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            초록
          
        

        
          This study aimed to examine the relationship between FoMO(Fear of Missing Out) and conspicuous leisure consumption among university students, and to verify the moderating effect of leisure identity. A survey was conducted with 584 university students in Seoul and Gyeonggi Province, and statistical analyses were performed to draw the following conclusions.

          First, leisure identity did not have a significant moderating effect on the relationship between FoMO and other-oriented consumption.

          Second, leisure identity significantly moderated the relationship between FoMO and status-symbol consumption, with a particularly notable effect in the high leisure identity group, where status-symbol consumption was reduced.

          Third, although the moderating effect of leisure identity on the relationship between FoMO and trend-seeking consumption was statistically significant, no significant differences were found between individual identity-level groups.

          Fourth, leisure identity significantly moderated the relationship between FoMO and preference for luxury brands. Specifically, individuals with low or average levels of leisure identity showed a reduced preference for luxury goods.

          These findings suggest that leisure identity can act as a psychological buffer that mitigates the influence of FoMO on conspicuous leisure consumption.
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