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Abstract 

 

Attention on impulsive buying behavior has been increased from both researchers and marketers, 

as the negative consumption experience resulting from this unplanned buying could harm the 

business severely in terms of brand building, reputation as well as a loss of customer. By reviewing 

previous literatures, we have identified that there is still little research about the post-consumer 

behavior of impulse purchases, namely on consumers’ regret triggered from what they have bought 

impulsively. The purpose of this study is to discover the triggers of buyer regret from impulse 

purchase, which is presented by the research question “What are the triggers of buyer regret from 

impulse purchases?” By conducting a quantitative research, we proposed a conceptual model of 

impulse purchase regret that consists of six hypotheses. The technical tool that we used to test the 

conceptual model is a SPSS extension called AMOS, whereas the analysis method uses the 

application of structural equation modeling. We collected our primary data (187 viable responses) 

via a questionnaire through convenience sampling. By testing all the data with AMOS, we received 

the following result: 5 hypotheses are accepted and 1 hypothesis is rejected. This result indicates 

that upwards counterfactual thinking (CFT) on forgone alternatives, a change in significance, and 

under consideration are positively related to impulse purchase regret; external stimuli and consumer 

susceptibility to interpersonal influence (CSII) have indirect influence on impulse purchase regret. 

By applying our theoretical background to analyze the result, we suggest that consumer’s rational 

buying thinking still plays an important role in post evaluation stage of impulse purchase, even 

though it disrupts the rational buying process in the beginning. Lastly, we believe that several parties 

could benefit from our research, they are marketing, academia as well as consumers.  
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1. Introduction 

_____________________________________________________________________________________ 

This chapter aims to provide readers a preview of the study and the motivations behind it. It consists of six 

sections: background, problem discussion, purpose, research question, perspective and as well as delimitation. 

______________________________________________________________________ 
 

1.1 Background 

 

Marketing and the concepts derived thereof underwent a number of iterations. The stimulus 

that forced conceptualization of marketing concepts from today lied in the change from a 

producer driven economy to a consumer driven one. With the customer as the main focus, 

understanding their behavior, decision making and justification for purchases was getting 

more and more important in order to attract buyers. Hollander, Rassuli & Jones (2005) 

explain that the history of marketing can be periodized in different ways. Sheth & Gross 

(1988) further that classical marketing literature can be found from 1900 - 1950 and 

managerial marketing from 1950 - 1975. Further, the streams of behavioral and adaptive 

marketing start at 1965 and 1975 respectively. With the advent of the internet the 

aforementioned two categories are still hugely in focus today. Behavioral marketing, or 

targeting, refers to the act of information collection of customers and effective utilization of 

it (e.g. targeted advertisement). Adaptive marketing refers to the adjustment of a firm's 

marketing strategy in accordance to the location in which it operates.  

 

Consumer behavior has been the focus of many studies, as by gaining a better understanding 

of customers a company can sell more goods to them. Among the vast amount of behavioral 

studies in the field of marketing, impulsive purchasing behavior remains as one of the 

cornerstones of academia: this phenomenon has been researched since the 1950s until today 

– and yet not every aspect is fully understood. Our thesis is based on the definition of Rook 

(1987), who defines impulsive purchasing as follows: “Impulse buying occurs when a 

consumer experiences a sudden, often powerful and persistent urge to buy something 

immediately.” (p. 191). Further, Rook (1987) describes how this sudden desire to buy can 

stimulate an emotional conflict and lowers the regard of consumers for the consequences of 

such a behavior. Indeed, while positive emotions - such as happiness or satisfaction - can be 

an emotional response by some consumers, the question on how negative emotions - such 



 

 2 

as anger and regret - can be lowered remains as one of the big topics for discussion. A 

consumer might transfer the negative feedback from an impulsive purchase to the brand of 

the good. Thus, in order to avoid a bad association with companies and thereby possibly 

forsaking customer retention, marketers try to understand the consumer’s psychology. 

 

Impulsive purchasing itself has been and continues to remain an important topic for 

marketers and researchers alike: a survey conducted annually in the United States from 1975 

to 1992 (Rook & Fisher, 2005) showed that on average 38% of the participating adults named 

themselves as ‘impulse buyers’. Furthermore, the results show that 62% of all super market 

sales stem from these impulsive decisions. In addition, Kacen and Lee (2002) state that these 

unplanned buying decisions make up for 80% of all purchases in certain product categories 

and that the acquiring of new products result generally more on an impulse than from prior 

planning. 

 

1.2 Problem Discussion 

 

By reviewing the current state of research on this topic, we found that most existing studies 

focus on the consumer’s sense-making of impulse buying behavior itself, including the 

presence of a third party that can influence the buying behavior of one while shopping (Luo, 

2005); how cultural difference affects consumers’ attitude towards impulse buying (Lee & 

Kacen, 2008); characteristics of impulse (Rook & Fisher, 1995; Weun, Jones & Beatty, 1998; 

Jones, Reynolds, Weun & Beatty, 2003; Silvera, Lavack & Kropp, 2008); gender difference 

of impulse purchase (Cheng, Chuang, Want & Kuo, 2013; Imam, 2013); online impulse 

buying (LaRose & Eastin, 2002; Zhang, Prybutok & Strutton, 2007; Wells, Parboteeah & 

Valacich, 2011). Furthermore, there are past studies about post purchase regret - for example 

the reasons why consumers feel regret after their purchasing (Lee & Cotte, 2009). However 

there is still little research about the post-consumer behavior of impulse purchase, especially 

on consumers’ regret triggered from what they have bought impulsively. One should note 

that a significant distinction between regular purchase and impulse purchase is that the latter 

refers to irrational and unplanned purchase that has been significantly influenced by 

emotions and feelings in purchase (Rook, 1987). Adding to that, Kaur (2014) pointed out an 

interesting phenomenon that unplanned or impulse buying will most likely lead to buyer’s 

remorse, even though they made their own purchasing decision. Hence the gap we have 
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found is the lack of research on why consumers feel regret about their impulse consumption, 

since the buying decisions were made consciously. 

 

 

Shahin, Sharifi and Rahim Esfidani (2014) point out that, from a relationship marketing 

perspective, that the post purchase stage is crucial for building and recovering the 

relationship with consumers in terms trust and loyalty, namely when they have negative 

feelings about the consumption triggered by unplanned purchases. Pai (2013) also pointed 

out that the post purchasing plays a significant role in trust and loyalty recovery. Similarly, 

from customer service perspective, Wirtz and Mattila (2004) suggested that attracting new 

customers is more expensive than retaining existing ones and marketers must pay much 

attention on the post purchase stage in order to prevent a loss of the customer due to the 

customer’s dissatisfaction. Hence, the studying on this topic is crucial: first, it contributes to 

marketing knowledge in a sense that marketers and strategy makers might be able to prevent 

the negative influences on companies from a consumer’s impulse purchase, such as loss of 

brand trust and prestige, loyalty and as well as customers themselves. Second, it could 

improve and complement the body of knowledge and provide further ground for study in 

the various related fields in academia, since impulse purchase regret differs from the regular 

buying regret. 

 

1.3 Purpose 

 

The purpose of this thesis is to discover the reasons why consumers, who buy impulsively, 

have negative emotions. To be precise: the aim is to find out which factors contribute to the 

feeling of regret. The buying decision itself was made consciously by themselves, and yet 

regret and other negative feelings might occur. 

 

1.4 Research Question 

 

This thesis is analyzing the following research question:  

“What are the triggers of buyer regret from impulse purchase?” 
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1.5 Perspective 

 

This thesis will be examining the consumer’s perspective as we try to explore why consumers 

suffer from cognitive dissonance when they buy a product consciously. With this knowledge 

manufacturers, sellers and marketers could aim for methods in order to reduce such a 

negative feedback. Furthermore, we aim to establish theories that will provide grounds for 

future studies. 

 

1.6 Delimitation 

 

The specificity of the topic limits the scope and sets the boundary of our research from 

several aspects. The boundaries we set are as follows: 

 

 The choice of participants. The participants of this research will be those whose 

impulsive purchases in the past did result in negative emotions in their post-purchase 

stage. While impulsive buying can result in positive emotions, understanding the 

factors why negative ones are occurring is a great advantage for marketers and further 

research alike. 

 

 The research intention. This thesis will not focus on the entire buying decision 

making process, but only on the post purchase stage. In this stage consumers are 

confronted with their prior decision of buying a product in an impulsive manner. 

Many might justify their action in order to lower cognitive dissonance, however a 

lingering feeling of regret might remain. 

 

 The geographical coverage. This thesis will focus on the Swedish population - 

specifically those who are living in Jönköping. Due to the fact that most of Sweden's 

inhabitants are living in the southern part of the country, an inference can be made 

in terms of generalization of our results. Given the relatively short geographical 

distance, localized cultural differences that might account for a different impulsive 

purchasing behavior within Sweden might be less impactful. 
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 The demographic coverage. This paper will examine the post purchase behavior of 

international students at the Jönköping University. Most universities in Sweden are 

located in the southern part, thus, akin to the aforementioned point of geographic 

coverage, we assume that localized cultural differences, which might account for 

different impulsive purchasing behavior, can be neglected.   
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2. Frame of References 

_____________________________________________________________________________________ 

This chapter focuses on concepts and theories that are related to our thesis purpose, which creates a theoretical 

supportive background for formulating hypotheses, interview and survey questions as well as analysis of 

empirical findings later.  

______________________________________________________________________ 

 

2.1 Terminology 

 

In this section, we describe and explain the different concepts used in our thesis in order to 

provide readers with a comprehensive understanding of this topic. In order to do so, the 

following themes have been identified: impulsive buying, cognitive dissonance, buying 

process and post purchase behavior. 

 

2.1.1 Impulse Buying 

 

An impulse is explained as “a strong, sometimes irresistible urge; a sudden inclination to act 

without deliberation” (Goldenson, 1984, p 37). Wolman (1973) stated that an impulse could 

occur immediately by a certain stimulus. Impulsive behavior has been studied for many years 

in different research areas, such as philosophy, sociology, criminology and psychology (Rook, 

1987). Further, Rook (1987) explains that there are many human activities that are driven by 

impulse related to the biochemical and psychological processes in a human. The large-scale 

research on impulse purchasing started in the 1950s and impulse buying was defined as 

“unplanned purchase”. According to Rook (1987), impulsive buying refers to an urgent or 

sudden need that leads to an immediate purchase from consumers; it often occurs with 

absent thinking of the consequences. Impulse purchasing is a fast-consuming experience that 

tends to disrupt the usual buying process of consumers (see 2.1.3) - meaning that impulse 

buying is more related to emotions rather than rational thinking. However, Weinberg and 

Gottwald (1982) argue that we should further differentiate that impulsive purchasing 

decisions are unplanned and ‘thoughtless’ - meaning that not all unplanned purchases are 

impulsively decided. Indeed, some unplanned purchases can be made rationally. While this 

definition is important for some studies, we will use the definition from Rook (1987), as 
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described, for clarity's sake: we want to understand what factors lead to post purchase regret 

from impulsive purchasing rather than the separate factors of impulsive purchase itself. 

 

Other parts related to impulsive purchasing behavior are the emotions of individuals and the 

culture they live in. Impulsive buyers perceive themselves as more emotionalized than non-

impulsive buyers (Weinberg & Gottwald, 1982). In other words, consumers might purchase 

goods on impulse more depending on the mood they are in rather than the perceived mood 

they might have after purchasing a product. Cultural differences, on the other hand, can be 

summarized as follows: In their study Kacen and Lee (2002) compare impulsiveness and 

impulsive buying behavior among other factors between cultural groups. There is no 

significant difference in impulsiveness between Caucasians and Asians. However, the more 

Caucasians embrace the self-concept of independency, the more likely they are to engage in 

impulsive buying behavior. Furthermore, the authors explain that age groups are not as 

relevant for Caucasians, whereas Asians tend to buy less impulsively the older they get. 

 

2.1.2 Cognitive Dissonance 

 

The theory of cognitive dissonance has been in scrutiny of researchers in the field of 

psychology for a long time. Festinger (1957) was the first to propose that cognitive 

dissonance is a state in which a logical inconsistency between two cognitions create an 

unpleasant feeling in a person. Further, this aversive feeling creates a drive to reduce said 

inconsistency - the bigger the magnitude (=importance) of a cognition, the stronger the 

internal drive to reduce the divergence. A cognition can be any ‘piece of knowledge’ or, as 

Cooper (2007) noted, cognition can be referred as “knowledge of a behavior, knowledge of 

one’s attitude, or knowledge about the state of the world” (p. 6). The theories about cognitive 

dissonance are about sense-making, describing how people make sense and justify their 

beliefs, environment and behaviors. In general, there are three methods of reducing 

dissonance: First, a change in beliefs. Changing an inconsistent belief (cognition) to a 

consistent one will reduce the dissonance. Second, a change in action, or in other words, 

avoiding actions that cause inconsistency. Third, change of perception of action. Here, 

people rationalize their actions in order to fit their beliefs (see Festinger, 1957; Festinger and 

Carlsmith, 1959). 
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In the past decades, numerous researchers and experiments have expanded upon Festinger’s 

foundation. For example, Aronson (1968) argued that the perception of oneself versus the 

actual behavior is causing the most dissonance. When people, who see themselves as rational 

beings, are exposed to situations in which they have to behave in a non-rational manner they 

will experience cognitive dissonance, with the magnitude depending on one's self-esteem. 

Another example would be the proposed model of Cooper and Fazio (1984). The authors 

tried to look at this phenomenon with a new angle and argued that aversive consequences of 

situations, rather than the inconsistency of cognitions, would be causing dissonance. Cooper 

and Fazio (1984) were disproven by subsequent research (see Berkowitz and Devine, 1989; 

Harmon-Jones, Brehm, Greenberg, Simon & Nelson, 1996). These are just two of many 

examples how the initial theory of cognitive dissonance, proposed by Festinger in 1957, was 

used as a base for many subsequent researches. Indeed, the observations of Festinger (1957) 

and the experiments conducted by Festinger and Carlsmith (1959) remain as one of the most 

controversial and influential pieces of literature in social psychology that sparked many 

challenges and iterations. However, the base observations have yet to be disproved, making 

it a robust theory (Cooper & Carlsmith, 2015). As such, we will use Festinger’s definition for 

cognitive dissonance in our thesis.  

 

Other disciplines, such as management and marketing, have also adopted cognitive 

dissonance in its theory making. Most notably the links between impulsive purchasing, post 

purchasing behavior and cognitive dissonance are of importance for this thesis. Cognitive 

dissonance occurs not in the act of shopping, but in the post purchase behavior of the 

consumers. Individuals, with a higher impulsivity trait experience higher levels of cognitive 

dissonance than those with a lower impulsivity trait (George & Yaoyuneyong, 2010). 

Moreover, the experienced inconsistency in the aftermath of impulsive purchases can trigger 

post-purchase regret, which might make the consumer hesitant to buy future products of a 

given company. 

 

2.1.3 Buying Process and Post Purchase Behavior 

 

Engel, Kollat and Blackwell introduced the five stages of consumer’s buying process in 1968. 

Since then this initial theory has been wildly discussed and built up upon, but the core stayed 

the same. The stages the authors introduced are problem recognition, information search, 

evaluation of alternatives, purchase decision and the post-purchase behavior (see Figure 2.1). 
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The first four stages are related to the decision-making process of consumer’s, whereas the 

final step is the result of the previous steps.  

 

Kotler (2000) describes the stages as following: problem recognition arises when the 

consumer is faced with a need. This need can be triggered via internal stimuli (e.g. hunger or 

thirst) or external stimuli (advertisement). Next, in the stage of searching for information the 

consumer either becomes more attentive about a product or service or will actively look for 

information for the product or service. In the stage of the evaluation of alternatives the 

consumer will compare several alternatives with each other while trying to evaluate what 

product would satisfy their needs best. The final step for the decision-making portion of the 

model is the buying decision. Here, the consumer made the conscious decision to buy a 

product. However, there are two factors that might make the consumer reconsider: the 

attitude of others (e.g. negative feelings towards a product from a friend) and unanticipated 

situational factors (e.g. the loss of a job).  

 

 

 

 

 

The final part of the model is the post-purchase behavior. Kotler (2000) explains that in this 

stage the consumers experience satisfaction or dissatisfaction with the purchased good. The 

former occurs when the product performance meets or exceeds the buyer’s expectations, 

whereas the latter will happen if the product does not meet the set expectations. Post-

purchase actions usually depend on the customer’s satisfaction or dissatisfaction with an 

acquired product. Satisfied customers are more likely to purchase a product again. On the 

other hand, dissatisfied consumers might abandon or return a bought product, seek a lawyer, 

use social media (such as Twitter or Facebook) to express their dissatisfaction with the 

product. Lastly, Kotler (2000) describes, that the use and disposal of a product should be 
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monitored in the post-purchase stage. Consumers could keep a product but never use it, 

which might indicate dissatisfaction. Customers might also find new uses for a product.  

 

According to our understanding of past and current research, impulsive buying will 

circumvent the aforementioned decision making procedure. The consumer will immediately 

skip the first three steps of the described model and jump immediately to the decision-

making. Consumers can experience cognitive dissonance at this stage. In order to lower this 

inconsistency of cognitions, the consumers, which see themselves as rational thinking 

individuals, might start justifying their impulsive behavior. If they do not like the acquired 

product they might start feeling regret towards their decision. 

 

2.2 Theoretical Background of Hypothesis 

 

In this section, our hypotheses will be established in accordance to the existing literature. Lee 

& Cotte’s (2009) paper will lay the foundation of our proposed conceptual model in regards 

to impulsive purchasing regret.  

 

2.2.1 Conceptual model of post-purchase consumer regret 

 

According to Zeelenberg and Pieters (2006), regret can be defined as “a negative emotion 

reflecting a retrospective evaluation of a decision” (p. 666). It usually occurs when one feels 

unsatisfied with the obtained outcome in comparison to an outcome that could have been 

better if the individual made a different decision (Tsiros & Mittal, 2000). This phenomenon 

is known as outcome regret (Zeelenberg & Pieters, 2006). Lee and Cotte (2009) suggest that 

post-purchase outcome refers to individual’s evaluation of outcomes between the obtained 

one and what could have been obtained if the purchase decision was made differently. 

Moreover, Terry and Zeelenberg (2002) and Zeelenberg and Pieters (2006) explain that 

individuals might also feel regret because of the quality of the decision-making process. 

Process regret is described as the feeling of regret after a purchase when they compare the 

inferior decision process they had with a better alternative decision making process. For 

instance, an individual should have researched more information about this product before 

buying. Furthermore, Zeelenberg & Pieters (2006) suggest that counterfactual thinking plays 

also a significant role in experiencing regret. Counterfactual thinking (CFT) refers to a 

process in which individuals compare the reality with alternative possibilities by building 
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hypothetical scenarios; it consists of two dimensions: upward CFT and downward CFT 

(Kahneman & Miller, 1986). The upward CFT describes a person that thinks about how 

obtained result could have been better. In contrast, the downward CFT occurs when one 

thinks about how the obtained result could have been worse. Adding to that, Kahneman and 

Miller (1986) point out that individuals will more likely fall into the upwards CFT category 

than the downwards one. Subsequently, individuals are more prone to experience regret 

when they engage in upward CFT. Furthermore, taking the context of consumer behavior 

into consideration, CFT is a tool to help consumers to analyze why they potentially made a 

poor decision and how could it have done better (Kahneman & Miller, 1986).  

 

By connecting aforementioned theory to the research purpose of this paper, a focus lies 

mainly on the upward CFT, as the focus is on the reasons why consumers have negative 

emotions towards the impulsive purchase they made. Landman (1993) argued that the greater 

the CFT an individual has, the bigger possibility the individual will be experiencing the buying 

regret. Lee & Cotte (2009) proposed a conceptual model of post purchase consumer regret, 

as seen in Figure 2.2 that has two dimensions: outcome regret and process regret, which are 

mentioned above. 

 

 

There are two types of outcome regret: regret due to forgone alternatives and regret due to 

a change in significance. The former occurs in a situation in which individuals have chosen 

one alternative in favor of another alternative, which is perceived as most classic 

understanding of post purchase regret. When consumers believe that the chosen alternative 
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is inferior to the forgone alternatives that they could purchase, they will most likely 

experience the buying regret. Sugden (1985) previously argued that in general people assess 

the outcomes by comparing what they have obtained with what they could have obtained. 

They will feel regret when the forgone alternative has a perceived better outcome than the 

current outcome. Similarly, Zeelenberg & Pieters (2006) pointed out that regret is a choice 

related phenomena that individuals compare the forgone alternatives with the chosen one. 

Traditionally, researchers assume that the premise for the occurrence of regret due to forgone 

alternatives is that consumers must know the forgone alternatives well (Bell, 1982). However 

the regret due to forgone alternatives can still be triggered even when the consumers have 

little to no knowledge about the forgone opportunities. Thus, this effect will not be restricted 

by the degree of knowledge about the forgone alternatives (Tsiros & Mittal, 2000), since the 

forgone alternatives can be hypothetically evaluated without knowing well (Ritov & Baron, 

1995). 

 

Kahneman and Miller (1986) argued that the upward CFT will be triggered to construct 

hypothetical scenarios, when the consumers have absent knowledge about the foregone 

alternatives. To be specific, a consumer is likely to apply the upward CFT to imagine a better 

outcome that could have been gained from the forgone alternatives when they had limited 

knowledge of the missed alternatives. Based on the aforementioned discussion, we assume 

that the upward CFT of forgone alternatives is positively related to impulsive purchase regret. 

Hence, the first hypothesis is derived as following: 

 

H1: The upwards CFT of forgone alternatives has positive influence on impulsive purchase regret.  

 

In the context of consumer behavior, the general way for consumers to judge products is to 

see whether the products satisfy their predicted expectations. This can be described by a term 

called “consumption gap”, which refers to a significant difference between consumer’s 

perception (actual outcome) and expectation towards a product or service (Wilson, Zeithaml, 

Bitner & Gremler, 2012). Consumer’s expectation is about how consumer assumes and pre-

judges a product or service before making a purchase. Consumer’s perception is related to 

the actual outcome consumers get after their purchases. If there is a significant difference 

between expectation and perception, consumers will most likely feel unsatisfied which could 

lead to consumer purchase regret (Wilson et al., 2012). This means that the degree in which 

the chosen product has fulfilled the consumer’s expected or desired result will play a role in 
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assessing if the purchased product is worth the money-spent or not (Lee & Cotte, 2009). 

Regret due to a change in significance is triggered by a consumption gap of product utility 

between expected result and perceived result (Lee & Cotte, 2009). For instance, an individual 

purchases a product for a specific purpose. But the purchased product is unable to meet the 

individual's needs; this refers to the consumption gap between the expectation and 

perception that is triggered. As a result, the consumer will feel regret due to a change in 

significance. The construct implies that a change in significance is positively related to the 

impulsive purchase regret. Hence the third hypothesis will be proposed as: 

 

H2: A change in significance has positive influence on impulsive purchase regret.  

 

In addition to the aforementioned outcome dimension, the quality of the decision making 

process can generate the post purchase regret (Connolly, Terry & Zeelenberg, 2002). As we 

can see from Figure 2.2, over and under consideration are the two factors of process regret. 

Over consideration refers to how someone could have made less effort to obtain the same 

result. As mentioned, impulsive purchase refers to the unplanned decision making, which 

goes against the rational decision making process and shows a lack of consideration.  

 

Therefore, this thesis will only focus on the under consideration factor due to the specificity 

of the topic. Regret due to under consideration occurs when individuals feel that either they 

did not collect enough information or that the collected information is lacking in quality in 

order to make a rational buying decision, or they failed to apply the decision process they 

intended, the so called “intention-behavior inconsistency” (Pieters & Zeelenberg, 2005). For 

example, one intends to consume rationally, however due to external stimuli, the customer 

did not make a rational decision, which leads to the post purchase regret. This implies that a 

significant relationship between under consideration and impulsive purchase regret leads to 

our third hypothesis: 

 

H3: The under consideration has positive influence on impulsive purchase regret. 

 

2.2.2 Consumer Susceptibility to Interpersonal influence 

 

The term of consumer susceptibility to interpersonal influence (CSII) refers to the degree in 

which one’s buying decision is influenced by others and it consists of two dimensions: 
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informational influence and normative influence (Bearden, Netemeyer & Teel, 1989). 

Informational influence is about how one perceive other information as evidence of reality 

(Deutsch & Gerard, 1955). There are two types for occurrence of informational influence 

that either searching information from knowledgeable others or observing others behavior 

to make inferences of buying decision (Park & Lessig, 1977). The normative influence 

measures “individual’s need to use purchases to identify with, or enhance, his or her image 

in the eyes of significant others and a willingness to conform to the expectations of others 

in making purchase decisions” (Silvera, Lavack & Kropp, 2008, p25). Luo (2005) suggested 

that individuals may justify their own buying behavior by using others. This implies that there 

is a big possibility that individuals will be considering buying, when significant others interact 

with them. Some previous researches had also shown that young people tend to spend more 

money when they are shopping with friends (Mangleburg, Doney & Bristol, 2004). In 

addition to this, Luo (2005) pointed out that shopping with friends will most likely lead to 

impulse purchase. By linking all the discussion to our research, we consequently assume that 

consumer’s under consideration on buying is the result of interpersonal influence, which has 

indirect influence on consumer impulse purchase regret.  

 

Therefore, our fourth hypothesis is derived: 

 

H4: Consumer susceptibility to interpersonal influence has positive influence on under consideration of buying.  

 

2.2.3 External Stimuli 

 

According to Youn and Faber (2000) external stimuli can be explained as marketing cues or 

stimuli that are used by marketers to aim to attract and lure consumers to make purchases, 

including TV commercials, in store sales promotion, advertising, and physical environment 

(music and display in a store). Some studies suggest that marketing and social media have 

become more important in influencing consumer’s behavior (Kozinets, Valck, Wojnicki & 

Wilner, 2010; Valos, Ewing & Powell, 2010). Del Saz-Rubio and Pennock-Speck (2009) 

found that TV commercials have significant effects on consumer’s immediate positive 

purchase behavior, even though the products may not be necessarily needed. Effective 

hedonic advertisings can also arouse consumer’s anticipated emotions by providing 

visualized consumption experiences (Moore & Lee, 2012). For instance, weight loss 

advertisings aim to get consumers involved with a positive image of their rapid reduction 
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mass (Amos & Paswan, 2009). In addition to this, Hultén & Vanyushyn (2014) argue that 

such effective advertisements also have a significant influence on shopping for clothes. In 

store promotion has been found as another key external stimuli, especially with sales people 

since their job is to encourage or persuade consumers to consume more goods in the store 

(Park & Lennon, 2006). Han, Morgan, Kotsiopulos and Kang-Park (1991) pointed out that 

the interaction between salesperson and consumers could lead to impulse purchase. A buyer 

could accept a sudden or unexpected buying idea because of the interaction with a 

salesperson (Hoch & Loewenstein, 1991). As the result, many consumers have forgotten 

their identified needs, instead they anticipated unplanned wants during their consumption 

(Stilley, Inman & Wakefield, 2010). To adapt these studies into our research, we define the 

external stimuli as the aforementioned marketing promotions, including advertising and in-

store sales promotion that stimulate consumer’s sudden or unplanned buying behavior. To 

conclude, consumers will be likely to make an impulse purchase when they encounter 

promotional cues visually (Dholakia, 2000; Rook, 1987), which corresponds with the 

research from Rook and Fisher (1995) that the impulse purchase behavior is often driven by 

external stimuli. Iyer (1989) also argued that with the increase of the external stimuli, the 

likelihood of impulse purchase will increase.  

 

It is clear that external stimuli plays a significant role in influencing impulsive purchasing 

behavior, however one should not forget the negative marketing effect from the external 

stimuli. Bitner (1995) pointed out in his observations regarding service business that keeping 

marketing promises is crucial to build a good customer relationship, sometimes marketers 

fail to do so due to unrealistic or inaccurate promotional information. He suggested that 

marketers must think carefully when they make a promise to customers via external 

marketing communication. According to Wilson et al. (2012) a consumption gap occurs 

when a consumer’s expectation (=ideal thought) is below to his or her perception (=actual 

result) due to the marketers being unable to keep their marketing promise. This gap will lead 

to negative feelings from consumers such as anger and regret. For example, a company is 

producing pills for weight loss and, in its advertisements, it made a promise to customers 

that by using said pills the consumers will achieve a good body shape. In this scenario, getting 

a more preferable body shape by using pills is unrealistic, as the product is only helpful with 

the reducing of weight. Therefore, the consumption gap will happen due to the company 

being unable to keep their promise. By taking the discussion above into our research, we 

argue that the factor “external stimuli” is the cause of under consideration and also 
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contributes a change in significance, which has indirect influence on impulse purchase regret. 

Consequently, two more hypotheses are generated: 

 

H5: External stimuli has positive influence on under consideration. 

 

H6: External stimuli has positive influence on a change in significance. 

 

2.3 Proposed conceptual model 

 

Based on the theoretical background above, our conceptual model is established about 

impulsive purchase regret as following (see Figure 2.3). The model aims to explore the 

reasons why consumers feel regret after impulse purchase, and it consists of six hypotheses 

as proposed earlier.  
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3. Methodology 

______________________________________________________________________ 

The following sections discuss the research methodology. It begins with research philosophy, research approach, 
research strategy and design, tools for data collection and data analysis. In the end, research ethic is also 
discussed.  
______________________________________________________________________ 

 
Figure 3.1 is displayed at the beginning of this chapter in order to help readers to make sense 

of our methodological approach. Furthermore, having a clear and concise visualization of 

the structure helped us when we conducted the research for this paper. 
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3.1 Research Philosophy 

 

Saunders, Lewis and Thornhill (2009) refer to research philosophy as the development and 

nature of knowledge. An adopted philosophy will have far-reaching implications in terms of 

how to conduct the research itself. It will contain assumptions in regards to the research 

strategy and methods. This thesis adopts a positivistic research philosophy. In accordance to 

the research of Saunders et al. (2009), we will work with the observable social reality, gather 

data in form of a survey, analyze the data and derive generalizations out of it. The philosophy 

of positivism states, that facts are established by observing the reality. We used existing 

theory to develop our hypotheses as explained in the previous chapter. These hypotheses 

will be tested and thereby either confirmed or refuted. Easterby-Smith, Thorpe & Jackson, 

(2015) explain, that positivist observers must be independent from the researched variables 

in question and how human interests are neglectable as the world exists externally - thus the 

properties of said world can be measured rather than inferred through sensation or intuition. 

 

3.2 Research Approach  

 

A positivist research philosophy usually employs a deductive research approach and further 

down the line a collection of quantitative data. Saunders et al. (2009) explain five sequential 

stages that a deductive research will progress through: 

 

1. deduction of a hypothesis from the theory 

2. propose correlations between two specific concepts or variables 

3. hypothesis testing 

4. examination of the specific outcome of the inquiry 

5. if necessary, modification of the theory in the light of the findings 

 

A deductive research tends to have specific characteristics. These attributes involve the 

quantification of concepts and an indication of how variables are to be measured. Adding to 

this, control variables and a highly structured and rigid methodology are important, as this 

allows for a reliable replication of the thesis. Moreover, a fixed and predetermined structure 

will ensure accuracy in measurement. Finally, in order to generalize the findings a sufficient 

amount of observations, in terms of numerical size, is needed (Kumar, 2005; Saunders et al., 

2009). 
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Our data collection will occur via a survey. However, we do not believe that we can fully 

answer our proposed hypotheses with this information alone. As such, we will conduct focus 

groups in order to gain complementary material. While uncommon, a positivist philosophy 

can be used for interviews and the likes thereof. Therefore, the main part of this thesis will 

be quantitative whereas additional data will be gathered in a qualitative manner. Our research 

is thus a mixed approach design.   

 

3.3 Research Strategy 

 

Our research strategy consists of two parts - those being a quantitative and a qualitative 

analysis. Each part requires a shift in mindset and different approaches in the collection of 

data. While the methodological approach of this thesis is considered as a mixed methods 

research approach - that being the synthesis of the aforementioned strategies - we want to 

emphasize that the quantitative data collection and analysis are the main focus.  

 

3.3.1 Quantitative Part 

 

Quantitative researches are often used as synonyms for data collection techniques or analysis 

methods that generates or uses numerical data (Saunders et al., 2009). Creswell (2013) 

explains that this type of research is used for testing theories by investigating the relationship 

between variables. The variables can be measured and analyzed by using statistical 

procedures. As mentioned in 3.2, deduction and generalization are characteristics of this type 

of research. In order to get to this point, however, one must control alternative explanations 

and find a way to address bias. This paper sees a collection of quantitative data in form of a 

survey which will be further explained in 3.4.2. Saunders et al. (2009) describes that surveys 

are a popular form of business and management research, as it helps to answer the “who, 

what, where, how much and how many” (p. 144) questions. Surveys allow gathering a large 

amount of data from a significant part of the population in an economical way. The survey 

strategy we employ will take form of a questionnaire. Our questionnaire consists of 16 

questions and can be viewed in the appendix. Three of these will be aimed at the person him- 

or herself. We ask for age, gender and approximate budget for their impulse buying. The 

remaining 13 questions are aimed to shed light on our hypotheses. In order to find 
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supporting or disproving data. We employ a Likert scale in order to find the significance of 

various influences on our factor post purchase regret. With said Likert scale we can measure 

the agreement or disagreement of our participants.  

 

3.3.2 Qualitative Part 

 

Qualitative researches, on the other hand, are often synonymous to data collection 

techniques or analysis methods that generates or uses non-numerical data (Saunders et al., 

2009). Creswell (2013) further describes that this approach is used for exploring and 

understanding issues in depth. This thesis will employ a qualitative gathering of data in form 

of focus groups, which will be explained further in detail in 3.4.2. Our topic of impulsive 

purchasing is deeply connected to the area of human psychology. Quantifying human 

behavior is a daunting task. Interrelating relationships and blurry lines between causalities 

deems quantitative approaches in social science as difficult to go about. Thus, in order to be 

able to fully understand the ramifications of our study we will employ a qualitative data 

analysis in conjunction to our quantitative one. By doing so, we hope to be able to avoid 

misinterpretation and find discrepancies or supporting data.   

 
 

3.4 Data Collection 

 

According to Hox & Boeije (2005) two types of data can be involved in data collection of 

academic research: primary data and secondary data. Primary data is about collecting first-

hand data for reaching a specific research purpose, which can be gathered through 

interviews, observations, experiments and questionnaires (Hox & Boeije, 2005). In contrast, 

secondary data refers to the data that was collected first-hand by other persons.  

 

3.4.1 Sampling technique 

 

According to Saunders et al. (2009) it is impossible or impracticable to survey or analyze an 

entire population due to the restriction of time, money as well as access, which means 

sampling has become a necessity and not an option. Within this study, we have decided that 

our selected sample are students at the Jönköping University. We applied the non-probability 
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sampling technique, which is defined as “the probability of each case being selected from the 

total population is not known and it is impossible to answer research questions or to address 

objectives that require you to make statistical inferences about the characteristics of the 

population” (Saunders et al., 2009, p213). Convenience sampling is also one of the methods 

that will be mainly used. The convenience sampling method refers to data, which is collected 

randomly in the most effective way, taking different factors into consideration such as access, 

time and cost. To be specific, we will use tablets borrowed from the Jönköping University 

Library to ask students that had impulse purchasing experience to answer our questionnaire. 

By doing so, we can collect sufficient reliable data in a short period of time without the risk 

of having an unanswered online survey. The following Figure 3.2 illustrates an overall view 

of sampling techniques for this study. 

 

 

 
 

We used convenience sampling for the two conducted focus groups. All the participants are 

students that gave us their consent to use their experiences and opinions for this thesis. We 

will use the gathered data as supplement and complement for our collected data from the 

questionnaire as mentioned in 3.3.2. We will draw out differences, discrepancies or 

supporting evidence. 
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3.4.2 Primary Data 

 
Within this research, our primary data will be mainly collected through a questionnaire, since 

the best use of a questionnaire is when the business and management research strategy is 

designed as a survey (Saunders et al., 2009).  According to Ghauri and Grønhaug (2005) the 

general application of a questionnaire is to test a theory by collecting data and researchers 

need to define a theory from previous literatures in order to test the relationship between 

variables. Therefore we believe that a questionnaire is the most appropriate method for our 

primary data collection. Saunders et al. (2009) pointed out that the questions must be 

designed precisely before collecting data in order to answer the research question as well as 

to meet the research purpose. The questionnaire is unlike an interview (such as in-depth or 

semi-structured) that enables a researcher to explore issues further during the conversation. 

It only provides one chance for the researcher to collect data, as respondents will not re-

answer your questionnaire. This means that if the questions are not well designed, the issue 

of validity and reliability of data will occur (see further discussion in 3.6).  

 

The design of questionnaire can be generally categorized into two types (see Figure 3.3) 

according to the difference of if a questionnaire is self-administered or interviewer 

administered. In this study, we have chosen the latter, a self-administered design of a 

questionnaire, as we need our planned questions to be completely answered by respondents.  
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Within this research, we use the a seven-point Likert-style rating scale to design the questions 

in the questionnaire (see Appendix 8.2), which asks about the opinion of respondents that 

in which level they agree or disagree with statements posted in the questionnaire, ranging 

from strongly disagree (1) to strongly agree (7). These questions are designed correspondingly 

with the proposed hypotheses in order to collect empirical data. The questionnaire uses two 

types of questions and has an overall of 16 questions. Three of those ask about the 

background information of a student including age, gender, and their usual spending range 

of impulse purchase. The remaining 13 are questions scaled on a Likert scale. They are are 

meaningfully designed to answer the research purpose on what the triggers of buyer regret 

from impulse purchase are. One should be careful when formulating hypotheses as well as 

measurements or questions for it, since it has significant effect on the internal validity 

(Cooper & Schindler, 2008). In order to ensure the internal validity of our research, we used 

a study from Lee and Cotte (2009) on post purchase consumer regret as our guidance to the 

formulation of measurements and questions. The following table 3.1 will indicate the support 

references for hypothesis making and measurements/questions formulation. 

 

 

Hypotheses Measurements and Questions Supportive references 

Hypothesis 1:  

The upwards CFT of 

forgone alternatives has 

significant influence on 

impulsive purchase regret 

I believe that my other choices 

could have gained a better result 

than the current one. 

 

I should have chosen something 

else than the thing I bought 

 

I would choose something else to 

buy if I could go back in time 

Lee and Cotte (2009); 

Kahneman and Miller 

(1986); 

Sugden (1985); 

Zeelenberg and Pieters 

(2006); 

Bell (1982); 

Tsiros and Mittal (2000); 

Ritov and Baron (1995); 

Landman (1993); 

Hypothesis 2: I feel regret because I do not 

need the product in my life 

Connolly et al. (2002); 
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A change in significance 

has significant influence 

on impulsive purchase 

regret. 

 

I wish I did not buy the product 

because it is useless for me 

Pieters and Zeelenberg 

(2005); 

Sugden (1985); 

Lee and Cotte (2009); 

Tsiros and Mittal  (2000); 

Hypothesis 3: 

The under consideration 

has significant influence 

on impulsive purchase 

regret. 

With more effort put in, such as 

time, information search etc., I 

feel like that I could make better 

choice 

 

I feel regret because I did not put 

enough thought in my purchase 

decision 

Connolly et al. (2002); 

Pieters and Zeelenberg 

(2005); 

Zeelenberg and Pieters 

(2006); 

Terry and Zeelenberg 

(2002); 

Lee and Cotte (2009); 

Hypothesis 4: 

Consumer susceptibility to 

interpersonal influence has 

significant influence on 

under consideration of 

buying. 

I take the suggestion/opinion 

from my friends/family when I 

go shopping  

I get influenced by the people 

around me when I go shopping 

Bearden et al. (1989); 

Deutsch and Gerard 

(1955); 

Park and Lessig (1977); 

Silvera et al. (2008); 

Luo (2005); 

Mangleburg et al.(2004); 

Lee and Cotte (2009); 

Hypothesis 5: 

External stimuli has 

significant influence on 

under consideration. 

I feel motivated to buy a product 

because of advertisement, even 

though I did not plan to buy it  

 

Sometimes I buy something that 

is not in my initial shopping plan, 

because of the in-store 

promotion 

Youn and Faber (2000) ; 

Kozinets et al. (2010); 

Valos et al. (2010); 

Del Saz-Rubio and 

Pennock-Speck (2009); 

Moore and Lee (2012); 

Hultén and Vanyushyn 

(2014); 

Park and Lennon (2006); 

Han et al. (1991); 
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Hoch and Loewenstein 

(1991); 

Stilley et al., (2010); 

Dholakia (2000); 

Rook (1987); 

Rook and Fisher (1995); 

Iyer (1989); 

Amos and Paswan 

(2009); 

Lee and Cotte (2009); 

Hypothesis 6: 

External stimuli has 

significant influence on a 

change in significance. 

I perceive the product is not as 

useful as how it was advertised  

 

I barely use the advertised 

product I bought 

Bitner (1995); 

Wilson et al. (2012); 

Amos and Paswan 

(2009); 

Lee and Cotte (2009); 

 

 

 

Saunders et al. (2009) draw out the general differences between quantitative and qualitative 

data as follows: the former derives its meaning from numbers, its collection results is usually 

in numerical or standardized data and the analysis will be carried out through diagrams and 

statistical means. In contrast, qualitative data derives its meaning through words, the 

collection results are in non-standardized means and require categorization and the analysis 

is conducted through the use of conceptualization. Because of this and in order to gain a 

comprehensive understanding on this study, we have also chosen the focus group as 

complement method for primary data collection, as discussed above in section 3.3. The focus 

group is sometimes called “focus group interview” - it aims to get an in-depth understanding 

on a particular issue by an interactive discussion amongst participants (Carson, Gilmore, 

Perry & Gronhaug, 2001). Saunders et al. (2009) suggest that a focus group interview is 

generally used to understand the reasons behind the decisions made by participants, or to 

explore a deeper understanding of their attitudes towards the research purpose. In addition, 

it can encourage the interaction amongst participants and get more control on the focus. 
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Krug and Casey (2000) also described the main feature of focus groups being the 

aforementioned interactions among participants as “information rich”.  

 

Within this study, the design of focus group interview is semi-structured because:  

(1) It could lead the discussion into some significant areas that helps in addressing our 

research question and purpose that we had not taken into consideration previously;  

(2) It could motivate and encourage each participant to think aloud about things that they 

may have never thought about. Thus, as a result we might be able to collect rich primary data 

(Saunders et al., 2009).  

However, one should note that when conducting a semi-structured interview: The 

researchers should have a clear theme and guiding questions(s) prepared to prevent a slip 

into out-of-the-topic fields.  

3.4.3 Secondary Data 

 
The secondary data that we have collected are from previous studies, mainly peer reviewed 

papers, including journals, articles, reports as well as books. The search engines we used are: 

Scopus, Web of Science, Primo from Jönköping University Library and Google Scholar. 

There are two uses of secondary data collection that we employed: first, through a literature 

review we found our research gap, which is stated in the problem discussion section of this 

thesis. Second, it provides a solid theoretical background for the formulation of the 

hypotheses, analysis and discussion for empirical findings.  

 

3.5 Approach to Data Analysis 

 
In this section, we describe how the collected data is quantified and made sense of. As we 

employed both, a survey and two focus groups, we have various methods and approaches 

we can use. We will go in depth into these starting with the analysis of the quantitative data, 

which was the result of the used questionnaire. Afterwards, a description of the 

categorization scheme will be provided from our qualitative data - being the result of the 

focus groups. 

 

3.5.1 Analyzing Quantitative Data 
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The method we have chosen to analyze the quantitative data collected through the 

questionnaire is structural equation modeling (SEM) with AMOS. AMOS is an extension of 

the statistics software SPSS - it is a tool to analyze our quantitative data. According to Byrne 

(2009) structural equation modeling is a “statistical methodology that takes a confirmatory 

(i.e. hypothesis-testing) approach to the analysis of a structural theory bearing on some 

phenomenon” (Byrne, 2009, p3). Bentler (1988) describes this model as a causal process 

between different variables. This means that SEM is a general statistical modeling technique 

used to establish relationship among variables. Moreover, SEM has significant advantage to 

analyze or study latent variables, so called factors.  

 

Generally speaking, SEM calculates all variables at the same time in a given model rather 

than each coefficient separately. In other words all relationships between the variables are 

evaluated simultaneously (Alavifar & Karimimalayer, 2012). A benefit of this approach is 

therefore that the measurement error is not aggregated in a residual error term 

(StatisticsSolutions, 2017). Next, the output of AMOS provides extensive goodness of fit 

statistics, which in turn heightens the reliability and validity of our model (Alavifar & 

Karimimalayer, 2012). To contrast, regression modelling analyzes the most commonly used 

index for reliability, being the R-squared factor. Additional indices, such as lack-of-fit sum 

of squares or reduced chi-squared require additional effort. The type of factor analysis that 

is applicable to our study is a so-called path analysis; which can be seen as an extension of 

the multiple regression model. Garson (2008) explains that path analysis is used to test 

estimates of magnitude, significance and causal correlations between variables. The path 

diagram itself is usually visualized in a circle and arrow figure, with single headed arrows 

indicating causation. Garson (2008) further explains that the regression weights for the 

variables and a goodness of fit statistic is calculated.  

 

According to Saunders et al. (2009) when testing a proposed model, the model assessment 

procedure should be kept in the mind in order to ensure the credibility of research. Once the 

model is established, the researchers “should test its plausibility based on sample data that 

comprise all observed variables in the model” (Byrne, 2009, p7). The model assessment 

procedure can be explained as the level of goodness of fit between the proposed the model 

and sample data (Byrne, 2009; Hooper, Coughlan & Mullen, 2008). Within AMOS, there are 

important parameter values yield to estimate the goodness of model fit, such as Goodness 

of Fit Index (GFI), Chi-Square (X²), Root Mean Square Error of Approximation (RMSEA) 
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and the likes thereof, which guarantee the reliability and validity of the proposed model. By 

taking the discussion above into consideration, we believe that SEM with AMOS is the most 

appropriate method to analyze the quantitative data because of its strength of prediction in 

models in which consists of latent variables.  

 
 

3.5.2 Analyzing Qualitative Data 

 
Raw qualitative data needs to be classified into categories. We have audio-recorded our focus 

groups in two ways: we had a laptop present with which we taped the conversation. However, 

in order to keep the data reliability high and minimize misunderstandings or sound glitches 

we employed redundant recordings. Thus, in addition to the laptop we placed a smartphone 

in the middle of the table. As a result we have two focus groups to transcribe, with around 2 

hours of total footage. One author will transcribe one focus group. To minimize 

misunderstandings we assessed the other’s work while listening to the audio recordings.  
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Renner and Taylor (2003) lay out a general step by step instruction in how to analyze 

qualitative data. Figure 3.4 shows the visualization of their proposed process. The first step 

is about getting to know the data. By listening to the audio recordings and reading through 

the transcripts a few times one can get a good overview of it. Of note here is a critical view, 

since not all data is quality data. The second step describes how one should keep the purpose 

of the paper in mind. Focusing the analysis on the key questions will help to get one started 

and not to lose track of what is important. Step 3 clarifies the categorization of the data. 

Whether we use coding or indexing, two things are important to keep in mind regardless of 

the used method: the identification of themes or patterns and organization of the data into 

coherent categories. Renner and Taylor (2003) explain that the former consists of ideas, 

concepts, behaviors, phrases or interactions, whereas the latter is about summarization, 

which brings meaning to the text. There are two categories to note: preset categories that we 

set ourselves before we start with the classification and emergent categories that will come 

up with the analysis itself. The initial list of categories will usually change, as the iterative 

process of analysis might bring up concepts that we have not thought about. Categories can 

be broken down into subcategories - this process should be repeated until no new themes or 

subcategories are identified. In step 4 Renner and Taylor (2003) describe that patterns within 

and between categories will start to be evident. Within one category description a summary 

that consists of the key ideas or similarities and differences of the responses should be made. 

This can be scaled up if needed, since one category can consist of many subcategories. A 

particular theme that shows up repeatedly can be of relative importance. Indeed, counting 

how many times the same theme occurs will highlight general patterns in our data. When a 

theme consistently occurs with another they are correlated. Whether it is a cause and effect 

relationship or more of a sequence through time, one must be careful with causal 

interpretations. Lastly step 5, the interpretation of the analysis. Here, we will attach meaning 

and significance to the analysis. A list of key points or findings while categorizing the data 

will give guidance in this step.  

 

3.6 Validity and Reliability 

 

Two particular dimensions must be taken into consideration in order to ensure the credibility 

of data findings when conducting a scientific research and they are validity and reliability 

(Saunders et al., 2009). Reliability refers to “the extent to which your data collection 
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techniques or analysis procedures will yield consistent findings” (Saunders et al., 2009, p156), 

whereas the validity is concerned with “whether the findings are really about what they 

appear to be about (Saunders et al., 2009, p157). Foddy (1994) discussed validity and 

reliability of question designing that the question must be understood in a way the researcher 

wants it to be, and the answers must be understood in the way the participants mean it. He 

also proposed a four stage model to ensure the question is valid and reliable (see Figure 3.5). 

Validity itself can be split into two parts: external validity, which is concerned with the 

generalizability of the findings and internal validity, which asks whether the research was 

done in a way that minimizes confounding (Saunders et al., 2009). Taking the discussion 

above into consideration, we have carefully designed our questionnaire: every question in the 

questionnaire is made with clear purpose to prevent participants from misinterpreting 

questions; moreover, participants are enabled to ask immediately when they are not sure 

about the meaning of questions, since we are applying the convenience sampling method. In 

order to ensure our measurements (questionnaire questions) are answering concisely to our 

hypotheses, we follow a rule that each question will not ask respondents for more than one 

dimension. For example, a question, “do you like apple flavored ice-cream?” will not 

guarantee a one-dimensional answer. If a respondent answers “no”, we will not know if he 

or she does not like the ice-cream itself or the apple flavor.  
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Reliability of data is achieved in our qualitative part by the following means: We will employ 

the same structure of interview questions in every focus group. These interviews will be semi-

structured, which enables the facilitators to ask relevant questions but leaves enough room 

for discussion of related topics and experiences. After we have gained consent from the 

participants we will employ voice recorders to document the discussion of the focus groups. 

Bringing to paper a discussion during the focus group itself will only lead to mistakes. By 

recording the whole the interview we will be able to minimize misunderstandings when 

transcribing the interviews. Further, we will be able to identify changes in the voice that can 

signify happiness, sarcasm and the likes thereof that might influence the interpretation of the 
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data. Likewise, the participants are asked to fully articulate their statement in order to avoid 

any misunderstandings. In addition to this, validity of our data is achieved by using relevant 

literature to develop appropriate questions for the topic of post purchase regret. The open 

ended nature of semi constructed interviews allows for a slight digression of the topic while 

still staying relevant to the purpose - without tight constraints we, the facilitators, will guide 

the participants to not stray away too much. This structure helps us to gain deeper insights 

and understanding into the chosen topic. Moreover, in order to improve the trustworthiness 

of the collected data we will employ the method of cross decoding. This method sees that 

each of the authors will individually analyze and review the interviews. The results will be 

compared and discussed together in order to decrease incoherence and misunderstandings.  

 

3.7 Research Ethics 

 

The primary data collection in this paper is done in two ways. On the one hand, we asked 

relevant individuals to fill out a questionnaire. On the other hand, we conducted two focus 

groups in order to gain complementary and more in depth data. Ethical considerations must 

be respected regardless of data collection type. The topic and purpose of this research and 

our intentions in regards to the survey will be well explained to the participants. As we 

conduct a survey in form of a questionnaire, a header will help to clarify these issues. 

Moreover, we will inform the participants that the collected personal data (age and sex) will 

solely be used for this paper (Snijkers, Haraldsen, Jones & Willimack, 2013). 

 

In order to gain supplementary data that allows for a more in depth view of our tested theory 

we will conduct focus groups. Our intentions will be put forward three times: First, when 

the participants are asked to cooperate in our focus groups. Second, in the briefing before 

the discussion starts. Third, explicitly written down in a letter of consent, which will require 

the signature of all participants. Furthermore, the letter of consent will state the following, 

using Saunders et al. (2009) ethical considerations as basis: 

 The participants will have the right to stay anonymous. The recordings of our focus 

group will solely be used for making transcriptions. After everything is brought to 

text these recordings will be deleted. Further, the participant’s names will be replaced 

by pseudonyms in the transcript. 
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 The participants will have the right to not participate and end the focus group 

whenever they want without reason given. If a participant feels personally offended, 

uncomfortable with the question or has any other issues, they may leave at any point. 

 The participants will have the right to stay silent. A clarifying point to no-

participation. 

 We will not tolerate any racist or sexist remarks. 

 

In the appendix, the letter of consent including the information sheet for the focus groups 

can be viewed. In short, we fully inform the participants of who we are and what the research 

is used for. We will ensure the anonymity of the participants and will incorporate feedback 

of those who are interviewed.  
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4. Empirical Findings and Analysis 

_____________________________________________________________________________________ 

In this chapter the empirical findings will be shown. We will provide a descriptive analysis, an analysis for 

the model fit and a proposed model for results testing. Our complementary data collected from the qualitative 

part of this paper will be shown as well. 

_____________________________________________________________________________________ 

 

4.1 Descriptive Analysis 

 
In this section, a general description of our quantitative findings will be reflected via graphs 

and tables before running the quantitative data through testing. We have collected 188 

responses in total from the questionnaire by 25th of April. However only 187 responses are 

counted as reliable, since there is one respondent who provided the same scale-answer to all 

questions, being “1 - strongly disagree”. In this sense, 187 responses are tested with AMOS.  

 

The question 1 and 3 are about the demographic of the respondents. Namely, we ask for the 

participants’ age and usual spending range for impulsive purchases (See figure 4.1 and 4.2). 

We believe that the demographic information enables us to compare and see how responses 

vary between different groups in order to fully understand and analyze the topic 
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Figure 4.1 describes the responses of the first question from the questionnaire. The first 

question was asking about the age range of the participants. Five students are under 18 

(2.66%) whereas 15 (7.98%) are aged over 30. The majority of the participants, in other words 

168 (89.36%) out of 188, are in the age group between 18 and 30. 

 

Figure 4.2 shows the visualization of question three: the spending range of students’ 

impulsive purchases. Almost half of all students that participated in our questionnaire, that 

being 92 or 48.94%, spend between SEK 250 to SEK 500 impulsively. 73 students (38.83%) 

replied that they spend up to SEK 250 impulsively. 14 participants (7.45%) spend between 

SEK 500 and SEK 750 and 9 partakers (4.79%) are spending over SEK 750 on average on 

impulsively bought goods. After filtering through the responses we found out that 7 out of 

9 respondents that spend over SEK 750 on impulsive purchases are over 30 years old. 

Further, 7 participants over 30 also spend between SEK 500 and SEK 700 impulsively on 

average. While this statistical sample is small, there might be a positive correlation between 

age and consumption ability. 

 

The following table 4.1 shows a general trend how 187 participants answered the questions 

from 4 to 16 within the Likert scale from 1, strongly disagree, to 7, strongly agree. By 

calculating the mean value and standard deviation of the data, we can see that the responses 

are in average within the Likert scale between 5 to 6. This means that our respondents mainly 

agree on the questions from 4 to 16.  

 

Hypothesis Measurements Mean  

(Likert scale 

index from 1 

to 7) 

Standard 

Deviation 

Hypothesis 1: 

 

The upwards CFT of 

forgone alternatives has 

I believe that my other 

choices could have gained a 

better result than the current 

one. 

 

5.76 0.973 
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significant influence on 

impulsive purchase regret.  

 

I should have chosen 

something else than the thing 

I bought 

 

5.74 0.897 

I would choose something 

else to buy if I could go back 

in time 

 

5.89 1.012 

Hypothesis 2: 

A change in significance has 

significant influence on 

impulsive purchase regret. 

 

I feel regret because I do not 

need the product in my life 

5.87 0.997 

I wish I did not buy the 

product because it is useless 

for me 

 

5.86 1.079 

Hypothesis 3: 

The under consideration 

has significant influence on 

impulsive purchase regret. 

 

With more effort put in, such 

as time, information search 

etc., I feel like that I could 

make better choice 

 

5.94 0.887 

I feel regret because I did not 

put enough thought in my 

purchase decision 

 

5.99 1.000 

Hypothesis 4: 

Consumer susceptibility to 

interpersonal influence has 

significant influence on 

I take the 

suggestion/opinion from my 

friends/family when I go 

shopping  

 

6.26 1.043 



 

 38 

under consideration of 

buying. 

 

I get influenced by the 

people around me when I go 

shopping 

6.16 0.970 

Hypothesis 5: 

External stimuli has 

significant influence on 

under consideration. 

 

I feel motivated to buy a 

product because of 

advertisement, even though I 

did not plan to buy it  

5.81 1.048 

Sometimes I buy something 

that is not in my initial 

shopping plan, because of 

the in-store promotion 

5.89 1.047

  

Hypothesis 6: 

External stimuli has 

significant influence on a 

change in significance. 

 

I perceive the product is not 

as useful as how it was 

advertised  

5.83 1.043 

I barely use the advertised 

product I bought 

 

5.76 1.235 

       

4.2 Model fit test within AMOS 

 

According to Hooper et al. (2008) and Byrne (2009), we focus on absolute fit indices and 

incremental indices to assess the goodness of model fit, including Chi-Square (X²), Root 

Mean Square Error of Approximation (RMSEA), Adjusted Goodness-of-Fit Statistic 

(AGFI), Normed-fit index (NFI), and Comparative fit index (CFI).  

 

Absolute fit indices show how well a model fits the sample data. In contrast to incremental 

fit indices, absolute fit indices do not rely on comparison with a baseline model, it measures 

how well a model fits with no model at all (Hooper et al., 2008). Incremental fit indices refer 

to a series of indices that compare the Chi-Square value with a baseline model. By putting all 

the quantitative data into AMOS, the result of model fit is shown as following (see Table 

4.2).  
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The model Chi-Square is counted as a traditional mean of determining overall model fit. 

Further, Hu and Bentler (1999) describe the Chi-Square variable as one that “assesses the 

magnitude of discrepancy between the sample and fitted covariances matrices” (p. 2). Of 

note here is that this value has limitations in its use: The Chi-Square statistic is essentially a 

significance test that is sensitive to sample size - meaning it will reject models with large 

sample sizes. Further, small sample sizes are also problematic as this value lacks power to 

discern between good and bad fitting models (Hooper et al., 2008). An alternative to the Chi-

Square value is the relative Chi-Square. This value can be calculated by dividing the Chi-

Square index by the degrees of freedom (Moss, 2016). There is no consensus among 

researchers where the relative Chi-Square value should reside in: from less than 2 Ullman 

(2001) to as high as 5 (Wheaton, Muthen, Alwin & Summers, 1977; Schumacker & Lomax, 

2004). Our model has a Chi-Square value of 90.297 and 59 degrees of freedom. Thus, the 

relative Chi-Square statistic equals 1.53. 

 

Hooper et al. (2008) explains that RMSEA describes how well the model with unknown but 

optimally chosen parameter estimates would fit the population covariance matrix. More, 

RMSEA will choose the model with lesser number of parameters, as it favors parsimony. 

The RMSEA has a cut-off value close to 0.06 (Hu & Bentler, 1999), with an upper limit of 

0.07 (Steiger, 2007). Our model has an RMSEA of 0.053. 

 

The GFI is seen as an alternative to the Chi-Square test. It “calculates the proportion of 

variance that is accounted for by the estimated population covariance” (Hooper et al., 2008, 

p. 54). This statistic ranges from 0 to 1, with a cut-off point at 0.90. However, due to 

sensitivity in terms of sample sizes researchers have discouraged to use this index. The next 

iteration of the GFI was the evolution to the adjusted goodness-of-fit statistic (AGFI). The 

AGFI adjusts the GFI to the degrees of freedoms of the calculated model. Likewise, the 

AGFI ranges between 0 and 1, where values greater than 0.90 indicate a well-fitting model. 

Our model has a GFI of 0.931 and an AGFI of 0.894. 

 

NFI value can be used to evaluate the model fit by comparing the Chi-Square value between 

the model and the null model. According to Bentler and Bonnet (1980) the model will be 

considered as good fit if the NFI value is greater than 0.9. In our case, the NFI value is 0.941.  
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According to Tabachnick and Fidell (2007) in order to compare with NFI, CFI can be seen 

as an updated version that avoids from the performance issue normally triggered by small 

sample size. When the CFI value is greater than 0.9, the model will be considered as good 

fit. The resulting CFI value according to AMOS is 0.979.  

 

Model Fit Index Measure 

Standard 

AMOS 

Result 

Relative chi-square (χ2/df) χ2/df < 2 

(good fit) 

1.53 

Adjusted goodness-of-fit statistic (AGFI) AGFI > 0.90 

(bad fit) 

0.894 

Normed-Fit Index (NFI)  NFI > 0.90 

(good fit) 

0.941 

Comparative Fit Index (CFI) CFI > 0.90  

(good fit) 

0.979 

Root Mean Square Error of Approximation 

(RMSEA) 

RMSEA< 0.06 

(good fit) 

0.053 

 

To conclude, of our selected metrics, only the AGFI value says that the proposed model 

does not have a good fit. However, the relative chi-square, RMSEA, NFI and CFI all show 

a good model fit. Based on these metrics we conclude that our proposed model has an overall 

good fit. 

 

4.3 Reliability test of Cronbach’s Alpha 

 

It is important to use reliable items to ensure the validity of our questionnaire, since it 

determines the significance of our proposed conceptual model. According to Gliem, J and 

Gleim, R (2003), the Cronbach’s alpha is used as an indicator of internal consistency 

reliability. The value of Cronbach’s alpha lies between 0.00 and 1. By putting all items into 
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SPSS (see Table 4.3), we can see that the Cronbach’s alpha value for each item is generally 

around 0.7, which shows the high reliability. Therefore, we conclude that the items we chose 

for the model are reliable for our research. 

 

 
Cronbach’s Alpha N of Items 

 

0.935 13 
 

 

 
Items Corrected item total correlation  N 

 

H1 

Q4 0.719 187 

Q5 0.709 187 

Q6 0.689 187 

 

H2 

Q7 0.672 187 

Q8 0.752 187 

 

H3 

Q9 0.708 187 

Q10 0.727 187 

 

H4 

Q11 0.677 187 

Q12 0.637 187 

 

H5 

Q13 0.694 187 

Q14 0.724 187 

 

H6 

Q15 0.740 187 

Q16 0.670 187 
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4.4 Hypotheses analysis 

 

The following figure and tables (Figure 4.3, Table 4.4 and 4.5) indicate the result of six 

hypotheses that are obtained from the AMOS application. When the p-value is less than 0.05, 

the hypothesis will be accepted, otherwise rejected. In addition to that, the value of standard 

estimate is located between 0 and 1. The closer to 1, the stronger relationship between two 

variables it is.  

 

 

 

 
 
 
 

 
Estimate 

A change in significance -> Impulsive purchasing regret 0.949 

Under consideration -> Impulsive purchasing regret 0.962 
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Upwards CFT on FA -> Impulsive purchasing regret 0.943 

External stimuli -> A change in a significance  0.830 

CSII -> Under consideration 0.847 

External stimuli -> Under consideration 0.049 

 

Q4 -> Upwards CFT on FA 0.808 

Q5 -> Upwards CFT on FA 0.790 

Q6 -> Upwards CFT on FA 0.743 

Q7 -> A change in a significance 0.728 

Q8 -> A change in a significance 0.812 

Q9 -> Under consideration 0.767 

Q10 -> Under consideration 0.778 

Q11 -> CSII 0.861 

Q12 -> CSII 0.809 

Q13 -> External stimuli 0.750 

Q14 -> External stimuli 0.817 

Q15 -> External stimuli 0.840 

Q16 -> External stimuli 0.793 
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Hypotheses Measure Standard P-

Value 

A change in significance -> 

Impulsive purchasing regret 

 

P - value < 0.05, then the hypothesis is 

accepted, otherwise rejected 

0.001 

Under consideration -> Impulsive 

purchasing regret 

0.001 

Upwards CFT on FA -> Impulsive 

purchasing regret 

0.001 

External stimuli -> A ´change in 

significance 

0.018 

CSII - > Under consideration 0.001 

External Stimuli -> Under 

consideration 

0.884 

 

 

 Hypothesis 1: The upwards CFT of forgone alternatives has positive influence on impulsive purchase 

regret.  

According to the AMOS result, we can see that the p-value for hypothesis 1 is 0.001, which 

is less than 0.05 (95% confidence interval). Hence the hypothesis 1, which describes that 

upwards CFT of forgone alternatives has strong positive influence on impulsive purchase 

regret, is accepted, as the estimate value is 0.943. When the CFT of forgone alternative goes 

up by 1 standard deviation, the impulse purchase regret goes up by 0.943 standard deviation.  

As mentioned in a previous section, impulse purchasing happens in a sudden manner, which 

is often linked to an absent of rational thinking. So we believe that impulse purchase has 

potentially set a trigger on CFT on forgone alternatives in a very beginning. According to the 

five stages of the buying process (Engel et al., 1968), consumers always begin with identifying 

their needs, and then go for information research in order to find the best solution for their 
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needs or problems between various choices, which is seen as a rational purchasing process. 

However, impulse purchase refers to a fast-consuming experience that tends to disrupt the 

rational buying process of consumers. This means impulsive consumption, unlike rational 

buying process, will jump over the first three stages of buying process and go directly to the 

decision-making point directly (see Figure 4.4). Therefore, we would argue the decision 

making can be seen as an initial point in impulse purchase process. 

 

 
 

Once the impulse purchase has been made, it will move into next stage, post purchase 

evaluation. Post purchase evaluation can be simply explained as a self-feedback process about 

the product or service that people just consumed. When consumers start evaluating their 

already made decision, the upwards CFT plays an important role in consumer’s regret. The 

alternatives evaluation is the core of upwards CFT. The consumers will be likely to believe 

that they could have had a better outcome than current outcome if they had chosen other 

alternatives. The higher the level of CFT, the stronger impulsive purchase regret consumers 

have. Hence, we strongly believe that the post purchase stage is a point where CFT of 

forgone alternatives occurs, and it is positively related to consumer’s impulse regret, as stated 

by hypothesis 1.  

 

 Hypothesis 2: A change in significance has positive influence on impulsive purchase regret. 

 

Similarly, from the AMOS result, we can see that the p-value for hypothesis 2 is 0.001, which 

is less than 0.05 (95% confidence interval). Hence the hypothesis 2 is accepted; it describes 

a significant relationship between a change in significance and impulsive purchase regret, 

with an estimate value of 0.949. This explains that 94.9% of the variability of impulsive 

purchase regret is explained by a change in significance. When a change in significance goes 

up by 1 standard deviation, the impulse purchase regret goes up by 0.949 standard deviation.  
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The reason for this result can be well explained by a consumption gap between consumer’s 

expectation and perception. According to Wilson et.al. (2012), consumers will feel unsatisfied 

when their perception is below the expectation about products or services. This, in turn, will 

lead to consumer’s negative feelings, such as complain, regret or even bad word-of-mouth 

effect. A change in significance, in this research, is more about a consumer that is not satisfied 

by the actual outcome in comparison with what was expected before the purchasing. By 

linking it to the five stage-process of buying, the reason why a change in significance occurs 

is because consumers did not research enough information about the product or services 

before it was consumed. Instead, impulsiveness dominated their mind that has caused the 

impulse purchasing decision. Moreover, we believe that effective marketing promotion has 

contributed significantly on arising consumer’s anticipated consumption emotions, which 

makes them ignore the information searching stage, even for the identification of needs. 

 

 Hypothesis 3: The under consideration has positive influence on impulsive purchase regret. 

 

According to the AMOS output, we can see that the p-value for hypothesis 3 is 0.001, which 

is less than 0.05 (95% confidence interval). Hence the hypothesis 3 is accepted as it shows a 

significant relationship between under consideration and impulsive purchase regret, with the 

estimate value being 0.962. This explains that under consideration has positive influence on 

impulsive purchase regret. 

 

Based on the theoretical background, we believe that the result for this hypothesis is 

rationalized. From our point of view, under consideration can be interpreted as little effort 

is put forward on information searching and alternative evaluation stage by consumers, 

which directly leads to a poor decision making. According to Lee and Cotte (2009), 

consumers will most likely feel regret, when they receive bad outcomes due to the poor 

decision making that is caused by under consideration. For instance, in the post purchase 

stage of the buying process, consumers always feel that they could have made a better choice 

if they had put more effort into their decision-making, such as information research and 

evaluation between alternatives. This implies that under consideration has direct influence 

on impulse purchase regret, since the impulsiveness prevent consumers from taking careful 

consideration. The two dominant reasons for under consideration, according to literature 

review, we have identified are: external stimuli, and CSII, as stated by hypotheses 4 and 5.  
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 Hypothesis 4: Consumer susceptibility to interpersonal influence has positive influence on under 

consideration of buying. 

 

According to the AMOS output, we can see that the p-value for hypothesis 4 is 0.001, which 

is less than 0.05 (95% confidence interval). Hence the hypothesis 4 is accepted as it shows a 

significant relationship between CSII and impulsive purchase regret, with the estimate value 

being 0.847. This explains that CSII has positive influence on impulsive purchase regret.  

 

As mentioned earlier, CSII is heavily associated with informational influence on consumers 

– they will take information from others, such as family, friends or other to them important 

people, as Deutsch and Gerard (1955) observed with the buying process of various 

customers. In this sense, we believe that the CSII plays an important role in influencing 

consumer’s information searching and evaluation of alternatives. Similarly, Nysveen, 

Pedersen and Thorbjørnsen (2005) suggest that social influence can be seen as a major effect 

on the consumer’s actual decision-making process. This proves again that consumers will 

take other’s opinion as part of their information search and alternative evaluation. However, 

consumers have different opinions on consumption and have different standards of 

satisfaction. Hence taking other’s opinion into account cannot guarantee an effective and 

sufficient information, which is seen as under consideration.  

 

 Hypothesis 5: External stimuli has positive influence on under consideration. 

 

According to the AMOS output, we can see that the p-value for hypothesis 5 is 0.884, which 

is much greater than 0.05 (95% confidence interval). Hence the hypothesis 5 is rejected. This 

explains that external stimuli is not positively related to under consideration.  

 

Using a buying process perspective to analyze, this result highlights the consumer’s rational 

thinking in determining their buying behavior. Consumers will not think less no matter how 

arguably influential the external stimuli are. It means that consumers will not purchase 

something that they do not perceive as “needed”. The external stimuli, such as TV 

commercials, in store sales promotion, advertising and physical environment (music and 

display in a store) has little effect on under consideration without customer needs.  
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Furthermore, there is no denying that external stimuli can work as facilitator to uncover 

potential customer needs. At times, customers themselves are not aware of their own needs 

until marketers are able to present a product that resonates with said needs. 

 

 Hypothesis 6: External stimuli has positive influence on a change in significance. 

 

According to the AMOS output, we can see that the p-value for hypothesis 6 is 0.001, which 

is less than 0.05 (95% confidence interval). Hence the hypothesis 6 is accepted as it shows a 

significant relationship between under consideration and impulsive purchase regret, with the 

estimate value being 0.830. This explains that impulsive purchase regret is positively 

influenced by external stimuli.  

 

It is commonly known that the application of marketing promotion is vital for boosting sales 

and attracting customers. Hence there is no doubt that marketers should pay enough 

attention on marketing strategy. However, many marketers today make the big mistake of 

over-promising to consumers, which directly triggers a consumption gap between 

consumers’ expectation and perception. When consumers’ perception is below their 

expectation, they will see it as a change in significance. According to Bitner (1995) one of the 

essentials of marketing is to keep the promise as advertised to customers. This suggests that 

unrealistic or over-promised marketing promotion (external stimuli) could generate a change 

in significance from consumer’s perspective, since the marketer is unable to keep the promise 

they advertised before. For instance, consumers feel like the product is not as useful as how 

it was advertised.  

 

Based on result above, we conclude that upwards CFT on forgone alternatives, a change in 

significance and under consideration are positively directly related to impulse purchase 

regret.  External stimuli and CSII have indirect influence on impulse purchase regret since 

they have positive influence on a change in significance and under consideration, 

respectively. Furthermore, impulse purchasing disrupts the rational buying process of a 

consumer - literature suggests that these two factors are of binary nature - meaning that either 

a consumer buys something on impulse or the buying decision is purely rational. The 

implications here are that “rational thinking”, i.e. making planned purchases, does not come 

into effect at any point on an impulsive purchase. We argue that a part of the rational buying 

process plays a significant role in post purchase stage. Our findings suggest that consumers 
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still follow the routine of the rational buying process after they bought impulsively as 

illustrated in Figure 4.4. This “late-stage rational thinking” considerably affects impulse 

purchasing regret as consumers will try to justify their decisions. This ties back into the theory 

of cognitive dissonance - to be specific people try to justify their actions in order to lower 

the felt inconsistency. 

 

4.5 Complementary result  

 

We conducted two focus groups in order to gain complementary data. The results were 

mostly in alignment with our findings of the questionnaire. In focus group A as well as in B 

we had five participants. We will provide selected quotations of the conversations. The 

interview guide can be viewed in the appendix. The names of the participants are replaced 

by pseudonyms as explained in the letter of consent. For the ease of reading, we excluded 

filler words, such as “uh” or “uhm”. 

 

Furthermore, by following the chosen method of analyzing qualitative data (See 3.5.2), the 

following sections 4.5.1 and 4.5.2 are associated with data selection, which can be reflected 

by stage 1 and 2 of analyzing qualitative data. We selected out useful information from the 

whole interview for group A and B respectively. In section 4.5.3, the findings will be 

categorized and analyzed. 

 

4.5.1 Focus group A 

 

The first focus group (A) consists of five participants and two facilitators. The participants 

are: Maria, Felicia, Jakob, Olaf and Eric. The following describes the selected information in 

accordance to our research purpose.  

 

 Question 1: Have you guys had impulse purchase experience? And what was the last 

item you bought on impulse? 

 

Maria: “Yes. I would say the last thing I bought is clothes. I mean, you know, girls always 

need new clothes [laughing]. 
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Felicia: “I sometimes get cravings for food of my region back home. Sometimes Lidl has 

‘German weeks’ and I go crazy for their stuff. The last item I bought on impulse was a 

shampoo I heard good things about.” 

 

Jakob: “Like Felicia, for me it is also food products I buy often randomly. Sometimes I also 

buy also clothes I like.” 

 

Olaf: “I have too. Food, last item was some kind of sausage from a grocery store”. 

 

Eric: “For me it is also about food. Like, the last item I bought was popcorn at the cinema 

literally yesterday”. 

 

 Question 2: Do you feel satisfied about your impulse purchase, or have other 

negative feelings such as regret, anger or disappointed? 

 

Maria: “I feel regret most when I buy clothes online and then I realize in the end it is not 

worth the money. It’s not like buying something in-store, where I can return the clothes as 

long as I keep the invoice. It is often a pain to send them back.” 

 

Felicia: “It depends, sometimes it [the product] can turn out to be good. But yeah, I agree 

with Maria, usually I also think that the things are not that good in hindsight.” 

 

Jakob: “When I buy some food I don’t like, I usually either throw them away or give it to my 

roommates. It is just like you are throwing your own money.” 

 

Olaf: “I usually buy food, but it is a mixed bag in regards to feelings. If the stuff I bought is 

tasty then of course I am happy, if not then I will deal with it somehow...like season it with 

spices I like or throw it away. 

 

Eric: “I do not feel that bad actually, I mean, the food does not cost me that much. So after 

I found out it is bad, then I will not buy it next time again. However if something is expensive, 

I will definitely feel bad. 
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 Question 3: Could you explain yourself why these feeling were either 

positive/negative? 

 

Maria: “I guess it is because I spent the money for nothing...like buying a shirt and only 

wearing it once.” 

 

Felicia: “Because the things that you do not really need...and still have only SOME use after 

you bought it.” 

 

Jakob: “I feel regret because I don’t use the things I bought. For example, I bought some 

foods advertised in Hemköp, after I tried them I wasn’t satisfied.” 

 

Olaf: “To add to what Jakob said, if the things you bought, whether on impulse or not, are 

not as you expect them to be you will feel bad.” 

 

End of the interview guide, from here on it was an open discussion, in which the facilitators 

asked for more in depth information. 

 

 Facilitator: Felicia said something about in store promotion before - how does this 

influence you? For example, if you see a product on discount “2 for the price of 1”, 

will you buy it? 

 

Maria: “Only if I like the product beforehand. But if it’s some kind of promoter on the street 

then no. I got scammed in the past.” 

 

Eric: “If you wanna try out something new then, yeah, I can see myself buying something 

new on a discount.” 

 

Felicia: “Sometimes the discounts here in Sweden are disappointing though. 5 SEK more or 

less doesn't really matter.” 

 

Jakob: “I got burned more than once with these promotions. But when I don't have much 

money I tend to generally only buy what I absolutely need.” 
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Olaf: “I agree, money is a huge limiter in what you can buy and what not.” 

 

 Facilitator: Friends and family can influence your buying decision, right? 

 

[Everybody agreed to this statement] 

Maria: “I usually trust my family and friends. Though some friends I listen to more than 

others.” 

 

Felicia: “It also depends who you are going shopping with. Like, one friend will say: “Buy 

this, buy that!”, but another will say: “You don't need that crap, don't waste your money!” 

 

Olaf: “I usually trust my friends more than my family, since my peers usually have the same 

tastes as I do.” 

 

4.5.2 Focus group B 

 

The second focus group (B) consists as well of five participants and two facilitators. Sandra, 

Viktor, Anna, Jenny and Gustav. The following describes the selected information in 

accordance to our research purpose.  

 

 Question 1: Have you guys had impulse purchase experience? And what was the last 

item you bought on impulse? 

 

Sandra: “Well, I usually buy something that I want...I buy regardless of product. I think I 

bought chocolate last.” 

 

Anna: “Yeah, same as Sandra. Last item I bought was impulsively was ice cream.” 

 

Viktor: “Usually when I go grocery shopping and when I wait in the line. There is the next 

to the cashiers…that is full of stuff you don’t usually need. I know that they make you to 

buy sweets there, it is hard to resist. The burger yesterday was the last thing I bought” 

 

Jenny: “I usually buy groceries on impulse. I bought some candies when I went shopping.” 
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Gustav: “Clothes for me. Last item i bought on impulse was a burger” 

 

 Question 2: Do you feel satisfied about your impulse purchase, or have other 

negative feelings such as regret, anger or disappointed? 

 

Viktor: “Usually regret! The burger for example: You buy something delicious, you eat it, 

then you are happy but then it sets in you start regretting it [laughing]. If it’s only for 10 SEK 

or so it’s no big deal, but a burger for example does kinda hurt…when the good feeling runs 

out will start feeling bad about it. [...] 100 SEK is whatever but I wouldn’t buy a, say, new 

computer for 7000 SEK just like that...I think it's somewhere up to 200 SEK were I can buy 

impulsively. After that you really start thinking: “Do I really need that?” - and the answer to 

that is usually no.” 

 

Sandra: “Well, the more expensive it is the more unlikely it is that you just buy it without 

thought. I never regret buying chocolate though since it is something I can afford and I like. 

If I want to buy it I have the money…so I hardly regret it. [...] Also the same is for clothes 

or shoes…especially shoes. The shoes I usually buy tend to be expensive but I end up 

regretting it to not buy them. [...] You know it feels like I would miss out if I don’t buy it 

right at that moment [laughing]. 

 

Anna: If I buy something it’s because I want it, so I usually don’t regret it afterwards. 

Jenny: Yeah, same as Anna. While I do sometimes buy things I don’t really need I usually 

don’t regret it. I mean I do like to try out new things, but there are things that are related to 

your taste and completely new things. I had too many bad experiences in the past so I usually 

stick to things I know now. 

 

Gustav: I would say that I enjoy my impulsive purchases more than I don’t. But you usually 

notice negative emotions more than positive emotions.  

 

 Question 3: Could you explain yourself why these feeling were either 

positive/negative? 
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Gustav: “I can kinda explain. If you buy fast food the payoff is really short term. You know, 

you feel good after eating something greasy and whatnot. But long-term, you lose money 

that you have to earn back, you might gain weight that you have to train off…all those 

negative effects they last.” 

 

Sandra: “There is also the feeling of using your money in a bad way…so I agree with you. 

Also, if that what I buy doesn’t have the expected quality then I tend to regret it.” 

 

Anna: “Yeah, I agree with both of you” 

 

Viktor: “Like Sandra, for me it’s because if the quality is not what I expected. Like, I bought 

sausage a while back which I never tried before...I didn’t like it in the end so I felt bad. 

 

End of the interview guide, from here on it was an open discussion, in which the facilitators 

asked for more in depth information. 

 

 Facilitator: How does in store promotion effect you? For example, you can buy two 

for one. 

 

Victor: “If it’s something I like then yes, I will buy it but otherwise no.” 

Gustav: “I usually buy sauces or things that won't spoil fast on these discounts. But I agree 

with Victor, I don’t buy things that I don’t like.” 

 

Sandra: “I sometimes try out something new that I might like if its discounted.” 

 

 Facilitator: How do friends and family influence your impulsive buying decisions? 

 

Jenny: “Totally! If I go shopping with friends I tend to buy things they recommend to me. 

But also what my family recommends me - you know, they know my taste after all - I tend 

to just buy those products rather than look them up beforehand.” 

 

Sandra: “I 100% agree with Jenny. I am really close to my family, so I take their 

recommendations seriously. I mean, unless the product is really expensive I usually don’t 

bother to check another source.” 
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Victor: “Yeah, absolutely. But it also depends on the price. For example I spent three hours 

on Skype with a friend to choose a new laptop. But random things, like sweets, I don’t mind 

just listening to others.” 

 

Anna: “It really depends on the product. If it's like ice cream or something then I have no 

problems, but more expensive products…I research on my own to make sure it has the 

quality I want.” 

 

Gustav: “If it is a product I don’t want to begin with, for example salad, suggestions from 

friends won’t make me buy it. But if it’s something I like then a suggestions from friend of 

family will influence me.” 

 

4.6 Analysis of the Focus Groups 

 

We have identified that our participants mostly purchased either food related or clothing on 

impulse. Table 4.6 will show the categorized responses. This chapter will further analyze 

these responses and tie them into our results from the questionnaire and theory that has been 

proposed.  

 

 

Category Name of 

Participant 

Quote 

Expectations not met 

 

 

 

Maria 

 

 

 

Felicia 

 

 

Olaf 

“I feel regret most when I buy clothes online and 

then I realize in the end it is not worth the money.” 

 

 

“I also think that the things are not that good in 

hindsight.” 
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Sandra 

 

 

Viktor 

“If the stuff I bought is tasty then of course I am 

happy, if not then I will deal with it somehow...like 

season it with spices I like or throw it away.” 

“[...] if the things you bought, whether on impulse 

or not, are not as you expect them to be you will 

feel bad.” 

 

“Also, if that what I buy doesn’t have the expected 

quality then I tend to regret it.” 

 

 

“[...] for me it’s because if the quality is not what I 

expected.” 

Money goes to waste 

 

Jakob 

 

 

Eric 

 

 

 

Maria 

 

 

 

Sandra 

“It is just like you are throwing your own money.” 

 

 

“However if something is expensive, I will 

definitely feel bad.” 

 

 

“I guess it is because I spent the money for 

nothing.” 

 

 

“There is also the feeling of using your money in a 

bad way.” 

Not using or needing 

things after purchase 

 

Felicia 

 

 

 

 

Jakob 

“Because the things that you do not really 

need...and still have only SOME use after you 

bought it.” 
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Viktor 

“I feel regret because I don’t use the things I 

bought.” 

 

 

“[...] After that you really start thinking: “Do I really 

need that?”, and the answer to that is usually no.” 

Influences of Family 

and Friends 

Maria 

 

 

Olaf 

 

 

 

Jenny 

 

 

 

 

 

Victor 

 

 

 

Sandra 

”I usually trust my family and friends.” 

 

 

“I usually trust my friends more than my family, 

since my peers usually have the same tastes as I do.” 

 

 

“If I go shopping with friends I tend to buy things 

they recommend to me [...] they know my taste after 

all [...] - I tend to just buy those products rather than 

look them up beforehand.” 

 

 

“But random things, like sweets, I don’t mind just 

listening to others.” 

 

 

“I am really close to my family, so I take their 

recommendations seriously. I mean, unless the 

product is really expensive I usually don’t bother to 

check another source.” 

Financial limitations Jakob 

 

 

 

 

“But when I don't have much money I tend to 

generally only buy what I absolutely need.” 
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Olaf 

 

 

 

Viktor 

 

 

 

 

 

 

 

Sandra 

 

 

 

 

 

 

Anna 

“I agree, money is a huge limiter in what you can 

buy and what not.” 

 

 

“I agree, money is a huge limiter in what you can 

buy and what not. 

100 SEK is whatever but I wouldn’t buy a, say, new 

computer for 7000 SEK just like that...I think its 

somewhere up to 200SEK where I can buy 

impulsively.” 

 

 

“Well, the more expensive it is the more unlikely it 

is that you just buy it without thought.” 

 

“I mean, unless the product is really expensive I 

usually don’t bother to check another source.” 

 

 

“It really depends on the product [...] but more 

expensive products…I research on my own to 

make sure it has the quality I want.” 

Only buying things 

that are liked 

 

Anna 

 

 

 

Jenny 

 

 

 

Viktor 

 

“If I buy something it’s because I want it, so I 

usually don’t regret it afterwards.” 

 

 

“While I do sometimes buy things I don’t really 

need I usually don’t regret it.” 

 

 

“If it’s something I like then yes, I will buy it but 

otherwise no.” 
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Gustav 

 

 

Maria 

 

 

“[...]I don’t buy things that I don’t like” 

 

 

“Only if I like the product beforehand.” 

 

 

The category “Expectations not met” describes how the perceived expectation of a student 

was not aligned with the actual utility said product actually provided. It aligns with 

Zeelenberg and Pieters’ (2006) definition, as described in 2.2.1. The authors define regret as 

“a negative emotion reflecting a retrospective evaluation of a decision” (p. 666). Adding to 

that, we have explored the ‘consumption gap’ in section 2.2.1, that is when a product bought 

for a need but can’t satisfy this need, and proposed H2: a change in significance has positive 

influence on impulsive purchasing regret. The data we have collected from the focus groups 

supports our hypothesis, as the results from the questionnaire points into the same direction. 

Related to this category is “Not using or needing things after purchase”, as this also describes 

how a change in significance can trigger post purchase regret. The statements are aligned 

with our findings from the questionnaire: question 7 and 8 aim to answer hypothesis 2; to be 

specific 173 out of 188, that being roughly 92%, have high level of agreement in regards to 

question 7. Likewise, 92% of the responses have high level of agreement for question 8. 

 

The category “Money goes to waste” describes how after the gap in consumption the 

participants felt that they had not spend their financial means in a rational manner. Of note 

here is that this category always followed “Expectations not met”. However, some 

participants, prominently Sandra and Anna, are less affected by this phenomenon as they 

only bought what they liked. Related to this is the category “Financial limiters”, which 

describes how the available monetary means of a student can restrict what and how much 

they impulsively consume. In our proposed model, we have not included financial factors. 

However, focus group B talked extensively about this limiter, while it was only briefly 

mentioned in group A. Indeed, the financial situation of a student is a restriction in terms of 

effective purchasing power. Thus, there might be a positive correlation between financial 
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situation and quantity of impulsively purchased goods of students. Further, a positive 

relationship between financial means and price of a product might be present.  

 

The category “Influences of family and friends” ties into our proposed theory of consumer 

susceptibility to interpersonal influence (CSII). Hypothesis 4 of our model says that CSII has 

positive influence on under consideration of buying. We defined under consideration in 

chapter 2.21 as the feeling of individuals when they did not collect enough information or 

that the collected information is lacking in quality in order to make a rational buying decision. 

Indeed, the statements of our participants tie into the result from the questionnaire - here 

the majority of responses that we received for questions 13 and 14, which answers H4, lie 

between 5 and 7 on the applied Likert-scale. To be specific 177 out of 188, that being roughly 

94%, have high level of agreement in regards to question 13 and similarly 172 out of 188 

(~91%) show inclination to strongly agree with question 14. Thus we conclude that friends 

and/or family tend to have notable influence on consumer impulsive buying behavior. 

 

Lastly, the category “Only buying things that are liked” describes how the participants 

purchase goods they are familiar with. One might argue that this is a mechanism to avoid 

cognitive dissonance - a change in action, or mostly buying things that are liked, is one 

strategy to lessen said dissonance. Being satisfied with one's purchase means that the impact 

of post purchase regret is lessened or straight up not present. As mentioned, impulsive 

purchases make up for a sizeable amount of sales in certain industries - for instance, Rook 

and Fisher (2005) claim that 62% of all super market sales stem from these impulsive 

decisions.  
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5. Conclusion 

_____________________________________________________________________________________ 

This section will provide a concise summary of the paper. We will reflect upon the results of this study while 

relating them to the purpose. 

_____________________________________________________________________________________ 

 

 

The aim of this thesis is to identify the triggers of post purchase regret from impulsive 

purchasing of consumers. The model used to investigate these triggers is based on Lee and 

Cotte (2009). We used a quantitative analysis and deployed a questionnaire and held two 

focus groups in order to evaluate our research question: 

 

“What are the triggers of buyer regret from impulse purchase?” 

 

The post purchase stage is crucial as it helps to build or recover the relationship between 

consumers and producers in terms of trust and loyalty, namely when consumers have 

negative feelings about the consumption triggered by unplanned purchases (Shahin et al. 

2014). As such, understanding what triggers regret can on the one hand help marketers and 

businesses to employ effective strategies to alleviate negative feelings in consumers post 

purchase stage. On the other hand, we deepened the body of literature and provided room 

for further research - such as how financial limiters play a role in impulsive purchasing 

behavior consumers. Impulsive purchasing behavior itself has been researched for over six 

decades and yet, not every intricacy has been unveiled. In a time in which brick and mortar 

stores are partly replaced by online alternatives, impulse buying has remained a focal point 

in regards to sales. This paper focuses on the triggers of regret caused by impulsive buying - 

thus we have filled the previously identified research gap with our body of literature.  

 

The research strategy for this thesis mainly applies a quantitative research, due to the fact 

that we want to test certain hypotheses in order to examine our proposed conceptual model 

regarding the triggers for impulse purchasing regret. However, we do not believe that we can 

fully answer our research question with this information alone, since the impulse purchase 

regret is associated with consumers’ emotion and psychology. As such, we also conducted a 

qualitative strategy in order to gain complementary material. While uncommon, a positivist 

philosophy can be used for interviews and the likes thereof. Therefore, the main part of this 
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thesis has been quantitative whereas additional data has been gathered in a qualitative 

manner. Our research is a mixed approach design. For the primary data collection, a 

questionnaire was used to collect quantitative data at the Jönköping University, as we have 

decided that our selected samples are students at the Jönköping University. In the end, we 

have collected 187 valid responses. The AMOS suite is the tool we used to test our gathered 

quantitative data with applying SEM as our statistical methodology. Moreover, two focus 

group interviews were conducted as complementary data collection methods, with each one 

of those containing five participants.  

 

Regarding the empirical findings, five out of six hypotheses are proved, they are hypothesis 

1, 2, 3, 4, and 6 and with hypothesis 5 being disproved. We conclude that upwards CFT on 

forgone alternatives, a change in significance, and under consideration are positively directly 

related to impulse purchase regret. External stimuli and CSII have indirect influence on 

impulse purchase regret, since they have positive influence on a change in significance and 

under consideration, respectively. In general, we interpret the result as the rational buying 

thinking has contributed significantly to impulse purchase regret - even though impulse 

purchase disrupts the rational buying process in the beginning. However, the rational buying 

thinking still plays an important role in the post purchase stage. As shown in Figure 4.3, 

consumers start to act along with rational buying process again in post purchase evaluation 

stage. For example, “Do I really need the products I bought that is correspondent with need 

identification stage”; “I should have chosen something else than the thing I bought that is 

related to alternative evaluation in post purchase stage.” In addition, the complementary 

result indicates a hint that a relationship might exist between individual financial ability and 

impulse purchase regret. To be specific, when the consumer's financial ability is low, they 

think even more rational on making buying decision. This implies that poor financial ability 

might prevent consumers from impulse purchase. However, we cannot say that there is no 

possibility that consumers will not purchase impulsively with poor financial ability. We 

assume that consumers will feel even more regret when they purchase impulsively with poor 

financial situation. 
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6. Discussion 

_____________________________________________________________________________________ 

This chapter provides a critical reflection on our entire research, including discussion on methodology, findings, 

practical implication, limitation as well as future research suggestion.  

_____________________________________________________________________________________ 

6.1 Discussion on Findings 

 

As the purpose of our thesis is to find out what contributes to the feeling of regret of impulse 

purchase, we consequently proposed a conceptual model of impulse purchase regret. After 

we examined all primary data, the results have shown the importance of rational buying 

process on impulse purchase regret: even impulsiveness disrupts the rational buying in 

previous stages. However, the rational buying process applies again in the post impulse 

purchase stage. Based on these specific findings, we would like to have a critical discussion 

on today’s marketing strategies, which aims to generate impulsiveness on consumers. As we 

all know the purpose of marketing is to attract consumer’s attention by indicating vivid 

advertisements to create brand image and interests among customer for making sales. The 

marketing strategies have been developed in a fast-paced environment from traditional to 

online marketing via social media. It is necessary that marketers today apply various 

marketing tools to attract customers to their product or service. This could lead marketers 

to a critical mistake – that is unable to keep promise. Based on our empirical findings, it has 

been proved that a change in significance is positively related to impulse purchase regret. The 

change in significance implies a consumption gap between consumer’s expectation and 

perception (Wilson et.al. 2012). We argue that consumer’s expectation is heavily dependent 

on how marketers present their product or service to them, since this is the only way 

consumers receive information. A good marketing promotion can attract or lure consumers 

into making a buying decision, either with impulsiveness or not. However, one thing has to 

be always kept in the mind: marketers need to keep their promises to consumers, which is 

associated with how they advertise product or service to consumers. If they are unable to 

keep their promises, consumers will experience a change in significance. This will lead to a 

negative influence from consumers, such as anger, regret and even a negative reputation. 

From a relationship marketing perspective, marketers should keep their promises in order to 

prevent a change in significance. By keeping their promises, marketers can build a good 

relationship with customers (Bitner, 1995). We discuss that not being able to keep promises 
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to customers can triggers consumers purchase regret, especially in impulse purchase, since 

we believe that consumer will most likely blame the untrue advertisements at first time, if 

they perceive a significant difference from what they expected before. Moreover we also 

argue that sometimes a change in significance could also be triggered by consumers 

themselves, when they interpret the advertising messages in a wrong way. Taking an airline 

service as an example: An economy class ticket will not provide the same service as an 

“economy plus” class ticket that has wider leg space. If a consumer has wrong expectations 

on the economy service, he or she will perceive a change in significance, for example 

complaining about the space between seats. So we suggest that marketers should pay enough 

attention on delivering a true and clear message to consumers in order to prevent 

misinterpretation from consumers. According to Sheth & Mittal (1996), marketers should 

not satisfy customers’ expectations, when their expectations are wrong or unproductive. 

Instead they should educate, shape and manage their expectation needs by providing clear 

and true marketing information in order to maximally reduce the level of interpretation. 

 

Moreover, hypothesis 5 was rejected, which states the external stimuli has positive influence 

on under consideration. We interpreted this major finding in a way that external stimuli works 

as making consumers consider less, only if the external stimuli is reflected on consumer’s 

needs. This also suggests that rational thinking in terms of buying is rooted in every consumer 

initially. However, we still believe that external stimuli could positively influence under 

consideration of consumers towards making a purchase decision, even if the hypothesis 5 is 

rejected.  

 

From the focus group interview, the positive influence of a change in significance and CSII 

on impulse purchase regret are double examined. In addition, individual financial ability as a 

new possible dimension on discovering impulse purchase regret was identified. To be 

specific, consumers would act more rational when they have low financial ability, which could 

help them in preventing from impulsive purchase. We argue that individual financial ability 

sets constraints for impulse purchase – however, it will not fully stop them from buying 

impulsively. Once consumers bought impulsively with a poor financial situation, the level of 

regret might be even higher. This implies a negative relationship between individual financial 

situation and impulsive purchase regret: The higher the individual financial ability, the less 

impulsive purchase regret consumers have; the lower the individual financial ability, the more 

impulsive purchase regret consumer have. In addition, the descriptive analysis also shows a 
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hint that the financial factor influences impulse purchase regret. To be specific, participants 

who are above 30 years old have better consumption ability. This implies that people who 

have different financial ability also have a different perspective on impulse purchase, which 

is directly linked to the impulse purchase regret. For instance, one who has great financial 

ability would not feel much regret about his or her impulsive buying on a product that is 

worth a few hundred SEK. In contrast, this amount of money could be seen as a heavy loss 

by those who have low financial ability.  

 

6.2 Discussion on Methodology 

 

This quantitative thesis employed a positivistic research philosophy. This attitude allowed us 

to measure the external existing world and measure its properties rather than infer through 

sensation or intuition. All in all, one can argue that there are two drawbacks from positivism 

in our paper - these arguments, however, can be strong points depending on the context: a 

disregard of human emotions and inflexibility. Indeed, making observations while neglecting 

emotions of the observed ones for a topic that tries to analyze the triggers of an emotions 

might be seen as a flaw. Further, inflexibility refers to a disregard to unexplained phenomena 

(Johnson, 2017), as positivism sees things as they are - meaning that answers ‘outside of the 

box’ are often discouraged to pursue. We tried to counteract these two limitations by 

employing a qualitative part. While this section was as well employed with a positivistic 

approach, the semi-constructed nature of our interviews allowed for more in depth research 

on our topic. 

 

The employed research strategy was in form of a survey in which our primary means of data 

gathering was tied to a questionnaire, as this meant that we could gather a large amount of 

data in an economical way. In order to avoid a lack of responses we used a tablet and asked 

students around the university campus to fill it out. We were aware that this might have put 

on subconscious pressure on the participants to fill out the questionnaire in a way we 

expected the results to be, rather than how they would have liked to fill it out. In order to 

counteract this problem, we told the students in the beginning to read the header of the 

questionnaire carefully - which stated that they will stay anonymous - and during the filling 

out of the form itself we turned away to ensure privacy and alleviate the stress.  
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The qualitative part of this thesis encompassed two focus groups in order to gain 

complementary data. We used convenience sampling in order to gain participants, meaning 

that we chose students that were easy to reach given our limited time frame to complete this 

paper. A limitation that is unavoidable in qualitative researches is the observer bias. Saunders 

et al. (2009) advocated being aware of this bias and its threat it poses to reliability and seeking 

to control it. One way of doing this is to critically reflect upon the interpretation of the 

answers. We have carefully checked each other’s transcription and discussed the results. In 

the end we picked the most impactful quotes as seen in 4.4 and had a lengthy discussion in 

regards to the categorization and the meanings thereof. While this approach does not nullify 

observer bias we minimized the risk of it invalidating our complementary findings. 

 

After reflecting on our methodology and discussing whether for a repeated research our 

overall approach was appropriate we came to the conclusion that there are a few points to 

address. First, a higher quantity of interviews might have drawn a better picture of our 

research topic as more data would be present to analyze. Next, while we believe that the 

survey was appropriate, the actual analysis of it deserves critical reflection. Structural equation 

modeling is indeed a more and more used analysis method, however using AMOS for the 

analysis itself might have been too excessive as the use of multiple regression would be in 

hindsight also fitting. Initially we focused on minimizing errors of the calculation and a high 

model fit. Thus SEM seemed attractive for us to employ. However, after reflecting upon our 

past decisions and fully comparing both approaches on their positive as well their negative 

sides we suggest to use regression modelling for a repeated research. Multiple regression 

bears the advantage of a wide acceptance among researchers as well as an ease of use. Of 

note here is that we do not want to imply that either analysis method is better or worse than 

the other. 

 

6.3 Discussion on Practical Implication 

 

We believe our study on this specific topic has contributed significantly in expanding and 

complementing the current marketing knowledge in consumer buying behavior. Under the 

fast-changing business environment with stronger competition than ever before, more and 

more attention has been paid on post purchasing stage as marketers started to realize the 

importance of it. Understanding what generates impulse purchase regret of consumer is 

crucial and meaningful for marketers. As mentioned earlier, putting effort on post purchase 
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can help in preventing from loss of customers due to the customer dissatisfaction when 

consumers have bad buying experience. Hence, understanding why consumers feel regret 

after an impulse purchase is critical for marketers. Impulse purchase is unlike regular buying 

that could confuse marketers to make appropriate post marketing strategies. If the marketers 

have the right understanding on this, they are able to continually adjust their marketing 

strategy in order to prevent or minimize the negative experience that might be experienced 

by their consumers. Wilson et.al. (2012) pointed out that dissatisfaction is usually caused by 

a consumption gap, a difference between consumer’s expectation and perception. From this 

point, marketers could benefit from our study. They can be aware of that the unrealistic 

promises that is related to external stimuli will potentially generate consumer’s impulse regret 

once consumers are attracted or lured by those flawed promises. As a consequence, 

marketers will lose them, which is crucial for the business since attracting new customers is 

more expensive than retaining existing ones (Wirtz et al., 20014).  

 

If marketers know that consumers feel regret after impulsive purchases because of the 

change in significance, they can make appropriate strategies correspondingly, such as keeping 

the promises by improving their products and services or no bragging advertisements. 

Moreover, if marketers know that consumers feel regret from their impulse purchase because 

of under consideration, they could improve the information strategy to guide consumers to 

have right understanding on the use of product. For example, a store is selling old fashion 

clothes for evoking customer’s old memories from ‘70s. By applying our research, the store 

could state that “the products are only for keeping good memories from the past, but not 

for any other usage” in order to prevent the negative influence generated from the outcome 

when promoting its products. Further, the distinction between regular purchase and impulse 

purchase determines the different body of knowledge from the academic aspect.  

 

Our study provides readers with a comprehensive understanding on impulse purchase and 

impulse purchase regret, in a comparison with regular purchase. Last but not least, our paper 

can also help consumers in understanding the mechanism of impulsiveness, which might 

help them avoid negative feeling, such as anger or regret. 

 

6.4 Discussion on Limitation 
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There is no research without its limitations. We critically reflected upon some of these 

limitations in the subchapters prior - such as the findings or our methodological approach. 

We give readers a more holistic and compact view on critique that might undermine our 

research. 

 

First and foremost, we will argue that more time would have resulted in an overall more 

coherent thesis. Indeed, the limited timeframe we had to complete this paper narrowed down 

how many replies we could potentially get and how many focus groups we could hold. For 

instance, the students of other universities in Sweden could have consulted and asked to 

participate in our survey. In addition to that, we found a potential relation between age 

consumption range: the older participants of our questionnaire had the tendency to have a 

higher range for their impulsive purchases. Though the sample was not representative we 

could have dug deeper into this topic with more time at our hand. While gender differences 

in impulsive buying has been researched - female students have a tendency to buy more on 

impulse than their male counterparts (Coley & Burgess, 2003) - we did not further analyze 

the differences in consumption range and how specifically gender could have affected the 

different questions. For instance, with more time at hand we could have analyzed whether 

there are significant differences on whether men listen to their friends and family more than 

women or vice versa.   

 

Our sample size from the questionnaire consists of 188 replies. Our positivist research 

philosophy tries to work with the social reality and “the end product of such research can be 

law-like generalizations” as Remenyi and Williams (1998, p.32) state. However, with 188 

replies and 187 effectively used we want to point out that our results and its implications 

might lack power to generalize. Given our strict delimitation, that being students from the 

University of Jönköping that suffered regret resulting from impulsive purchasing in the past, 

we are confident that our results do represent the students of Jönköping, but not all students 

of Sweden. However, in the end more data is necessary to generalize outside of the 

boundaries of Jönköping. Further, our qualitative part consisted of two focus groups. As 

mentioned, more interviews might have resulted in more data that potentially could have 

given more insight in this topic. 

 

Next, we want to discuss how much observer and researcher bias played a role in our 

research. As mentioned, this bias describes how researchers see what they expect or want to 
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see. Based on our own experience as students, we made an educated guess how we expected 

the results to be like. In order to ensure that our expectations would not interfere with the 

research itself we made the following preparations: in addition to being aware of it we told 

the participants of our survey that they would stay anonymous and turned away from them 

while they filled out the questionnaire on the tablet. While us being close to the participants 

in the whole procedure might have created pressure on them to fill out the survey “in the 

right way”, we chose this compromise over sending it out on the internet and potentially 

receiving insufficient replies. In addition to this, we reflected extensively upon the results and 

discussed how much this bias might have affected the output. Furthermore, we cross-

checked each other’s transcription of the qualitative part and discussed the findings. 

 

In order to achieve mastery one needs to repeat an action over and over again. For both of 

us, it was a first time to compose thesis on this scope and scale - with the bachelor thesis 

lying years behind. While our program tried to prepare us for this task, it is something entirely 

different when push comes to shove rather than talking how it works according to the book. 

Mistakes have been made which in turn left us with experience to learn from. Thus, we 

remain optimistic in knowing that we contributed to the scientific community. 

 

6.5 Future Research Suggestion 

 

Based on the discussion above, we suggest future research on several different areas:  

 

1. Gender difference. Research argues that female students buy more on impulse than 

their male peers (Coley & Burgess, 2003). Thus an inference can be made that with 

a higher quantity of impulsively purchased goods the odds of feeling regret thereof 

also rises. In our interviews the young women that participated were more vocal 

about mostly impulsively buying things they like rather than giving in to consume 

something they don’t know. The implication here is that even though female students 

buy more, they suffer from less negative feelings after their unplanned purchases as 

they mostly acquire things they enjoy. 

 

2. Age group. The results of our questionnaire suggest that with higher age the spending 

range for impulsive purchases also rises: we have 15 records from students being 

over 30 years old, from which 7 spend between SEK 500 to SEK 750 and 7 spend 
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over SEK 750 on average on their unplanned purchases - the remaining one spends 

between SEK 250 to SEK 500. This trend might be explained for many of these 

adults worked before or are studying part time. Our data is not representative in this 

case as the sample size is too small - but we can derive the following suggestions: do 

older students that worked before spend more money on impulsive purchases? 

Further, how does higher financial means correlate to the frequency of spending? 

How do higher priced good effect post purchase regret? 

 

3. Target group. Related to the aforementioned two points is the target group. We 

aimed our research on the students of the University of Jönköping. Therefore, we 

suggest future research to look at the non-student population. In fact, we think it is 

interesting to analyze if there are any differences between socioeconomic factors in 

general - do people from poor households buy more on impulse than those stemming 

from middle class? How does parenting influences impulsive purchasing behavior 

and, consequently, post purchase regret? How do high earners perceive impulsive 

purchases? 

 

4. Online impulse purchases. Due to the limited timeframe, we could not categorize the 

type of the acquisition of goods. The findings from our complementary data suggests 

that most students buy either clothes or groceries on impulse. However, we are long 

past the advent of internet shopping; with reports describing how the internet retailer 

Amazon.com accounts over a quarter of all sales to impulsive purchases through 

recommendations (Dawson & Kim, 2009). There is a wide range of studies in regards 

to internet shopping, but papers describing how different age groups handle post 

purchase regret due to unwanted goods are far and wide between. 

 

5. Financial factor. As mentioned, our own data suggests that older consumers tend to 

spend more on their impulsive purchases. We suggest future research on the 

frequency of impulsive buying from high earners as well as the amount spent for said 

unplanned purchase. Further, how does the level of a “bad” purchase, meaning that 

there are negative feelings in the post purchase stage, correlate to the price of a good? 

Is there a higher threshold of these high earners before they feel post purchase regret? 

Not only people with a high salary, but also students might be affected by financial 
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limitations: those with more monetary means have the option to buy more or at a 

higher price - do those students, that are financially better off do so? 

 

6. New dimension on impulsive purchases. Our result suggests that the rational buying 

mindset of consumers comes into play at the post purchase stage in regards to 

impulsive purchases - the consumers try justify their behavior when they compare 

their impulsively bought good in relations to their usual buying manner. We argue 

that this “late-stage rational thinking” considerably affects impulse purchasing regret 

as consumers will try to justify their decisions. We argue that this point of interest 

needs further attention. For instance, by knowing that consumers switch back to 

their rational self, marketers can employ strategies in order to reassure customers that 

their purchases were not in vain. While we are confident with our results for 

international students in Jönköping, a study on a wider scale can be made. 
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8. Appendix 

 

8.1 Appendix 1: Letter of Consent 

 
 
 

Letter of Consent 

 

 

Title of the thesis: 

Triggers of impulsive purchasing regret  

 

 

Names of the researchers: 

Jiahao Huang and Oliver Esterhammer 

 

 

 

By signing this form I confirm that: 

 

1. I have read and understood the information sheet for the study and have had the 

opportunity to ask questions; 

 

2. I understand that my participation is voluntary and that I am free to withdraw at 

any time without giving a reason; 

 

3. I agree to take part in the study; 

 

4. I agree to the interview being audio recorded; 

 

5. I agree to the use of anonymized quotes in publications; 

 

6. I understand that I have the right to stay silent; 

 

7. I understand that no sexist or racist remarks are tolerated. 
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8.2 Appendix 2: Questionnaire 

 

 

 

 



 

 81 

 

 

 



 

 82 

 

  



 

 83 

 

  



 

 84 

8.3 Appendix 3: Interview Guide 

 

 

Question 1:  

 

 Have you guys had impulse purchase experience? 

 What was the last item you bought on impulse? 

 

Question 2:  

 

 Do you feel satisfied about your impulse purchase, or have other negative feelings 

such as regret, anger or disappointed? 

 

Question 3:  

 

 Could you explain yourself why these feeling were either positive/negative? 

o For instance, disappointment because of the lack of research or happiness 

because the product turned out to be really good. 

 

Free discussion:  

What else do you want to say more regarding today’s topic as impulse purchase regret?  

 

 

 


