, and reinforces loyalty, consolidat-
ing its role as a key mechanism for promoting happiness in highly 
digitalised markets.

Together, these perspectives suggest that identity alignment 
and social pressure represent two complementary forces shap-
ing contemporary consumption experiences. In digitally hyper-
connected environments, where individuals constantly observe, 
compare and share consumption experiences, BPC reflects the 
identity-based dimension of consumption while FoMO captures 
the social pressures intensified by continuous social exposure. In 
this context, EM acts as the affective mechanism through which 
these forces can be translated into emotionally meaningful expe-
riences that ultimately influence consumer happiness.

Furthermore, gender differences introduce an additional 
layer of complexity in understanding these dynamics. Empirical 
evidence suggests that men and women process emotional stim-
uli and social pressures associated with consumption differently: 
women tend to exhibit greater empathic responsiveness, while 
men are more oriented towards symbolic coherence and iden-
tity projection (Luo et al., 2025). These divergences underscore 
the importance of a multigroup analysis that examines structur-
al heterogeneity in the emotional pathways leading to consumer 
happiness (Satinover Nichols & Wehr Holt, 2023). By incorpo-
rating a comparative structural analysis, this study seeks to iden-
tify whether the relationships among brand-person congruence, 
FoMO, EM, and consumer happiness differ between men and 
women, thereby providing a more nuanced understanding of 
how emotional and psychosocial mechanisms operate across 
gender groups.

Despite prior advances, the literature still presents relevant 
gaps. Although the positive effect of BPC and the negative im-
pact of FoMO on happiness have been demonstrated, few stud-
ies have integrated both phenomena simultaneously within a 
single explanatory model, considering their opposing influ-
ences on consumer happiness (Zogaj et  al., 2024). Moreover, 
the mediating role of EM remains incipient, and it has not yet 
been clarified how affective experiences can enhance the posi-
tive identity-based effects of congruence or mitigate the negative 
socioemotional impacts of FoMO (Michel et al., 2022). Finally, 
research on gender heterogeneity remains limited, despite evi-
dence of differences in consumption symbolism and emotional 
response (Tandon et al., 2021).

Therefore, the objective of this study is to analyse how FoMO 
and BPC influence consumer happiness, considering the medi-
ating effect of EM and structural gender differences. In doing 
so, the study explores whether identity alignment and socially 
driven pressures shape consumer happiness primarily through 
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emotional mechanisms rather than through direct effects. It also 
examines whether these emotional pathways differ across gender 
groups within digitally mediated consumption environments. 
This focus is particularly relevant given that young consumers’ 
digital engagement intensifies identity construction, social com-
parison, and emotionally driven consumption dynamics.

This study aims to contribute to the marketing literature 
from three complementary perspectives: (1) theoretical, by inte-
grating psychosocial and affective variables traditionally studied 
separately; (2) empirical, through a multigroup model based on 
structural equation modelling; and (3) managerial, by offering 
guidelines for ethical, inclusive, and happiness-oriented EM. 
Thus, the study aims to contribute to both the theoretical un-
derstanding of consumer happiness and the development of an 
empirical framework valuable for brand management in an emo-
tional and digital economy.

Finally, the remaining sections of this manuscript are organ-
ised as follows: Section 2 presents the literature review and con-
ceptual model; Section 3 describes the methodology and analyt-
ical techniques; Section 4 reports the empirical results, including 
the multigroup analysis; Section  5 discusses the findings and 
their theoretical and practical implications; Section  6 outlines 
the study’s limitations and future research lines; and finally, Sec-
tion 7 presents the main conclusions.

2.  LITERATURE REVIEW

This section develops the theoretical framework underpin-
ning the proposed model, integrating the conceptual and em-
pirical foundations of the variables included in the study. First, it 
addresses consumer happiness as the central construct, represent-
ing the manifestation of subjective wellbeing derived from con-
sumption experiences (Cuesta-Valiño et al., 2023). Subsequently, 
the antecedents and effects of BPC, FoMO, and EM are examined, 
establishing their theoretical and empirical interrelations. Finally, 
the study’s theoretical contribution is reviewed, and its relevance 
and originality within the marketing and consumer behaviour lit-
erature are outlined, justifying its significance.

In this context, the proposed conceptual framework integrates 
identity-related, social, and emotional mechanisms to explain the 
formation of consumer happiness in digital consumption environ-
ments. On the one hand, BPC reflects the alignment between the 
consumer’s self-concept and the symbolic identity of the brand, 
which fosters feelings of authenticity, identification, and psycho-
logical coherence. On the other hand, FoMO represents a socially 
driven psychological tension that emerges from the perception of 
being excluded from rewarding experiences shared by others in 
digital environments, aligning with its conceptualisation as a per-
vasive apprehension that others might be having rewarding expe-
riences from which one is absent (Przybylski et al., 2013).

Although these constructs originate from different psy-
chological processes, one associated with identity affirmation 
and the other with social comparison, both generate emotion-
al responses that shape how consumers experience brands and 
consumption activities. From this perspective, EM can be un-
derstood as a central affective mechanism through which these 
identity-based and socially driven dynamics shape consumer 

happiness in contemporary digital markets, as it seeks to gener-
ate emotional resonance and strengthen the psychological con-
nection between consumers and brands (Bin, 2023).

2.1.  Consumer happiness

The study of consumer happiness originates from the con-
vergence of positive psychology and relational marketing, which, 
since the late twentieth century, has begun to shift the analytical 
focus from transactional satisfaction to the subjective wellbeing 
associated with consumption (Cuesta-Valiño et al., 2025; Sirgy 
et al., 2007). In general terms, consumer happiness is conceived 
as the extent to which consumption experiences contribute to 
both hedonic (pleasure, enjoyment) and eudaimonic (meaning, 
self-realisation) wellbeing (Cuesta-Valiño et  al., 2024a). This 
perspective recognises that consumption is not limited to the ac-
quisition of goods or services but constitutes a symbolic practice 
that shapes personal identity and the perception of life purpose 
(Parvatiyar & Sheth, 2023).

Historically, consumer happiness has emerged as a response 
to the need to understand how emotional experiences de-
rived from consumption can enhance psychological wellbeing 
(Salazar-Altamirano et al., 2025b; Sato et al., 2023). Early contri-
butions by Richins (2013) and Nicolao et al. (2009) demonstrat-
ed that experiential purchases, rather than material ones, have a 
more lasting impact on happiness, as they strengthen social con-
nection and the sense of belonging. More recently, the literature 
has expanded this line of inquiry, emphasising that consumer 
happiness is determined by emotional variables (pleasure, pride, 
gratitude), identity-related dimensions (authenticity, self-con-
gruence), and relational factors (brand and community attach-
ment) (Bhardwaj & Kalro, 2023). Recent research suggests that 
consumer happiness has reached a strategic centrality in brand 
management literature, as it represents an integrated indicator of 
emotional value and wellbeing (Ravina-Ripoll et al., 2021).

From a marketing standpoint, consumer happiness repre-
sents the point of convergence between symbolic and emotional 
value (Dodds et al., 2021). In this regard, Kalogeras and Mejri 
(2025) argue that positive experiences derived from brands di-
rectly influence personal wellbeing while strengthening loyalty, 
word of mouth, and brand advocacy, thereby creating a virtu-
ous cycle between wellbeing and responsible consumption be-
haviour. Consequently, the study of consumer happiness seeks 
to transcend superficial approaches by addressing the inherent 
complexity of the affective and symbolic mechanisms linking in-
dividuals to brands. It thus constitutes the structural foundation 
that organises the interaction among the remaining variables 
within the model.

In this sense, consumer happiness cannot be understood sole-
ly as an individual psychological outcome but rather as the result 
of multiple symbolic, social, and emotional mechanisms operat-
ing within contemporary consumption environments. Identity 
alignment between consumers and brands, the social pressures 
derived from digitally mediated interactions, and the emotional 
experiences orchestrated by marketing strategies all shape how 
individuals derive wellbeing from consumption. Therefore, un-
derstanding consumer happiness requires examining how iden-
tity-based factors such as brand-person congruence, socially 
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driven dynamics such as FoMO, and affective mechanisms such 
as EM interact to shape the emotional outcomes associated with 
consumption.

In recent years, the concept of happiness management has 
gained increasing attention as a complementary perspective 
for understanding how wellbeing can be strategically fostered 
through organizational and relational practices (Ravina-Ripoll 
et  al., 2021). In line with the evolution of the consumer hap-
piness construct, recent studies suggest that both approaches 
share a common foundation centred on the role of emotions, 
value alignment, and human experiences in shaping wellbeing 
(Cuesta-Valiño et  al., 2023). From this perspective, consumer 
happiness can be understood as the manifestation of happiness 
management principles within consumption contexts, where 
brands act as agents capable of designing emotionally mean-
ingful and ethically grounded experiences. Thus, integrating 
these perspectives provides a broader conceptual framework for 
analysing how identity-based, social, and affective mechanisms 
interact to influence subjective wellbeing in contemporary con-
sumption environments.

2.2.  Brand–Person Congruence (BPC)

The study of BPC has its origins in Sirgy’s (1982) self-congru-
ence theory, which proposes that consumers prefer brands whose 
perceived image aligns with their self-concept (Gutiérrez-Rodríguez 
et al., 2017). Since then, this approach has evolved towards a mul-
tidimensional understanding that incorporates aspects such as 
personality, values, social roles, and personal aspirations, consoli-
dating BPC as the core of symbolic consumption behaviour (Fens 
et al., 2022). Recent research continues to highlight the relevance 
of self-congruence processes in shaping consumers’ emotional and 
relational responses toward brands. For instance, Shimul and Phau 
(2023) show that brand self-congruence strengthens emotional at-
tachment and brand advocacy, while Kumagai (2024) demonstrates 
that congruence between the consumer’s self-concept and brand at-
tributes significantly influences brand affect and evaluation mech-
anisms. These findings suggest that identity congruence not only 
shapes symbolic brand evaluations but also activates emotional pro-
cesses that are central to consumers’ interactions with brands.

The relationship between BPC and EM is based on the prem-
ise that the symbolic correspondence between the consumer’s self 
and the brand’s identity enhances affective activation during the 
consumption experience. When consumers perceive coherence 
between their personal values and those of the brand, positive 
emotions such as pride, inspiration, and empathy arise, thereby 
strengthening EM strategies (Aliarte et al., 2024). In this regard, 
Rizkautami and Tuti (2025) empirically demonstrated that BPC 
significantly influences the effectiveness of emotional branding, 
as a manifestation of EM, by generating greater affective reso-
nance and increasing consumers’ predisposition towards adver-
tising campaigns.

However, other studies question the universality of this rela-
tionship. Michel et al. (2022), for example, found that excessive 
congruence may reduce perceived emotional novelty and limit 
self-expansion, since consumers may perceive it as redundant 
or lacking symbolic stimulation. According to these authors, a 
certain degree of ideal incongruence, understood as a moderate 

aspirational gap between the brand and the authentic self, can 
evoke emotions of challenge and personal growth, enriching the 
impact of EM.

The evidence presented above suggests that BPC represents 
a relevant antecedent of EM, as the symbolic alignment be-
tween consumers and brands facilitates affective activation and 
strengthens emotionally driven brand interactions. Accordingly, 
the following research hypothesis is proposed:

H1: Brand-person congruence positively influences emotional 
marketing.

Beyond its relational role, BPC may also influence subjec-
tive wellbeing and consumer happiness. From a psychological 
perspective, the correspondence between personal identity and 
brand symbolism generates feelings of authenticity, belonging, 
and internal coherence, all of which are central components of 
both hedonic and eudaimonic wellbeing (Sato et al., 2023). In 
their study of experiential consumers, these authors found that 
brand identification mediated the relationship between expe-
riential consumption and happiness, accounting for 42% of 
the variance in subjective wellbeing. Similarly, Rodrigues et al. 
(2023) showed that congruence between the consumer’s image 
and that of the chef or restaurant, as a human brand, enhanc-
es hedonic and novelty-related emotions, which in turn lead to 
greater happiness. These results reinforce the notion that sym-
bolic congruence serves as an emotional catalyst, transforming 
brand interaction into a source of personal happiness (Williams 
et al., 2022).

Nevertheless, not all studies confirm this positive relation-
ship. Attiq et  al. (2022) found that functional and symbolic 
self-incongruence can elicit negative emotions, such as frustra-
tion or rejection, thereby reducing consumer happiness. This 
finding suggests that perceived incongruence, particularly when 
it contradicts deeply held identity values, erodes the affective 
bond with the brand and undermines the individual’s emotional 
balance, leading to rejection or disengagement responses.

As a result, BPC emerges as a determinant of consumer hap-
piness. Its presence can foster positive emotions, authenticity, 
and wellbeing, while its absence may lead to discomfort and a 
detachment from the brand. Accordingly, the following research 
hypothesis is proposed:

H2: Brand–person congruence has a positive influence on con-
sumer happiness.

2.3.  Fear of Missing Out (FoMo)

FoMO has been established as a theoretical basis for un-
derstanding consumer behaviour in both digital and offline 
environments (Alfina et al., 2023). This phenomenon, defined 
as the anxiety that arises from perceiving that others are enjoy-
ing rewarding experiences in one’s absence, reflects a persistent 
need for connection and social validation (Reisenwitz & Fowler, 
2023). Recent studies also emphasise that FoMO is associated 
with psychological mechanisms related to social comparison and 
the desire to remain continuously connected with others (Gupta 
& Sharma, 2021).

In consumption contexts, FoMO has been shown to influ-
ence consumer decision-making processes and increase the like-
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lihood of engaging in experiences perceived as socially relevant 
or difficult to access. Specifically, FoMO can be triggered by so-
cial interactions or marketing stimuli that highlight the possibil-
ity of missing rewarding experiences, thereby motivating con-
sumers to act in order to avoid regret or social exclusion (Good 
& Hyman, 2020). In the current ecosystem characterised by hy-
perconnectivity and consumption dynamics mediated by digi-
tal platforms, FoMO operates as a psychological force capable 
of influencing both interactions with brands and the emotional 
patterns associated with consumption, thereby reinforcing the 
need to advance its study (Habib & Almamy, 2025; Rangel-Lyne 
& Salazar-Altamirano, 2025).

In this context, the link between FoMO and EM is grounded 
in the strategic use of urgency, exclusivity and perceived scarcity 
as emotional triggers in brand communication. Pane et al. (2024) 
demonstrated that campaigns activating FoMO significantly in-
crease emotional engagement and purchase intention by elicit-
ing feelings of excitement and a sense of belonging within digital 
communities. These findings suggest that FoMO can serve as an 
effective accelerator, intensifying emotional responses towards 
brands and thereby enhancing their visibility and engagement.

However, such emotional activation can also have counter-
productive effects. Hakim and Farid (2025) caution that Fo-
MO-based strategies, such as flash sales or time-limited promo-
tions, can generate anxiety, social pressure and post-purchase 
regret, thereby undermining consumer trust and long-term 
happiness. In this regard, FoMO represents a double-edged con-
struct: while it may enhance the short-term effectiveness of EM, 
it simultaneously threatens the authenticity and emotional sus-
tainability of the consumer–brand relationship. Accordingly, the 
following research hypothesis is proposed:

H3: FoMO has a negative influence on emotional marketing.

Regarding consumer happiness, FoMO tends to produce 
ambivalent effects. From a positive perspective, Lee et al. (2021) 
found that exposure to influencer-related activities on social 
media, mediated by FoMO, can increase perceived happiness 
among some consumers by providing a sense of connection and 
social belonging. The authors note that, in specific contexts, 
FoMO acts as an interaction enhancer, reinforcing positive emo-
tions derived from symbolic consumption.

Nevertheless, the predominant evidence points to adverse 
effects. Bartosiak et al. (2025), in a study involving more than 
800 young adults, confirmed that FoMO is directly associated 
with lower levels of psychological, social and financial wellbe-
ing, serving as a predictor of emotional fatigue and affective 
dissonance. These findings demonstrate that constant exposure 
to narratives of social comparison and perceived exclusion gen-
erates emotional imbalance, which diminishes consumer happi-
ness.

Overall, recent literature suggests that although FoMO can 
momentarily induce positive emotions through social connec-
tion, its sustained effects tend to be unpleasant, eroding satisfac-
tion and the happiness derived from consumption. From this, 
the following research hypothesis is formulated:

H4: FoMO has a negative influence on consumer happiness.

2.4.  Emotional Marketing (EM)

EM has gained widespread acceptance as a practical ap-
proach for fostering deep and meaningful connections between 
consumers and brands (He et al., 2022). EM strategies seek to 
stimulate consumers’ affective states by appealing to their feel-
ings, aspirations and personal experiences, thereby strengthen-
ing the emotional bond between consumers and brands (Kim & 
Sullivan, 2019). Unlike approaches that focus solely on function-
al attributes, EM appeals to emotions, aspirations, and symbolic 
values, fostering enduring affective relationships (Thamilselvan 
& Rakeshyanand, 2024). In a context characterised by informa-
tion overload and digital fatigue, understanding EM becomes 
crucial, as the ability of brands to connect emotionally with users 
has become a competitive differentiator that directly influences 
consumer experience, loyalty and happiness (Bruckberger et al., 
2023). EM operates by eliciting affective responses that shape 
consumers’ perceptions, attitudes and behavioural intentions to-
ward brands (Guo, 2024).

Empirical evidence indicates that EM strategies and con-
sumption experiences with a positive emotional load are associ-
ated with higher levels of subjective happiness. Recent empirical 
studies also show that EM in digital environments significant-
ly influences consumer behaviour by activating psychological 
mechanisms such as trust, attachment and emotional engage-
ment (Bin, 2023). For instance, Sarmad and Ali (2022) demon-
strated that emotional brand experiences, particularly those 
linked to sensory pleasure and positive affect, directly influence 
consumers’ happiness orientation, mediating the relationship 
between brand experience and overall wellbeing. Similarly, 
Khandai et  al. (2024) showed that brands capable of evoking 
emotions such as pride, moral satisfaction or purpose (for ex-
ample, sustainable brands) generate “brand happiness,” which in 
turn drives recommendation and advocacy behaviours.

However, not all effects of EM are uniformly positive. Tresna 
(2025) warns that the overuse of emotional stimuli, typical of 
EM, or appeals to scarcity and urgency, may lead to emotion-
al fatigue or affective dissonance, thereby reducing perceived 
happiness. This author argues that emotional strategies must be 
balanced with authenticity and ethical integrity to prevent affec-
tive manipulation from producing adverse effects on consumer 
happiness.

Therefore, EM can act as an emotional catalyst capable of 
transforming symbolic experiences into subjective happiness, 
provided that the emotions induced are perceived as authentic 
and consistent with the consumer’s personal values. Based on 
the evidence presented, the following research hypothesis is pro-
posed:

H5: Emotional marketing positively influences consumer hap-
piness.

Moreover, EM may directly affect consumer happiness while 
simultaneously mediating the relationship between identity- or 
socially based variables and emotional wellbeing (Cuesta-Valiño 
et al., 2024b).

First, regarding BPC, Rizkautami and Tuti (2025) demon-
strated that emotional branding, as a product of EM, mediates 
the relationship between identity congruence and purchase 
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intention by transforming symbolic correspondence into pos-
itive affective experiences that strengthen the consumer-brand 
connection. Similarly, Kumagai (2024) found that symbolic 
congruence between brand and consumer increases subjective 
happiness through emotional mechanisms of trust and symbolic 
appreciation. These findings support the mediating role of EM 
as the mechanism through which BPC translates into lasting 
happiness and satisfaction.

Second, in relation to FoMO, recent research suggests that 
emotions generated by digital marketing strategies can either 
mitigate or amplify the effects of this phenomenon on happiness. 
Azhari and Roosdhani (2025) found that social media marketing 
activities that appropriately manage emotional engagement and 
the sense of belonging can buffer the negative impact of FoMO 
on consumption decisions and perceived happiness. In contrast, 
Abas et al. (2025) caution that the excessive use of FoMO as an 
emotional activation tool can erode both happiness and brand 
trust, confirming the mediating and bidirectional role of EM in 
such psychological processes.

Consequently, EM emerges as a mediating variable that can 
translate symbolic congruence or social tension into either con-
structive or unpleasant emotions, thereby determining the level 
of consumer happiness. Considering the empirical foundations 
outlined above, the following research hypotheses are proposed:

H6: Emotional marketing mediates the relationship between 
brand–person congruence and consumer happiness.

H7: Emotional marketing mediates the relationship between 
FoMO and consumer happiness.

2.5.  Gender Differences and Theoretical Contribution

Gender differences represent a key, though historically un-
derexplored, area in understanding the emotional and symbolic 
processes that shape consumer behaviour (Truong, 2025). From 
the perspective of the Differential Emotion Processing Theory 
(Fischer & Manstead, 2016), men and women differ in the activa-
tion, expression, and regulation of emotions, resulting in distinct 
responses to brand stimuli, marketing strategies, and consump-
tion experiences. This theory posits that women tend to experi-
ence and express emotions with greater intensity and empathy. 
In contrast, men tend to orient their affective responses towards 
self-definition and symbolic coherence, resulting in differentiated 
cognitive and emotional pathways (Fischer et al., 2018).

Current academic production converges in supporting this 
approach. Empirical evidence from Truong (2025), which uti-
lised a neuro-emotional analysis of consumers on e-commerce 
platforms, demonstrated significant differences between men 
and women in emotional valence, arousal, and dominance di-
mensions, confirming that affective experiences are processed 
differently by gender. Complementarily, Marsasi and Yuanita 
(2023) found that gender disparities affect the intensity of at-
tachment to luxury brands and the relationship between hedonic 
motivations and emotional attachment, suggesting that identity- 
and emotion-based variables (such as BPC or EM) are not struc-
turally equivalent across genders (Cuesta-Valiño et al., 2024c).

Despite these advances, a systematic review of the literature 
conducted by the authors for this study, based on searches in 

Scopus, Web of Science and PubMed (as of October 2025), re-
veals the absence of studies that comprehensively analyse struc-
tural gender differences within a model integrating BPC, FoMO, 
EM and consumer happiness. The literature tends to address 
these phenomena in isolation, without exploring their interac-
tion within a multigroup framework. This empirical gap justifies 
the relevance of the present study and reinforces its pioneering 
character in incorporating a multigender analysis within an af-
fective model of consumer happiness.

From a theoretical standpoint, this study seeks to extend the 
Differential Emotion Processing Theory to the field of EM by 
proposing that differences in emotional intensity, direction and 
regulation between men and women may alter the psychological 
pathways linking identity-related (BPC), social (FoMO) and af-
fective (EM) variables with consumer happiness. In doing so, it 
aims to identify an innovative explanatory framework that inte-
grates perspectives from emotional psychology, self-congruence 
theory and experiential marketing into a relational multigroup 
model. Accordingly, the following research hypothesis is pro-
posed:

H8: There are significant differences between men and women 
in the relationships among brand-person congruence, FoMO, emo-
tional marketing and consumer happiness.

Figure 1 presents the proposed theoretical model, derived 
from the empirical evidence outlined in the conceptual frame-
work, as well as the hypothetical relationships guiding the devel-
opment of this research.

Figure 1 
Proposed model

Source:  Elaborated by the authors.

3.  METHODOLOGY

3.1.  Sample and Data Collection Procedure

The study employed a quantitative approach with a non-ex-
perimental, cross-sectional design, aiming to analyse the struc-
tural relationships among the proposed constructs using struc-
tural equation modelling (SEM). Data were collected through a 
structured digital questionnaire distributed to a non-probabilis-
tic convenience sample of young consumers in Mexico, a context 
characterised by high levels of digital engagement and intensive 
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social media use. Participation was voluntary, and anonymity 
and confidentiality were always ensured, in accordance with the 
ethical principles of social science research.

Regarding ethical compliance, the study was conducted in 
accordance with the principles of the Declaration of Helsinki 
(World Medical Association, 2013) and the ethical guidelines of 
the American Psychological Association. All participants were in-
formed in advance about the general objectives of the research, the 
anonymous and confidential nature of their responses, and their 
right to withdraw at any time without consequences. Participation 
was entirely voluntary, and submitting the completed question-
naire was considered an expression of informed consent.

To assess potential non-response bias, early and late respondents 
were compared following the procedure proposed by Armstrong 
and Overton (1977). Independent sample t-tests revealed no sta-
tistically significant differences between the two groups (p > 0.10), 
suggesting that non-response bias is unlikely to affect the validity of 
the results.

The final sample consisted of 360 participants, which al-
lowed for the estimation of the overall structural model and the 
performance of multigroup analyses using SEM (MGA-SEM). In 
terms of sociodemographic composition, 56.9% of participants 
identified as male and 43.1% as female. Participants’ ages ranged 
from 18 to 25 years, with a mean of 20.0 years and a standard de-
viation of 1.02, indicating a predominantly young and relatively 
homogeneous population. This group is particularly relevant for 
the aims of this study, as young consumers tend to display high-
er emotional involvement in consumption processes and greater 
exposure to digital environments, key factors for analysing emo-
tion-based, happiness-oriented and experiential consumption 
models (Bag et al., 2021; Fumagalli et al., 2021).

3.2.  Instruments

The research employed a structured questionnaire composed 
of previously validated scales from the literature to measure the 
constructs of the proposed model (see Appendix Table A.1). 
BPC was assessed using an adaptation of the scale developed by 
Escalas and Bettman (2003), which examines the extent to which 
consumers perceive similarity and alignment between their per-
sonal identity and the identity of brands. An example item from 
this scale is: “I identify with brands that share my way of thinking 
or my values.”

Similarly, FoMO was measured using the scale proposed by 
Hayran and Anik (2021), designed to capture the emotional dis-
comfort and consumption motivation derived from the percep-
tion of social exclusion. A representative item from this scale is: 
“It bothers me to see others enjoying products or experiences that 
I do not have.”

Consumer happiness was measured using the scale devel-
oped by Cuesta-Valiño et al. (2023), which evaluates wellbeing, 
emotional satisfaction, and positive emotions experienced dur-
ing the purchasing process. An example item from this scale is: “I 
feel that my purchases contribute to my overall happiness.”

Finally, EM was assessed through an adaptation of the scale 
proposed by Thomson, MacInnis and Park (2005), which cap-
tures the degree of emotional connection, attachment and af-
fective enjoyment that consumers experience towards brands 

and consumption experiences. An illustrative item is: “I feel 
an emotional connection with certain consumption experienc-
es.” All variables were measured using a five-point Likert scale, 
where 1 corresponded to “strongly disagree” and 5 to “strongly 
agree.”

3.3.  Data analysis technique

Data analysis was conducted using Jamovi software (ver-
sion 2.3.28), which was selected for its suitability in processing 
statistical information in quantitative studies and its compatibil-
ity with advanced analytical techniques. As an initial step, a pre-
liminary statistical review of the variables included in the study 
was conducted, calculating descriptive indicators such as means, 
standard deviations, skewness, and kurtosis. This analysis ena-
bled an examination of data behaviour and confirmed that their 
characteristics were suitable for the application of subsequent 
multivariate techniques (Tabachnick & Fidell, 2019).

To rule out potential bias resulting from standard method 
variance, Harman’s single-factor test was applied, following the 
methodological recommendations of Podsakoff et  al. (2003). 
The unrotated exploratory factor analysis revealed the existence 
of four factors with eigenvalues greater than 1, with the first fac-
tor accounting for 29.4% of the total variance, a value well below 
the 50% threshold typically considered indicative of risk. This 
result confirms that there is no substantial evidence of common 
method bias in the collected data. Complementary procedural 
measures were also adopted, including ensuring complete ano-
nymity of responses, employing validated scales and formulating 
items neutrally, to mitigate potential shared variance effects.

Once statistical assumptions were verified, the proposed 
model was estimated using covariance-based structural equation 
modelling (CB-SEM), complemented by multigroup analysis 
(MGA-SEM) to assess potential structural differences between 
the groups under consideration. This procedure is particularly 
suitable for testing the stability of theoretical relationships and 
exploring differential effects across subsamples (Cheah et  al., 
2020). The selection of CB-SEM was based on the theoretical 
robustness of the model and the adequacy of the sample size for 
this type of analysis (Hair et al., 2010).

The overall model fit was assessed using several indices wide-
ly accepted in the literature, including the Comparative Fit Index 
(CFI) and the Root Mean Square Error of Approximation (RM-
SEA), following the criteria proposed by Hu and Bentler (1999), 
to ensure the consistency and reliability of the results obtained.

4.  RESULTS

4.1.  Structural equation modelling

To empirically test the proposed theoretical model and an-
alyse the relationships among the study constructs, a covari-
ance-based structural equation modelling (CB-SEM) approach 
was employed, estimated using Jamovi software (version 2.3.28). 
This procedure allowed for a simultaneous assessment of the 
overall model fit, construct validity and robustness of the hy-
pothesised structural relationships.
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A multigroup analysis (MGA-SEM) was also conducted, tak-
ing participant gender into account, to identify potential differ-
ences in the strength and significance of structural effects be-
tween groups. This approach facilitated the examination of both 
direct and indirect effects, as well as the verification of the theo-
retical model’s stability, thereby offering a comprehensive under-
standing of the emotional and relational mechanisms underlying 
consumer happiness and purchasing behaviour.

4.1.1.  Convergent and discriminant validity

The convergent validity of the measurement model was as-
sessed using Cronbach’s alpha, composite reliability (CR), and 
average variance extracted (AVE) indicators for the constructs 

BPC, FoMO, Consumer Happiness, and EM, considering both 
the total sample and the multigroup analysis by gender (see Ta-
ble 1).

The results indicate high levels of internal consistency, with 
Cronbach’s alpha values exceeding 0.88 in all cases, both for the 
full sample and for the female and male subgroups, well above 
the recommended threshold of 0.70 (Hair et al., 2019). Consist-
ently, CR values were greater than 0.88 across all constructs, con-
firming the robustness and stability of the measurement model. 
Likewise, AVE values surpassed the minimum criterion of 0.50 
for all variables and groups analysed, indicating that each con-
struct explains an adequate proportion of the variance of its in-
dicators, thereby supporting the convergent validity of the model 
(Fornell & Larcker, 1981).

Table 1 
Convergent and discriminant validity

    Cronbach’s Alpha Composite Reliability AVE

    Full sample Female Male Full sample Female Male Full sample Female Male

1 Brand-Person Congruence 0.931 0.935 0.927 0.929 0.934 0.927 0.620 0.635 0.608
2 Fear of Missing Out 0.911 0.922 0.900 0.911 0.923 0.902 0.719 0.746 0.695
3 Consumer Happiness 0.921 0.941 0.919 0.928 0.942 0.921 0.562 0.613 0.530
4 Emotional Marketing 0.882 0.884 0.880 0.881 0.880 0.882 0.553 0.545 0.552

    HTMT Criterion Fornell-Larcker Criterion

    1 2 3 4   1 2 3 4

1 Brand-Person Congruence —       0.787    
2 Fear of Missing Out 0.432 — 0.414 0.848
3 Consumer Happiness 0.554 0.536 — 0.651 0.532 0.750
4 Emotional Marketing 0.599 0.507 0.832 —   0.696 0.501 0.844 0.744

Source:  Own elaboration.

Discriminant validity was examined through the joint ap-
plication of the Fornell–Larcker criterion and the HTMT (Het-
erotrait–Monotrait Ratio) criterion. According to the Fornell–
Larcker approach, the square root of the AVE of each construct 
was compared with the inter-construct correlations. Although 
relatively high associations were observed between Consumer 
Happiness and EM, this finding is conceptually coherent, given 
the theoretical closeness between the two constructs in the con-
text of emotional consumption.

Nevertheless, the HTMT analysis indicated that all values re-
mained below the conservative threshold of 0.85, confirming an 
adequate level of distinction among the model variables (Henseler 
et al., 2015). Taken together, these findings provide sufficient evi-
dence of discriminant validity, indicating that the constructs ana-
lysed represent conceptually distinct dimensions that are appropri-
ate for inclusion within the structural model.

4.1.2.  Model fit indices

The fit of the structural model was evaluated using absolute, 
incremental and parsimony indices for both the total sample and 
the multigroup analysis (see Table 2). Regarding the absolute fit 

indicators, the CMIN statistic yielded values of 862 for the full 
sample and 1328 for the MGA model. In both cases, the associ-
ated p-value was less than 0.001, indicating a marginal fit. How-
ever, this result is typical in models estimated with moderate or 
large sample sizes, as the chi-square test is susceptible to sample 
size (Hair et al., 2019).

In contrast, the SRMR and RMSEA indices exhibited values 
within the recommended ranges, remaining below 0.08 in both 
models, indicating an adequate correspondence between the ob-
served and estimated matrices (Hu & Bentler, 1999).

Regarding the incremental fit indices, the values obtained 
for the CFI, IFI, and TLI exceeded the recommended minimum 
threshold of 0.90 for both the total sample and the multigroup 
analysis, indicating a satisfactory fit of the structural model (Hair 
et al., 2019). Similarly, the parsimony indicators confirmed the 
robustness of the model, with CMIN/DF values below three and 
PGFI values above 0.50 in both cases, suggesting an appropriate 
balance between model fit and complexity (Mulaik et al., 1989).

The results presented in Table 2, therefore, provide sufficient 
empirical evidence to conclude that the proposed model demon-
strates an acceptable and stable overall fit, both for the general 
sample and for the MGA analysis.
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Table 2 
Measures of fit

Type of fit Fit 
measure

Acceptance 
level

Full 
sample MGA Acceptability

Absolute or 
global

CMIN CMIN = 
double of DF 862 1328 Marginal

P value > 0.05 < .001 < .001 Marginal
SRMR < 0.08 0.044 0.054 Acceptable

RMSEA < 0.08 0.067 0.075 Acceptable

Incremental
CFI > 0.900 0.922 0.907 Acceptable
IFI > 0.900 0.923 0.908 Acceptable
TLI > 0.900 0.914 0.897 Acceptable

Parsimony
PGFI > 0.500 0.729 0.708 Acceptable

CMIN/
DF <3 2.520 1.94 Acceptable

Source:  Own elaboration.

4.2.  Multigroup Analysis (MGA)

To examine whether the relationships proposed in the struc-
tural model remain stable between men and women, a multi-
group analysis was conducted using structural equation mod-
elling (MGA-SEM). This procedure allowed the identification 
of potential differences in the strength and significance of the 
structural effects according to gender, thereby providing a more 
detailed understanding of the role played by sociodemographic 

characteristics in the emotional and happiness-related processes 
associated with consumption.

To ensure that the comparisons between groups were valid 
and not affected by measurement bias, the measurement invar-
iance of the model was assessed prior to testing the structural 
paths. The results of this analysis are described below.

4.2.1.  Measurement invariance analysis

Measurement invariance was assessed sequentially at the 
configural, metric, and scalar levels, comparing model fit across 
men and women (see Table  3). Firstly, the configural model 
exhibited acceptable fit indices (CFI = 0.907, RMSEA = 0.075, 
SRMR = 0.054), indicating that the basic factorial structure was 
equivalent across both groups.

Subsequently, the metric model maintained virtually identi-
cal CFI values (ΔCFI = 0) and only minimal variation in RM-
SEA (ΔRMSEA = 0.001), suggesting that the factor loadings 
can be considered equivalent between men and women. Final-
ly, the scalar model showed minor changes in the fit indices 
(ΔCFI  =   0.003; ΔRMSEA = 0), remaining within the recom-
mended thresholds reported in the literature.

According to the criteria proposed by Chen (2007), varia-
tions in CFI below 0.01 and in RMSEA below 0.015 indicate that 
invariance is maintained. These results therefore confirm that 
the comparisons conducted in the multigroup analysis reflect 
genuine differences in structural relationships rather than arte-
facts arising from measurement issues.

Table 3 
Fit indices for invariance models

Model X2 ∆X2 CFI ∆CFI RMSEA ∆RMSEA SRMR AIC BIC

Configural 1328 0.907 0.075 0.054 24159.823 24761.073
Metric 1348 –20 0.907 0 0.074 0.001 0.057 24132.046 24741.829
Scalar 1397 –49 0.904 0.003 0.074 0 0.059 24132.931 24651.246

Source:  Own elaboration.

4.2.2.  Hypotheses testing

The results of the structural model and the multigroup 
analysis (MGA-SEM) are presented in Table 4, which reports 
both direct and indirect effects for the total sample and by 
gender. Regarding H1, BPC exhibited a positive and highly sig-
nificant effect on EM for the total sample as well as for both 
men and women. Although the coefficient was slightly higher 
among women, the difference between groups was minimal 
(Δ  = –0.034), indicating that this relationship remains stable 
regardless of gender.

For H2, which examines the direct effect of BPC on consumer 
happiness, the hypothesis was supported only within the male 
group (β = 0.202, p < 0.01). In contrast, the effect did not reach 
statistical significance in the total sample or among women. This 
finding suggests a gender-specific pattern in the direct influence 
of symbolic congruence on consumer happiness.

With respect to H3, the results indicate that FoMO exerts 
a positive and significant effect on EM in the total sample and 
across both gender groups. However, the magnitude of the ef-
fect was greater among men (β = 0.318, p < 0.001) than among 
women (β = 0.183, p < 0.01), with a moderate difference be-
tween groups (Δ = 0.135). This result suggests that men are more 
sensitive to social stimuli when forming emotional bonds with 
brands.

In contrast, H4 showed that the direct effect of FoMO on con-
sumer happiness was significant only among women (β = 0.181, 
p < 0.001). In contrast, the effect was not statistically significant 
in the male group and the total sample. These finding highlights 
gender differences in how negative social emotions influence 
happiness associated with consumption.

Finally, H5 confirmed a strong, positive and significant ef-
fect of EM on consumer happiness across the total sample and 
both groups, with the effect being more pronounced among 

Management Letters / Cuadernos de Gestión 26/2 (2026) 139-155



	 What makes consumers happy? The role of FoMO, brand–person congruence and emotional marketing in a multi-gender model	 149

women (β  = 0.815, p < 0.001) than among men (β = 0.598, 
p < 0.001), representing a substantial difference between groups 
(Δ = −0.217).

Regarding the indirect effects, the results confirmed the me-
diating role of EM in the proposed relationships. Specifically, H6 
demonstrated that BPC indirectly influences consumer happi-
ness through EM, with significant effects for both men and wom-
en, though with greater intensity among women (Δ = −0.150). 

Similarly, H7 revealed that FoMO indirectly affects consumer 
happiness via EM in both groups, with a minor difference be-
tween men and women (Δ = 0.041).

Overall, these findings support the proposed theoretical 
model and underscore the relevance of EM as a central medi-
ating mechanism linking identity-related and social factors to 
consumer happiness, while also evidencing gender-based differ-
ences in some of the structural relationships analysed.

Table 4 
Hypothesis testing

Direct effects

Hypothesis Variable Full Sample Female Male MGA Difference Contrast

H1 BPC --> EM 0.589*** 0.597*** 0.563*** −0.034 Validated (both groups)
H2 BPC --> CH 0.106 0.024 0.202** 0.178 Validated only in males
H3 FOMO --> EM 0.257*** 0.183** 0.318*** 0.135 Validated (both groups)
H4 FOMO --> CH 0.136** 0.181*** 0.114 −0.067 Validated only in females
H5 EM --> CH 0.702*** 0.815*** 0.598*** −0.217 Validated (both groups)

Indirect effects

H6 BPC --> EM --> CH 0.414*** 0.486*** 0.336*** −0.150 Validated (both groups)
H7 FOMO --> EM --> CH 0.181*** 0.149** 0.190*** 0.041 Validated (both groups)

Note:  p < 0.05 (*), p < 0.01 (**), p < 0.001 (***).
Source:  Own elaboration.

Figure 2 presents the structural model estimated for the total 
sample, illustrating the direct and indirect effects among BPC, 
FoMO, EM and consumer happiness. The relationships depicted 
confirm the central role of EM as a mediating variable through 
which identity-related and social factors influence happiness 
associated with consumption experiences. The model exhibits 
a coherent structure that is consistent with the proposed theo-
retical framework, highlighting the relevance of emotions as an 
explanatory mechanism in generating consumer happiness.

Figure 2 
Structural model (Total sample)

Source:  Own elaboration.

In terms of explanatory capacity, the R² values indicate that 
the model demonstrates strong predictive power. Specifically, 
consumer happiness reached an R² = 0.735, implying that 73.5% 
of its variance is explained by the variables included in the mod-
el, reflecting a high level of explanatory strength. EM showed an 

R² = 0.539, suggesting a moderate-to-high explanatory capaci-
ty. According to the criteria proposed by Chin (1998), R² values 
above 0.67 can be considered high, while those between 0.50 
and 0.67 are regarded as moderate. These results reinforce the 
empirical robustness of the model and confirm the pivotal role 
of EM as the connecting mechanism linking BPC, FoMO and 
consumer happiness.

5.  DISCUSSION

The findings provide robust evidence of the joint role of BPC, 
FoMO and EM in shaping consumer happiness.

The results indicate that brand-person congruence (BPC) exerts 
a positive and significant effect on emotional marketing (EM) in 
the total sample and across both gender groups. This finding sup-
ports self-congruence theory (Escalas & Bettman, 2003) and recent 
studies identifying symbolic coherence as a catalyst for affective res-
onance in consumption (Issock et al., 2023; Spiga, 2025). When a 
brand reflects consumers’ identities or personal values, emotional 
activation during consumption is facilitated regardless of gender.

Interestingly, the relationship between BPC and consum-
er happiness was observed only among men, suggesting that 
symbolic identification does not automatically translate into 
subjective wellbeing. This result aligns with studies indicating 
that identity congruence must be emotionally channelled to 
generate authentic happiness outcomes (Michel & Torelli, 2022). 
It also reinforces evidence showing that men tend to associate 
happiness more directly with identity coherence and symbolic 
self-projection (Fischer & Manstead, 2016; Luo et al., 2025).
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The findings also reveal that FoMO significantly increases 
EM in both groups, with stronger effects among men, confirm-
ing its role as an emotional accelerator driven by social com-
parison and digital pressures (Tandon et al., 2021; Pane et al., 
2024). However, its direct effect on happiness is significant only 
among women. This pattern is consistent with studies linking 
women’s emotional processing to greater empathic and rela-
tional responsiveness (Fischer et al., 2018; Truong, 2025). Con-
sequently, FoMO emerges as an ambivalent phenomenon that 
may simultaneously stimulate connection and emotional ten-
sion (Littman-Ovadia & Russo-Netzer, 2024; Bartosiak et  al., 
2025).

The analysis further highlights the mediating role of EM. 
Its strong effect on consumer happiness indicates that emotions 
elicited by brands transform symbolic experiences into subjec-
tive fulfilment (Thamilselvan & Rakeshyanand, 2024; Zhang 
et al., 2022). In this sense, both BPC and FoMO influence hap-
piness primarily when channelled through EM, reinforcing its 
role as the affective mechanism linking identity-based and so-
cial stimuli with emotional outcomes (Ravina-Ripoll et al., 2021; 
Michel & Torelli, 2022).

Overall, consumer happiness emerges as a relational phe-
nomenon. It depends less on symbolic identification or social 
pressure alone and more on brands’ capacity to transform these 
forces into authentic emotional experiences shaped by gender 
and digital context.

6.  IMPLICATIONS

6.1.  Theoretical implications

From an academic perspective, this study integrates iden-
tity-based, social and emotional variables into a single model, 
which have traditionally been examined separately. The findings 
extend the understanding of consumer happiness as a relational 
outcome shaped by identity-based, social, and emotional mech-
anisms, providing empirical support for Self-Congruence The-
ory (Sirgy, 1982) reinforcing its relevance in explaining identi-
ty-based mechanisms in consumer happiness.

Moreover, the gender-based structural differences provide 
empirical support for the Differential Emotion Processing The-
ory, indicating that emotional pathways to happiness are not 
homogeneous. The model presented here contributes to con-
solidating EM as a theoretical bridge between symbolic identity 
and consumer happiness, opening new lines of inquiry into the 
interaction between emotion, gender and symbolism in digital 
consumption contexts.

6.2.  Practical implications 

The findings provide clear strategic guidance for brand man-
agement. The evidence suggests that consumer happiness is 
primarily built through authentic emotional experiences rather 
than through isolated identity-based or social stimuli. Therefore, 
companies should design EM strategies grounded in empathy, 
symbolic coherence and experiential authenticity, prioritising 
sustained emotional connection over immediate persuasion.

Furthermore, the mediating role of EM demonstrates that 
BPC and FoMO contribute positively to consumer happiness 
only when managed ethically, avoiding narratives that intensify 
anxiety or social comparison. Brands should focus their efforts 
on creating narratives of balanced emotional belonging, where 
identity and digital connection enhance rather than distort the 
consumer’s experience of happiness.

For example, instead of framing limited campaigns around 
pressure-driven messages that emphasise scarcity or exclusion, 
brands may promote participation through positive emotional 
cues such as shared experiences, community engagement, or 
symbolic identification with brand values. In practice, this may 
involve presenting limited offers as opportunities for collective 
enjoyment or meaningful interaction with the brand rather than 
as situations that consumers risk missing. Such approaches allow 
firms to activate emotional engagement and digital interaction 
while protecting consumer wellbeing and sustaining long-term 
brand relationships.

6.3.  Social implications

At the societal level, the results underline the need to foster 
emotionally healthy consumption practices. While FoMO can 
enhance social connection, it may also lead to emotional distress 
if not correctly managed. Therefore, both brands and institu-
tions should promote emotional and digital literacy that enables 
consumers to maintain more conscious, balanced and human 
relationships with brands.

Ethical EM can serve as a socially relevant tool for fostering 
both individual and collective happiness, mitigating the adverse 
effects of hyperconnectivity and social comparison.

7. � LIMITATIONS AND FUTURE RESEARCH 
DIRECTIONS

This study presents several limitations that offer valuable 
opportunities for future research. Firstly, the use of a non-prob-
abilistic and predominantly young sample limits the generalisa-
bility of the findings to other population segments. It is therefore 
recommended that the model be replicated across different age 
groups and cultural contexts.

Secondly, the cross-sectional and self-reported design pre-
vents the establishment of definitive causal relationships and 
may be subject to social desirability bias or situational emotion-
al states. Future research could incorporate longitudinal or ex-
perimental designs, as well as physiological or neuro-emotional 
measures, to further validate affective responses.

Moreover, although the multigroup analysis allowed for 
the observation of gender-based differences, other factors, 
such as culture, socioeconomic status, and digital literacy, 
may also influence the emotional pathways towards happi-
ness. Including these variables in future models would enrich 
the understanding of the emotional mechanisms underlying 
consumption.

Finally, a promising line of inquiry lies in the development 
and validation of a Happy Brands Scale, designed to capture 
how consumers perceive, experience and attribute happiness to 
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brands. Such an instrument would enable a more in-depth em-
pirical assessment of consumer happiness and its relationship 
with emotional brand management, thereby contributing to the 
consolidation of this emerging research field.

8.  CONCLUSION

This study examined how identity alignment with brands 
and socially driven pressures interact to shape consumer hap-
piness in contemporary digitally mediated consumption en-
vironments. In an increasingly hyperconnected consumption 
environment, the findings confirm that consumer happiness is 
primarily generated through emotional and relational processes. 
EM acts as a transformative mechanism that converts BPC and 
FoMO into experiences of happiness, positioning emotions at 
the core of consumption decisions, in line with prior research on 
EM and consumer wellbeing (Thamilselvan & Rakeshyanand, 
2024; Zhang et al., 2022).

The findings further indicate that the influence of iden-
tity-based and social factors is neither direct nor uniform but 
must be channelled through authentic emotional experiences. 
BPC strengthens the affective bond with brands, while FoMO 
operates as an ambivalent stimulus whose impact depends on 
the context and the consumer’s profile, consistent with previous 
studies on identity congruence and socially driven consumption 
dynamics (Escalas & Bettman, 2003; Tandon et al., 2021). The 
observed gender differences invite a reconsideration of tradi-
tional consumer behaviour models from a perspective more at-
tuned to emotional diversity.

Taken together, the findings highlight the need to guide 
brand management towards emotionally responsible and hu-
man-centred strategies capable of balancing social pressure 
with the genuine pursuit of consumer happiness. From a the-
oretical perspective, the study contributes to the consumer 
behaviour literature by integrating identity-based dynamics, 
socially driven pressures and EM mechanisms within a sin-
gle explanatory framework of consumer happiness, extending 
recent theoretical discussions on happiness management and 
consumer wellbeing (Ravina-Ripoll et al., 2021; Cuesta-Valiño 
et al., 2023).

This study reaffirms that, even in digitalised economies, 
emotions, values and authenticity remain at the heart of the re-
lationship between consumers and brands, consolidating EM as 
both a strategic and ethical pillar in fostering brand-related hap-
piness.

9.  ACKNOWLEDGEMENTS

The authors express their sincere gratitude to all participants 
who voluntarily took part in the study for their valuable collab-
oration and willingness during the data collection process. Spe-
cial thanks are extended to the Editorial Board of Management 
Letters / Cuadernos de Gestión and to the anonymous reviewers, 
whose insightful comments and observations significantly con-
tributed to the academic refinement and rigour of this manu-
script.

10. � DECLARATION ON THE USE OF ARTIFICIAL 
INTELLIGENCE TOOLS

The authors declare that no generative artificial intelligence 
tools were used in the writing, analysis, or interpretation of the re-
sults of this study. Such tools were employed solely for the purpose 
of reviewing grammar and enhancing linguistic clarity in the Eng-
lish text. All conceptual content, empirical data, statistical analyses 
and conclusions are the exclusive work of the authors.

11.  CONFLICT OF INTEREST DECLARATION

The authors declare that there are no conflicts of interest that 
could have influenced the results, interpretation, or publication 
of this study.

12.  SOURCES OF FUNDING

This research has not received any specific grants from fund-
ing agencies in the public, commercial or non-profit sectors.

13.  AUTHORSHIP

Conceptualization: Orlando J. Martínez-Arvizu, Mario A. 
Salazar-Altamirano; Methodology: Orlando J. Martínez-Arvizu, 
Mario A. Salazar-Altamirano; Formal analysis: Orlando J. Martín-
ez-Arvizu; Investigation: Orlando J. Martínez-Arvizu, Mario A. 
Salazar-Altamirano; Data curation: Orlando J. Martínez-Arvizu; 
Writing - original draft preparation: Orlando J. Martínez-Arvizu, 
Mario A. Salazar-Altamirano, Araceli Galiano-Coronil, Rafael 
Ravina-Ripoll; Writing - review and editing: Orlando J. Martín-
ez-Arvizu, Mario A. Salazar-Altamirano, Araceli Galiano-Coronil, 
Rafael Ravina-Ripoll; Supervision: Rafael Ravina-Ripoll, Arace-
li Galiano-Coronil; Resources: Araceli Galiano-Coronil, Rafael 
Ravina-Ripoll; Funding acquisition: Not applicable.

14.  REFERENCES

Abas, N., Hussin, H., & Ngatini, M. R. (2025). Streaming success: har-
nessing the power of FoMO in live marketing strategies. Interna-
tional Journal of Entrepreneurship and Management Practices, 8(29), 
221-243. https://doi.org/10.35631/ijemp.829015

Agarwal, M., & Khandelwal, U. (2024). Research on anthropomorphism 
in the 21st century: A bibliometric study. International Journal of 
Internet Marketing and Advertising, 20(2), 188-215. https://doi.
org/10.1504/IJIMA.2024.137921 

Alfina, N., Hartini, S., & Mardhiyah, D. (2023). FOMO related consum-
er behaviour in marketing context: A systematic literature review. 
Cogent Business & Management, 10(3). https://doi.org/10.1080/233
11975.2023.2250033

Aliarte, K. N., Dulay, J. J., Novilla, N. J., & Sario, Z. M. Z. (2024). Im-
proving Marketing Personalisation with AI How Self Congruency 
Influences Consumer Engagement. International Journal of Re-
search and Innovation in Social Science, VIII(XII), 537-549. https://
doi.org/10.47772/ijriss.2024.8120042

Management Letters / Cuadernos de Gestión 26/2 (2026) 139-155

https://doi.org/10.35631/ijemp.829015
https://doi.org/10.1504/IJIMA.2024.137921
https://doi.org/10.1504/IJIMA.2024.137921
Alfina, N., Hartini, S., & Mardhiyah, D. (2023)
https://doi.org/10.1080/23311975.2023.2250033
https://doi.org/10.1080/23311975.2023.2250033
https://doi.org/10.47772/ijriss.2024.8120042
https://doi.org/10.47772/ijriss.2024.8120042


152	 Orlando Josue Martínez-Arvizu, Mario Alberto Salazar-Altamirano, Araceli Galiano-Coronil, Rafael Ravina-Ripoll

Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias 
in mail surveys. Journal of Marketing Research, 14(3), 396-402. 
https://doi.org/10.1177/002224377701400320

Attiq, S., Hamid, A. B. A., Shah, H. J., Khokhar, M. N., & Shahzad, A. (2022). 
Impact of brand hate on consumer wellbeing for technology products 
through the lens of stimulus organism response approach. Frontiers in 
Psychology, 13, 946362. https://doi.org/10.3389/fpsyg.2022.946362

Azhari, M., & Roosdhani, M. R. (2025). The influence of social media mar-
keting activities (smma) on purchasing decisions mediated by fear of 
missing out (FOMO) and brand love: Journal of Management Small and 
Medium Enterprises (SMEs), 18(1), 759-772. https://doi.org/10.35508/
jom.v18i1.20760

Bag, S., Gupta, S., Kumar, S., & Sivarajah, U. (2021). Role of emotional 
intelligence in shaping consumer experience and behaviour in dig-
ital environments. Journal of Retailing and Consumer Services, 61, 
102547. https://doi.org/10.1016/j.jretconser.2021.102547

Bartosiak, A., Lee, J. E., & Loibl, C. (2025). Fear of missing out, social 
media influencers, and the social, psychological and financial well-
being of young consumers. PLoS ONE, 20(4), e0319034. https://doi.
org/10.1371/journal.pone.0319034

Bhardwaj, P., & Kalro, A. D. (2023). Consumer wellbeing-A systematic 
literature review and research agenda usingTCCMframework. Inter-
national Journal of Consumer Studies, 48(1). https://doi.org/10.1111/
ijcs.12991

Bin, S. (2023). Social network emotional marketing influence model of 
consumers’ purchase behavior. Sustainability, 15(6), 5001. https://
doi.org/10.3390/su15065001

Bruckberger, G., Fuchs, C., Schreier, M., & Van Osselaer, S. M. (2023). 
Retailing Groundedness: How to improve customer experience, 
brand perceptions, and customer loyalty through feelings of 
groundedness. Journal of Retailing, 99(4), 594-604. https://doi.
org/10.1016/j.jretai.2023.11.004

Cheah, J. H., Thurasamy, R., Memon, M. A., Chuah, F., & Ting, H. (2020). 
Multigroup analysis using SmartPLS: Step-by-step guidelines for busi-
ness research. Asian Journal of Business Research, 10(3), i–xix. https://
doi.org/10.14707/ajbr.200087

Chen, F. F. (2007). Sensitivity of goodness of fit indexes to lack of measure-
ment invariance. Structural Equation Modeling: A Multidisciplinary 
Journal, 14(3), 464-504. https://doi.org/10.1080/10705510701301834

Chin, W. W. (1998). The partial least squares approach to structural 
equation modeling. In G. A. Marcoulides (Ed.), Modern methods 
for business research (pp. 295-336). Lawrence Erlbaum Associates.

Cuesta-Valiño, P., Gutiérrez-Rodríguez, P., & Contreras-Contreras, P. 
(2023). Consumer Happiness: Origin and development of the con-
cept. Anduli, 23, 83-98. https://doi.org/10.12795/anduli.2023.i23.05

Cuesta-Valiño, P., Gutiérrez-Rodríguez, P., & Ravina-Ripoll, R. (2024a). 
Guest editorial: Happiness and corporate social responsibility: the role 
of organisational culture and consumers in a sustainable economy. 
Management Decision, 62(2), 373-380. https://doi.org/10.1108/md-02-
2024-216

Cuesta-Valiño, P., Alonso-García, J., Pablo-Martí, F., & Núñez-Barriopedro, 
E. (2024b). Constraints and barriers on industrial customer perfor-
mance in an omnichannel ecosystem. Review of Managerial Science, 18, 
2749-2780. https://doi.org/10.1007/s11846-024-00780-y

Cuesta-Valiño, P., Gutiérrez-Rodríguez, P., García-Henche, B., & Núñez-
Barriopedro, E. (2024c). The impact of corporate social responsibility on 
consumer brand engagement and purchase intention at fashion retail-
ers. Psychology & Marketing, 41(3). https://doi.org/10.1002/mar.21940

Cuesta-Valiño, P., Kazakov, S., Durán-Álamo, P., & Gutiérrez-Rodríguez, 
P. (2025). The role of AI as an unconventional salesperson in custom-
er buying decisions, satisfaction and happiness. European Research on 
Management and Business Economics, 31(2). https://doi.org/10.1016/j.
iedeen.2025.100278

Dinh, T. C. T., & Lee, Y. (2024). Fear of missing out and Consump-
tion-Sharing behavior on social media: the moderating role of 
Self-Presentation desire and social network type. SAGE Open, 14(4). 
https://doi.org/10.1177/21582440241295847

Dodds, S., Jaud, D. A., & Melnyk, V. (2021). Enhancing Consumer Well-
being and Behavior with Spiritual and Fantasy Advertising. Journal 
of Advertising, 50(4), 354-371. https://doi.org/10.1080/00913367.20
21.1939203

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influ-
ence of reference groups on consumers’ connections to brands. Jour-
nal of Consumer Psychology, 13(3), 339-348. https://doi.org/10.1207/
s15327663jcp1303_14

Fens, M., Wilkie, D. C. H., & Hill, S. R. (2022). Beyond brand person-
ality. A multidimensional perspective of self-congruence. Journal of 
Marketing Management, 38(13-14), 1529-1560. https://doi.org/10.1
080/0267257x.2022.2041069

Field, A. (2013). Discovering statistics using IBM SPSS statistics (4th ed.). 
Sage Publications.

Fischer, A. H., Kret, M. E., & Broekens, J. (2018). Gender differences in 
emotion perception and self-reported emotional intelligence: A test 
of the emotion sensitivity hypothesis. PLoS ONE, 13(1), e0190712. 
https://doi.org/10.1371/journal.pone.0190712

Fischer, A. H., & Manstead, A. S. (2016). Social functions of emotion 
and emotion regulation. Handbook of emotions, 4, 424-439.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. Journal of Marketing 
Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104

Fumagalli, E., Dolmatzian, M. B., & Shrum, L. J. (2021). Centennials, 
FOMO, and loneliness: An investigation of the impact of social net-
working and messaging/VoIP apps usage during the initial stage of the 
coronavirus pandemic. Frontiers in Psychology, 12, 620739. https://doi.
org/10.3389/fpsyg.2021.620739

Good, M. C., & Hyman, M. R. (2020). Fear of missing out: Antecedents 
and influence on purchase likelihood. Journal of Marketing Theory 
and Practice, 28(3), 330-341. https://doi.org/10.1080/10696679.202
0.1766359

Guo, Y. (2024). Emotional marketing and consumer behavior. Lecture 
Notes in Education Psychology and Public Media, 81, 12-18. https://
doi.org/10.54254/2754-1169/81/20241703

Gupta, M., & Sharma, A. (2021). Fear of missing out: A brief overview 
of origin, theoretical underpinnings and relationship with mental 
health. World Journal of Clinical Cases, 9(19), 4881-4889. https://
doi.org/10.12998/wjcc.v9.i19.4881

Gutiérrez-Rodríguez, P., Cuesta-Valiño, P., Ravina-Ripoll, R., & García-
Henche, B. (2023). Purchase intention of fashion brand retailers: a 
journey through consumer engagement and happiness. Management 
Decision, 62(2), 381-402. https://doi.org/10.1108/md-04-2023-0541

Gutiérrez-Rodríguez, P., Cuesta-Valiño, P., & Vázquez, J. L. (2017). The ef-
fects of corporate social responsibility on customer-based brand equity: 
Spanish hypermarkets case. Economic Research-Ekonomska Istraživanja, 
30(1), 290-301. https://doi.org/10.1080/1331677X.2017.1305797

Habib, S., & Almamy, A. (2025). Impact of FOMO on social media en-
gagement and impulse buying of lifestyle products: mediation anal-
ysis. Journal of Innovative Digital Transformation, 2(2), 176-195. 
https://doi.org/10.1108/jidt-01-2025-0004

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivar-
iate data analysis (7th ed.). Pearson Education.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2019). A prim-
er on partial least squares structural equation modeling (PLS-SEM) 
(2nd ed.). Sage Publications.

Hakim, A., & Farid, A. S. (2025). The effects of ‘Fear of Missing Out’ 
(FOMO) in flash sale business models: strategy or manipulation? Ju-
rnal Perspektif, 23(1), 16-24. https://doi.org/10.31294/jp.v23i1.25259

Management Letters / Cuadernos de Gestión 26/2 (2026) 139-155

https://doi.org/10.1177/002224377701400320
https://doi.org/10.3389/fpsyg.2022.946362
https://doi.org/10.35508/jom.v18i1.20760
https://doi.org/10.35508/jom.v18i1.20760
https://doi.org/10.1016/j.jretconser.2021.102547
https://doi.org/10.1371/journal.pone.0319034
https://doi.org/10.1371/journal.pone.0319034
https://doi.org/10.1111/ijcs.12991
https://doi.org/10.1111/ijcs.12991
https://doi.org/10.3390/su15065001
https://doi.org/10.3390/su15065001
https://doi.org/10.1016/j.jretai.2023.11.004
https://doi.org/10.1016/j.jretai.2023.11.004
https://doi.org/10.14707/ajbr.200087
https://doi.org/10.14707/ajbr.200087
https://doi.org/10.1080/10705510701301834
https://doi.org/10.12795/anduli.2023.i23.05
https://doi.org/10.1108/md-02-2024-216
https://doi.org/10.1108/md-02-2024-216
https://doi.org/10.1007/s11846-024-00780-y
https://doi.org/10.1002/mar.21940
https://doi.org/10.1016/j.iedeen.2025.100278
https://doi.org/10.1016/j.iedeen.2025.100278
https://doi.org/10.1177/21582440241295847
https://doi.org/10.1080/00913367.2021.1939203
https://doi.org/10.1080/00913367.2021.1939203
https://doi.org/10.1207/s15327663jcp1303_14
https://doi.org/10.1207/s15327663jcp1303_14
https://doi.org/10.1080/0267257x.2022.2041069
https://doi.org/10.1080/0267257x.2022.2041069
https://doi.org/10.1371/journal.pone.0190712
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1080/10696679.2020.1766359
https://doi.org/10.1080/10696679.2020.1766359
https://doi.org/10.54254/2754-1169/81/20241703
https://doi.org/10.54254/2754-1169/81/20241703
https://doi.org/10.12998/wjcc.v9.i19.4881
https://doi.org/10.12998/wjcc.v9.i19.4881
https://doi.org/10.1108/md-04-2023-0541
https://doi.org/10.1080/1331677X.2017.1305797
https://doi.org/10.1108/jidt-01-2025-0004
https://doi.org/10.31294/jp.v23i1.25259


	 What makes consumers happy? The role of FoMO, brand–person congruence and emotional marketing in a multi-gender model	 153

Hayran, C., & Anik, L. (2021). Wellbeing and Fear of Missing Out 
(FOMO) on Digital Content in the Time of COVID-19: A Correla-
tional Analysis among University Students. International Journal of 
Environmental Research and Public Health, 18(4), 1974. https://doi.
org/10.3390/ijerph18041974

He, X., Zhu, L., Sun, L., & Yang, L. (2022). The influence of brand marketing 
on consumers’ emotion in mobile social media environment. Frontiers 
in Psychology, 13, 962224. https://doi.org/10.3389/fpsyg.2022.962224

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for 
assessing discriminant validity in variance-based structural equa-
tion modeling. Journal of the Academy of Marketing Science, 43(1), 
115-135. https://doi.org/10.1007/s11747-014-0403-8

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in co-
variance structure analysis: Conventional criteria versus new alter-
natives. Structural Equation Modeling: A Multidisciplinary Journal, 
6(1), 1-55. https://doi.org/10.1080/10705519909540118

Issock, P. B. I., Mpinganjira, M., & Roberts-Lombard, M. (2023). Be-
yond sustainable consumption practices: Linking organic food 
consumption to hedonic and eudaimonic wellbeing. Appetite, 188, 
106633. https://doi.org/10.1016/j.appet.2023.106633

Kalogeras, S., & Mejri, S. (2025). Socially responsible purpose-driven 
brands in the digital era: a brand-consumer-value perspective for 
social learning and wellbeing. Social Responsibility Journal, 21(8), 
1630-1656. https://doi.org/10.1108/srj-08-2024-0562

Khandai, S., Kataria, S., Kohli, H. S., Yadav, R., & Mathew, J. (2024). Green 
choices and brand happiness: A recipe for brand evangelism. Sustain-
able Development, 33(2), 2486-2501. https://doi.org/10.1002/sd.3237

Kim, Y.-K., & Sullivan, P. (2019). Emotional branding speaks to con-
sumers’ heart: The case of fashion brands. Fashion and Textiles, 6(2), 
1-16. https://doi.org/10.1186/s40691-018-0164-y

Kumagai, K. (2024). Assessing the predictive validity of brand-sustain-
ability-self-congruence on consumer behavior and subjective well-
being. Asia Pacific Journal of Marketing and Logistics, 36(11), 2907-
2930. https://doi.org/10.1108/apjml-11-2023-1131

Lee, J. A., Bright, L. F., & Eastin, M. S. (2021). Fear of missing out and con-
sumer happiness on Instagram: a serial mediation of Social Media 
Influencer-Related activities. Cyberpsychology Behavior and Social Net-
working, 24(11), 762-766. https://doi.org/10.1089/cyber.2020.0431

Lima, V., & Belk, R. (2022). Human enhancement technologies and the 
future of consumer wellbeing. Journal of Services Marketing, 36(7), 
885-894. https://doi.org/10.1108/jsm-09-2021-0363

Littman-Ovadia, H., & Russo-Netzer, P. (2024). Exploring the lived 
experience and coping strategies of Fear of Missing Out (FoMO) 
among emerging adults. Current Psychology, 43(42), 32665-32685. 
https://doi.org/10.1007/s12144-024-06793-w

Liu, L., & Zhao, H. (2024). Research on consumers’ purchase intention 
of cultural and creative products-Metaphor design based on tradi-
tional cultural symbols. PLoS ONE, 19(5), e0301678. https://doi.
org/10.1371/journal.pone.0301678

Luo, X., Cheah, J., & Lim, X. (2025). Unboxing gender Differenc-
es toward Impulsive Buying tendency in Live‐Streaming Shop-
ping. International Journal of Consumer Studies, 49(3). https://doi.
org/10.1111/ijcs.70055

Marsasi, E. G., & Yuanita, A. D. (2023). Investigating the Causes and 
Consequences of Brand Attachment of Luxury Fashion Brand: the 
Role of Gender, Age, and Income. Media Ekonomi Dan Manajemen, 
38(1), 71. https://doi.org/10.56444/mem.v38i1.3268

Michel, G., Torelli, C. J., Fleck, N., & Hubert, B. (2022). Self-brand val-
ues congruity and incongruity: Their impacts on self-expansion and 
consumers’ responses to brands. Journal of Business Research, 142, 
301-316. https://doi.org/10.1016/j.jbusres.2021.12.032

Mulaik, S. A., James, L. R., Van Alstine, J., Bennett, N., Lind, S., & Stilwell, 
C. D. (1989). Evaluation of goodness-of-fit indices for structural 

equation models. Psychological Bulletin, 105(3), 430-445. https://doi.
org/10.1037/0033-2909.105.3.430

Nicolao, L., Irwin, J. R., & Goodman, J. K. (2009). Happiness for Sale: 
Do Experiential Purchases Make Consumers Happier than Material 
Purchases? Journal of Consumer Research, 36(2), 188-198. https://
doi.org/10.1086/597049

Pane, N. H. P., Luthfi, N. S., Napitupulu, N. I., Situmorang, N. S. H., 
& Sembiring, N. B. K. F. (2024). The Psychological Pull of FoMO 
in Consumer Behavior: a Literature Review. International Journal 
of Economics and Management Sciences, 1(4), 402-418. https://doi.
org/10.61132/ijems.v1i4.373

Parvatiyar, A., & Sheth, J. N. (2023). Confronting the deep problem of 
consumption: Why individual responsibility for mindful consump-
tion matters. Journal of Consumer Affairs, 57(2), 785-820. https://
doi.org/10.1111/joca.12534

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). 
Common method biases in behavioral research: A critical review of 
the literature and recommended remedies. Journal of Applied Psy-
chology, 88(5), 879-903. https://doi.org/10.1037/0021-9010.88.5.879

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). 
Motivational, emotional, and behavioral correlates of fear of miss-
ing out. Computers in Human Behavior, 29(4), 1841-1848. https://
doi.org/10.1016/j.chb.2013.02.014

Rangel-Lyne, L., & Salazar-Altamirano, M. A. (2025). Efecto Man-
del-AI: Propuesta de medición del efecto Mandela inducido por la 
inteligencia artificial en redes sociales digitales. Universitas Psycho-
logica, 24, 1-19. https://doi.org/10.11144/Javeriana.upsy24.maie

Ravina-Ripoll, R., Nunez-Barriopedro, E., Almorza-Gomar, D., & 
Tobar-Pesantez, L. (2021). Happiness Management: a culture to ex-
plore from brand orientation as a sign of responsible and sustain-
able production. Frontiers in Psychology, 12, 727845. https://doi.
org/10.3389/fpsyg.2021.727845

Reisenwitz, T., & Fowler, J. (2023). Personal and social determinants 
of fear of missing out (FOMO) in younger consumers. Journal 
of Business Strategies, 40(1), 21-36. https://doi.org/10.54155/
jbs.40.1.21-36

Richins, M. L. (2013). When Wanting Is Better than Having: Material-
ism, Transformation Expectations, and Product-Evoked Emotions 
in the Purchase Process. Journal of Consumer Research, 40(1), 1-18. 
https://doi.org/10.1086/669256

Rizkautami, P., & Tuti, M. (2025). The power of Emotional Branding: 
How brand awareness, characteristics, and Self-Brand congruity 
drive purchasing decisions. PARADOKS Jurnal Ilmu Ekonomi, 8(3), 
252-263. https://doi.org/10.57178/paradoks.v8i3.1299

Rodrigues, P., Brochado, A., Sousa, A., Borges, A. P., & Barbosa, I. 
(2023). What’s on the menu? How celebrity chef brands create hap-
piness. European Journal of Marketing, 57(9), 2513-2543. https://
doi.org/10.1108/ejm-12-2021-0988

Saikia, W., & Bhattacharjee, A. (2024). Estimating consumer brand 
engagement with brand equity via brand trust for organic retail 
products on social media. International Journal of Internet Mar-
keting and Advertising, 21(1/2), 118-148. https://doi.org/10.1504/
IJIMA.2024.140460 

Satinover Nichols, B., & Wehr Holt, J. (2023). Comparación de las acti-
tudes e intenciones en relación a la sostenibilidad entre generaciones 
y género: Una perspectiva de los consumidores de Estados Uni-
dos. Cuadernos de Gestión, 23(1), 51-62. https://doi.org/10.5295/
cdg.211647bs

Salazar-Altamirano, M. A., Martínez-Arvizu, O. J., Galván-Vela, E., 
& Ravina-Ripoll, R. (2025a). Workplace happiness, hopelessness, 
and turnover intention: A gender-based multigroup analysis in an 
emerging market. Corporate Governance, 25(8), 240-259. https://
doi.org/10.1108/CG-04-2025-0212

Management Letters / Cuadernos de Gestión 26/2 (2026) 139-155

https://doi.org/10.3390/ijerph18041974
https://doi.org/10.3390/ijerph18041974
https://doi.org/10.3389/fpsyg.2022.962224
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1016/j.appet.2023.106633
https://doi.org/10.1108/srj-08-2024-0562
https://doi.org/10.1002/sd.3237
https://doi.org/10.1186/s40691-018-0164-y
https://doi.org/10.1108/apjml-11-2023-1131
https://doi.org/10.1089/cyber.2020.0431
https://doi.org/10.1108/jsm-09-2021-0363
https://doi.org/10.1007/s12144-024-06793-w
https://doi.org/10.1371/journal.pone.0301678
https://doi.org/10.1371/journal.pone.0301678
https://doi.org/10.1111/ijcs.70055
https://doi.org/10.1111/ijcs.70055
https://doi.org/10.56444/mem.v38i1.3268
https://doi.org/10.1016/j.jbusres.2021.12.032
https://doi.org/10.1037/0033-2909.105.3.430
https://doi.org/10.1037/0033-2909.105.3.430
https://doi.org/10.1086/597049
https://doi.org/10.1086/597049
https://doi.org/10.61132/ijems.v1i4.373
https://doi.org/10.61132/ijems.v1i4.373
https://doi.org/10.1111/joca.12534
https://doi.org/10.1111/joca.12534
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.11144/Javeriana.upsy24.maie
https://doi.org/10.3389/fpsyg.2021.727845
https://doi.org/10.3389/fpsyg.2021.727845
https://doi.org/10.54155/jbs.40.1.21-36
https://doi.org/10.54155/jbs.40.1.21-36
https://doi.org/10.1086/669256
https://doi.org/10.57178/paradoks.v8i3.1299
https://doi.org/10.1108/ejm-12-2021-0988
https://doi.org/10.1108/ejm-12-2021-0988
https://doi.org/10.1504/IJIMA.2024.140460
https://doi.org/10.1504/IJIMA.2024.140460
https://doi.org/10.5295/cdg.211647bs
https://doi.org/10.5295/cdg.211647bs
https://doi.org/10.1108/CG-04-2025-0212
https://doi.org/10.1108/CG-04-2025-0212


154	 Orlando Josue Martínez-Arvizu, Mario Alberto Salazar-Altamirano, Araceli Galiano-Coronil, Rafael Ravina-Ripoll

Salazar-Altamirano, M. A., Martínez-Arvizu, O. J., Galván-Vela, E., 
Ravina-Ripoll, R., Hernández-Arteaga, L. G., & Gómez Sánchez, 
D. (2025b). IA como facilitadora de criatividade e bem-estar em 
estudantes de negócios: Uma abordagem multigrupo entre univer-
sidades públicas e privadas. Encontros Bibli: Revista Eletrônica de 
Biblioteconomia, Arquivologia e Ciência da Informação, 30, 1-30. 
https://doi.org/10.5007/1518-2924.2025.e103485

Sarmad, I., & Ali, R. (2022). Connecting the dots of brand experience 
and happiness: the mediating role of happiness orientations. Re-
views of Management Sciences, 4(2), 14-30. https://doi.org/10.53909/
rms.04.02.0168

Sato, M., Yoshida, M., Doyle, J., & Choi, W. (2023). Consumer‐brand 
identification and happiness in experiential consumption. Psy-
chology and Marketing, 40(8), 1579-1592. https://doi.org/10.1002/
mar.21852

Shimul, A. S., & Phau, I. (2023). The role of brand self-congruence, 
brand love and brand attachment on brand advocacy: A serial me-
diation model. Marketing Intelligence & Planning, 41(5), 649-666. 
https://doi.org/10.1108/MIP-10-2022-0443

Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Criti-
cal review. Journal of Consumer Research, 9(3), 287. https://doi.
org/10.1086/208924

Sirgy, M. J., Lee, D., & Rahtz, D. (2007). Research on Consumer Well-
being (CWB): Overview of the field and introduction to the spe-
cial issue. Journal of Macromarketing, 27(4), 341-349. https://doi.
org/10.1177/0276146707307212

Spiga, A. (2025). The ideal social self and young French wine consumers: 
defining an integrated, self-oriented brand identity model. Journal of 
Wine Research, 36(3), 162-189. https://doi.org/10.1080/09571264.2025
.2537007

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics (7th 
ed.). Pearson Education.

Tandon, A., Dhir, A., Almugren, I., AlNemer, G. N., & Mäntymäki, M. 
(2021). Fear of missing out (FoMO) among social media users: a sys-
tematic literature review, synthesis and framework for future research. 
Internet Research, 31(3), 782-821. https://doi.org/10.1108/intr-11-
2019-0455

Thamilselvan, R., & Rakeshyanand, N. (2024). The role of emotions in 
consumer decision-making: analyse how emotional appeal in mar-
keting affects consumer behavior. International Journal of Scientific 
Research in Engineering and Management, 08(10), 1-5. https://doi.
org/10.55041/ijsrem37988

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: 
Measuring the strength of consumers’ emotional attachments to 
brands. Journal of Consumer Psychology, 15(1), 77-91. https://doi.
org/10.1207/s15327663jcp1501_10

Tresna, N. I. C. (2025). Fear of Missing Out (FOMO) in Consumer Be-
haviour: A Systematic literature review on antecedents, consequenc-
es, and moderating factors. Journal of Information Systems Engi-
neering & Management, 10(36s), 626-639. https://doi.org/10.52783/
jisem.v10i36s.6542

Truong, V. (2025). Examining gender and cultural influences on cus-
tomer emotions. Journal of Consumer Behaviour, 24(6), 2793-2822. 
https://doi.org/10.1002/cb.70034

Williams, P., Escalas, J. E., & Morningstar, A. (2022). Conceptualising 
brand purpose and considering its implications for consumer eu-
daimonic wellbeing. Journal of Consumer Psychology, 32(4), 699-
723. https://doi.org/10.1002/jcpy.1324

World Happiness Report (WHR). (2024). World Happiness Report 2024. 
Wellbeing Research Centre, University of Oxford, & Sustainable De-
velopment Solutions Network. https://worldhappiness.report/ed/2024

World Medical Association. (2013). World Medical Association Dec-
laration of Helsinki: Ethical principles for medical research in-
volving human subjects. JAMA, 310(20), 2191-2194. https://doi.
org/10.1001/jama.2013.281053

Zhang, K. Z. K., Zhao, S. J., Cheung, C. M. K., & Lee, M. K. O. (2022). 
Examining the influence of emotional marketing on consum-
er engagement and purchase intention in social media environ-
ments. Journal of Business Research, 139, 1462-1472. https://doi.
org/10.1016/j.jbusres.2021.10.047

Zogaj, A., Mähner, P. M., & Tscheulin, D. K. (2024). The pursuit of the 
ideal self: An investigation of the relationship of authenticity and 
ideal self‐congruence. Journal of Consumer Behaviour, 23(5), 2486-
2500. https://doi.org/10.1002/cb.2342

Management Letters / Cuadernos de Gestión 26/2 (2026) 139-155

https://doi.org/10.5007/1518-2924.2025.e103485
https://doi.org/10.53909/rms.04.02.0168
https://doi.org/10.53909/rms.04.02.0168
https://doi.org/10.1002/mar.21852
https://doi.org/10.1002/mar.21852
https://doi.org/10.1108/MIP-10-2022-0443
https://doi.org/10.1086/208924
https://doi.org/10.1086/208924
https://doi.org/10.1177/0276146707307212
https://doi.org/10.1177/0276146707307212
https://doi.org/10.1080/09571264.2025.2537007
https://doi.org/10.1080/09571264.2025.2537007
https://doi.org/10.1108/intr-11-2019-0455
https://doi.org/10.1108/intr-11-2019-0455
https://doi.org/10.55041/ijsrem37988
https://doi.org/10.55041/ijsrem37988
https://doi.org/10.1207/s15327663jcp1501_10
https://doi.org/10.1207/s15327663jcp1501_10
https://doi.org/10.52783/jisem.v10i36s.6542
https://doi.org/10.52783/jisem.v10i36s.6542
https://doi.org/10.1002/cb.70034
https://doi.org/10.1002/jcpy.1324
https://worldhappiness.report/ed/2024
https://doi.org/10.1016/j.jbusres.2021.10.047
https://doi.org/10.1016/j.jbusres.2021.10.047
https://doi.org/10.1002/cb.2342


	 What makes consumers happy? The role of FoMO, brand–person congruence and emotional marketing in a multi-gender model	 155

APPENDIX

Table A.1 
Constructs and indicators

Construct Code Indicator Authors

Brand-Person 
Congruence

BPC1 I feel closer to brands that resemble me.

Adapted from 
Escalas & Bettman 

(2003).

BPC2 I identify with brands that share my way of thinking or my values.
BPC3 When a brand represents me, I feel more comfortable buying it.
BPC4 I like when a brand reflects who I am or how I feel.
BPC5 I prefer brands that help me express my style or personality.
BPC6 Sometimes I feel certain brands understand me better than others.
BPC7 I connect more easily with brands that fit my personality.
BPC8 It is easier to trust brands that align with my way of seeing life.
BPC9 I am attracted to brands that make me feel “this is so me”.

Fear of 
Missing Out

FOMO1 I feel uncomfortable when I see others enjoying products or experiences that I do not have.

Adapted from 
Hayran & Anik 

(2021).

FOMO2 I would like to purchase the same things I see others enjoying.
FOMO3 I feel frustrated if I cannot take part in experiences that other people share.
FOMO4 When I see promotions or product launches that others take advantage of and I do not, I feel excluded.
FOMO5 I feel tempted to acquire products simply because I see others doing so.
FOMO6 I find it difficult to ignore the things I am missing out on by not consuming what others do.
FOMO7 It bothers me to be left out of trends or fashionable experiences.
FOMO8 Sometimes, I consume certain products just to avoid feeling disconnected from others.

Consumer 
Happiness

CH1 I feel satisfied with the purchasing decisions I make.

Adapted from 
Cuesta-Valiño 
et al. (2023).

CH2 Shopping is a gratifying experience for me.
CH3 I feel that my purchases contribute to my overall happiness.
CH4 I believe what I buy enhances my quality of life.
CH5 I enjoy shopping for things I like.
CH6 I get excited when making certain purchases.
CH7 Shopping sometimes helps me relieve stress.
CH8 Buying what I desire helps me forget about my worries for a while.
CH9 Some shopping experiences completely absorb my attention.

CH10 When I’m shopping, time often flies.
CH11 Treating myself to certain purchases makes my effort feel worthwhile.
CH12 Buying things I value makes me feel fortunate.
CH13 Sometimes I feel that my purchases can also benefit others.
CH14 Being able to buy what I desire motivates me to keep striving.

Emotional 
Marketing

EM1 I feel an emotional connection with certain consumption experiences.

Adapted from 
Thomson, 

MacInnis & Park 
(2005).

EM2 Some brands or products make me feel a special connection.
EM3 At times, I feel emotionally involved with what I purchase.
EM4 Sometimes, I feel genuine passion for what I consume.
EM5 Certain products or experiences create a strong emotional attachment in me.
EM6 Consuming certain products makes me feel happy.
EM7 I feel emotional enjoyment when buying things I like.
EM8 Buying things that matter to me makes me feel secure.
EM9 I feel more confident when consuming products that emotionally move me.

Source:  Own elaboration.
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