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Abstract 
This study aims to highlight and summarize the systematic review to analyze the significant 
factors in consumer purchase regret." Specifically, the study analyzes: a) the prevailing 
definition of consumer purchase regret throughout the period; b) theoretical lens, through 
which this concept has been explored; c) key contributions of Consumer purchase regret; and 
d) Methods of research used to test sustainable consumption. Consumer purchase regret is 
the central interest ofemotions in the current article. Academics and marketers are constantly 
concerned with the increased importance of consumer behavioral issues and their elevation 
towards an important agenda for purchase regret. In addition, it has also been recognized as 
a key driver of innovation by marketers. The novelty of this article is based on the systematic 
literature review of theories and empirical findings concerning consumer purchase regret in 
last few years. The possible effects of purchase regret on consumer behavior were discussed 
and also considered the anticipation of regret influencing on decision making. 
In order to review current regret conceptions in accordance with Denyer and Tranfield's 
instructions, the five-step approach to SLR was followed after a comprehensive database 
search and applying inclusion criteria, 15 research articles were incorporated for this 
systematic review. The core part of the paper discusses the specific CPR methodology used in 
this study and presents the review findings and discusses them. Finally, future developments 
are recommended in the promising field and the overall contribution in addressing critical 
challenges for CPR.The results of the review showed that the concept of consumer purchase 
regret has changed over time as consumer behavioral changes progresses. In addition, the 
study revealed that cross-sectional designs based on the survey methods taking into account 
certain subpopulations are widely used in existing research methodologies. Future studies on 
consumer purchase regret can be focused more on exploring additional issues regardingthe 
antecedents and critical challenges faced by both marketers and consumers in the developing 
countries. 
Keywords: Consumer Purchase Regret, Systematic Literature Review, Decision Making, 
Cognitive Process, Consumer Behavior. 
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Introduction 
The feelings of regret havebeen characterized as the adverse cognitive based effect that 
individuals encounter while realizing or envisioning that their present circumstance would 
have been better if they had acted in a different manner (Zeelenberg, 1999). According to 
Zeelenberg regret is related with consideration, sentiments, and desired actions, for example, 
a feeling of drowning, crying over split milk, thinking about a missing chance, feeling of 
starting again the same situation to improve the consequences, doing something differently 
with a second chance (Zeelenberg and Pieters, 1999).According to Landman (1993), "regret is 
defined as a more or less painful judgment and state of feeling sorry for misfortunes, 
limitations, losses, shortcomings, transgressions, or mistakes.” Such type of consumer 
purchase regret can cause dissatisfaction (Zeelenberg and Pieters, 1999,2004; Tsiros and 
Mittal, 2000) and service switching (Zeelenberg and Pieters, 1999,2004) changing consumers’ 
subsequent buying behavior (Cooke et al., 2001; Greenleaf, 2004; Lemon et al., 2002; 
Simonson, 1992). 
 
Regardless of theresearch work concerning the occurrence of regret andits consequences, the 
antecedents of regret are still not well known. Up to the date the regret response has been 
experimentally manipulated by most regret studies using recall or situations abouta 
poorbrand or product performance (Inman and Zeelenberg,2002; Tsiros and Mittal, 2000; 
Zeelenberg and Pieters, 1999,2004), toinspect regret's effects. So the causes of regret need 
to be explored further.Despite the recent researches made in last some years in consumer 
purchase regret (herein referred as CPR) research (Liao et al., 2016; Gabler et al., 2017; 
Davvetas et al., 2017) The search for answers on how customer behavior can be influenced 
more effectively by purchase regret remains an ongoing and critical issue. Debates on future 
CPR directions usually refer to some key challenges. 
 
The first crucial challenge addresses the issue of how regret arises and what can be the 
possible antecedents and consequences of CPR, and how they play a role indecision making 
and consumer behavior. The second challenge emerges from the fact that how CPR can be 
evaluated without biases; as positive feelings are easy to judge and assess but harmful 
feelings are hard to analyze. The third one refers to a needfor comprehensive, systematic 
overviews of CPR findings on consumer behavior (as the behavior of consumers is changing 
rapidly).  
 
Given this, it is essential for CPR to pursue and combine a basis of evidence of practical 
approaches to go through and advance the literature on sustainable consumer behavior. The 
research described in this paper seeks to address these critical challenges in the context of a 
particular issue.  
For this reason, we have carried out a systematic literature review (herein referred as SLR).  
 
As per the directions of Denyer and Tranfield (2009), the five-step method for conducting an 
SLR was followed: "(1) formulate one or more research questions; (2) locate studies; (3) select 
and evaluate studies; (4) analyze and synthesize studies; and (5) report and use the results".  
The main research issues underlying this study are: 
RQ 1: How many research studies available on Consumer Purchase Regret? 
RQ 2: How have these studies been carried out? 
RQ 3: What are their outcomes? 
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We first provide some theoretical background on CPR as a basis for responding to the research 
questions outlined. The next part of the manuscript describes the specific CPR methodology 
used in this study and presents the findings of the review and discusses them. Finally, we 
recommend the future improvement of this promising research area and its overall 
contribution to addressing critical challenges for CPR. 
 
Method: Systematic Literature Review 
To address the objective of this research, we carried out a systematic literature review (SLR), 
which is a rigorous method to provide an overview of a particular research field and the 
results it has produced. This approach has a growing trend for past years due to some reasons. 
SLRs address the orientation issue in light of the fast-growing body of publications that can 
no longer be overlooked (Ridley, 2012).  
A widely accepted definition of an SLR refers to “a systematic, explicit, and reproducible 
method for identifying, evaluating and synthesizing the existing body of completed and 
recorded work produced by researchers, scholars and practitioners” (Fink, 2009). According 
to this the most significant concept about the SLR method is that it's not just a simple 
introductory part of a research study, but relatively, “in itself a research study, addressing 
research questions and using the literature as data to be coded, analyzed and synthesized to 
reach overall conclusions” (Ridley, 2012). 
The core purpose in carrying out an SLR is to contribute to the development of a broader 
research outline so we will explore whathas been already established in existing empirical 
studies and what can be done for future researches. 
 
During screening phase, every article was read and selected based on the inclusion criterion, 
as the focus of study was consumer purchase regret, issues, and related outcomes. For an 
article to be included in the study, critical issues in consumer purchase regret were the core 
concepts of the research objectives focusing on some significant aspects. All types of articles 
whether quantitative and qualitative, were included to get a comprehensive picture of the 
previous literature in the context of consumer purchase regret. The main articles consisting 
the basic key words in purchase regret were highly focused. Few articles were excluded from 
the study, as the theme were studied differently. In short, those articles were selected which 
were published during year 2015-2018 in highly indexed journals of Science Direct and 
SCOPUS; and demonstrate significant antecedents, trends, and behavioral intentions in 
consumer purchase regret. All the selected articles were organized in a structured matrix with 
author name, constructs studies, methods and tools based on certain mechanism as shown 
Table 1. 
 
Data Collection 
For this SLR the data was gathered in three stages,and each progression of information 
gathered was inserted in a particular phase of the iterative procedure of screening 
publications (see Fig. 1). To do recognized and quality oriented research our SLR centered on 
peer-reviewed journal articles which were published in recognized journals. 
 
The startup of collecting data for relevant research articles in SLR was begun from a database 
search, andthe following databases were used for this study: Science Direct, SCOPUS. The 
reason for selecting these databases was their huge coverage and regular use in conducting 
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SLR: e.g., Klang et al. (2014), Nijmeijer et al. (2014), Xiao and Nicholson (2012). "Science Direct 
covers around 2500 peer-reviewed journals in 24 major scientific disciplines". The selected 
source type was Journal and data ranges from 2015-2018. The language we choose articles 
was English. To identify relevant literature, the search string used was deliberately broad in 
scope and focus according to the exploratory nature of the research. For searching the 
databases the keywords which were designedconsisted ofthree components,i.e., "consumer 
purchase regret." 
 
Study Selection 
For the selection of relevant studies, several steps were followed accordingly. Database 
search was performed in December 2018 and January 2019 and yielded a sumof 472 results. 
As the first step, we looked and discarded the “duplicate articles” across and within the 
databases so that articles may not add twice. After doing this in the next step, a 
comprehensive review of abstracts was performed, using the inclusion criteria for abstract 
screening. We checked the “titles” and the “abstracts” for the primarily analysis to ensure 
their relevance to current research questions, and eliminate those which resulted “not 
relevant.” So as a result after this screening out process 100 articles which were possibly 
important and incorporated these articles in the full-text search. In further step 20 of these 
articles, in "analyzed databases" were found that full text was not available, meanwhile, for 
other 80 articles full versionwas entirely analyzed, and it led to eliminating45articles as those 
were not related to the research questions. Then another 30articles were screened out 
because they were not written in a consumer behavior context. Finally, the remaining15 
research articles were incorporated for this systematic review. All the steps mentioned above 
involved in the selection of relevant study are reported below.  
During the selection process, only the relevant articles were employed for this study and all 
the non-relevant articles were excluded, selection criteria are followed. Firstly, the research 
studies that were focusing only on consumer behavior for different sectors and were not 
matching our criteria were excluded. Then the articles centered merely on the issues like 
consumers purchase, and the studies that deal with the effect of dissatisfaction were 
excluded. Finally, all those studies related to deal with purchase regret, specific methods, 
technologies, and tools (possess not any constructive evidence to CPR) were excluded. 
To choose the final articles for SLR analysis, a further full-text review was conducted. 
Following the method to deal with full content survey recommended by Wong et al. (2012), 
each publicationwas checkedby two sets of criteria: topic and quality relevance. Moreover, 
again we utilize the "inclusion and exclusion" criteria for abstract screening to verify 
furthereach article is relevant to the research questions. The quality criterion of the current 
SLR was based on the blend of quality assessment criteria employed byMacpherson and Holt 
(2007) andWong et al. (2012). According to them, "assessment process includes a review of 
theory, methodology and methods, analysis, relevance and contribution" and further added 
by Wonget al. (2012), "an article has to meet the first set ofcriteria and satisfy at least one of 
the quality criteria to be retained for further analysis".  
The utilization of these criteria excluded 30 articles, leaving 15articles for information 
extraction and combination. The final list of articles recovered appears in Reference. 
 
Discussion 
Literature analysis has shown that many variables regarding CPR attract researchers' 
attention. Park et al. (2015) discussed after buying cognitive behavior and how the negative 
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feelings associated with any purchase can reduce consumer purchase regret in his study and 
examined the usefulness of cognitive effort to reduce negative emotions,i.e.regret in the 
context of buyer decision-making.This paper was intended to test the influence of cognitive 
effort empirically in the search for information on regret after purchase in online and offline 
shopping situations. They explored how decision making in both online and offline context 
may differ from each other and how regret may occur after buying. The first step in consumer 
behavior is information search (Bettman, 1979). In general, the search for information help 
customers in lowering the risk associated with the purchase. 
Moreover,"cognitive efforts are the aggregate use of mental resources and are often 
described in a similar context in decision-making literature as terms such as mental effort, 
mental costs, decision-making costs and decision-making efforts" (Johnson, 2008). In 
particular, this study aims to examine the benefits of cognitive effort in reducing negative 
emotions such as regret.  
 
Buyer choices are often emotional, and emotions can strongly predict consumers' future 
behavior (Flavion-Blanco et al. 2011). Among various harmful emotions, regret is known to 
cause one of the most extreme emotional reactions (Saffrey et al., 2008), so people are 
reluctant and try to order their regret levels. (Zeelenberg & Pieters, 2006). 
"Regret is a negative feeling when comparing or imagining options for the future and realizing 
that one could have been in a more favorable situation had they chosen a different 
option"(Bell, 1982; Zeelenberg, 1999). For instance, Zeelenberg et al. (1998b) argued that 
regret is a sub-category of disappointment and that a decision-maker will only regret it if the 
disappointing result is attributed to him/her. Because of a strong relationship between 
personal responsibility and regret it can further lead (Zeelenberg et al., 1998a; 1998b), "regret 
often leads to self-blame and may aversively affect one's well-being" (Jokiassair, 2003). 
Unfortunately, for many consumers, regret is unavoidable and can have lingering negative 
consequences. 
While shopping online, customers have some limitations of not comparing the stuff and 
material physically, and that is why it is expected that online shopping will generate more 
regret than offline shopping. Park et al. (2015) described that the level of regret was generally 
reduced by higher cognitive effort and this effect has been linked to the point of purchase or 
sort of information. He further suggested that customers should lessen the cognitive effort 
reduction objective and spend more cognitive effort in certain situations. 
 
Shani et al. (2015) added a neglected, but strong effective variable' missed opportunities' to 
the literature. According to them, research remains silent as to whether "the effects of missed 
opportunities can be generalized to opportunities that will be missed in the future" and also 
what is the impact of these two types of missed opportunities. They discussed four factors 
which lead to predicting that future failures will have more impact than past failures. The first 
factor is responsibility. They argue that decision makers generally feel that they have more 
control over preventing mistakes in the future than past. Since responsibility is a primary 
determinant of regret (Zeelenberg et al., 2000), failure to prevent a future miss should lead 
to greater regret compared to a past failure which cannot be overturned. Other three factors 
that may influence purchase regret were; the ease with which individuals can imagine 
superior counterfactuals, better forecasting, and recovery from a missed opportunity. Shani 
et al. (2015) investigated the emotional and behavioral responses of people to missed 
opportunities. The goal of the study was to examine how individuals choose between regret 
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from the past and future options. Even though these relations are impartially unrelated, they 
can analytically influence decisions so that when customers feel accountable for future 
failure, they distance themselves by selecting the previous failure option. Individuals prefer 
to buy from that retailer who previously discounted the product and not from a retailer who 
will discount it in the future. They also found that people felt more regret for missing future 
discounts. 
Dhir et al. (2016), claim that research on online purchase regret has emerged from last some 
years. The presence of such regret is resulting in negative usage experience, service switching 
and discontinuity. A positive experience of an individual with any brand provides the feelings 
of enjoyment and satisfaction and results in repurchasing the brand and brand loyalty (Chang, 
2013; Shi et al., 2010; Gummerus et al., 2012). However, when the experience is negative 
(due to failure in meeting customer's expectations) can lead to regret and service switching 
(Kang et al., 2009), lower satisfaction (Buiet al., 2011; Taylor, 1997; Tsiros & Mittal, 2000) and 
a negative effect on repurchase intentions (Tsiros & Mittal, 2000). CPR can be defined as “a 
negative, cognitively determined emotion that an individual experiences when realizing or 
imagining that their present situation would have been better had we acted differently” 
(Zeelenberg, 1999). Previous marketing literature has focused mainly on such regrets, which 
occurs in offline situations, such as spending more on certain items and then facing 
regret.Dhir et al. (2016) concluded that adolescents who tend to involve actively in online 
communities' later regret their participation. Another finding suggested that the participation 
of SNS brands also contributed to the experience of online regret in Facebook use. There is 
an important point that either way of involvement (either following content or conversation) 
requires a significant amount of time every day. Because teenagers spend more time than 
expected, they tend to regret more. 
 
Rotman et al. (2017) suggested that regret caused a change in psychological and physical 
warmth and motivated people to improve this change by interacting with objects perceived 
to be physically or psychologically as opposed to temperature. They also investigated the 
feelings and emotions associated with action and inaction regret. The theory of emotion 
describes our subjective emotional experiences as a function of our physical states (Damasio 
& Carvalho, 2013). Emotionsare created by a person's perception of the physiological 
responses associated with them. Experimental support suggested that body expressions and 
reactions are closely linked to the processing and interpretation of emotional experiences 
(Damasio, 2000; Niedenthal et al., 2005; 2009). For example, fear is associated with raised 
heart rate and goosebumps (Oosterwijk et al., 2010). According to, Stepper and Strack (1993) 
certain physical pose (e.g., standing pose) are linked with specific emotional response (e.g., 
pride).  
 
Therefore, emotional processes are inherently linked to physiological reactions and contain 
psychobiological properties such as motor expression, movement, subjective experience and 
emotional regulation (Fontaine et al., 2007). By these arguments, this study investigated the 
experiencing some form of regret (action regret) leads to a higher perception of warmth 
through the experience of self-conscious emotions and creates a desire for cold products (vs. 
hot). 
Rotman et al. (2017) concluded that CPR leads to a change in emotional temperature, which 
motivates people to improve this change through interaction with consumer objects that are 
supposed to be physically or psychologically opposite in temperature. Another finding is that 
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action regret induces self-conscious emotions that turn warmth (flushness) into a desire for 
colder drinks. So the conclusion is such individuals who cannot overcome regret may have 
some mental health problems, as per past research has established a link between regret and 
both "anxiety and depression" (Roese et al., 2009). In this case, the study (Rotman et al. (2017) 
investigated that the use of temperature can provide an important regulatory mechanism to 
address such health problems and improve the overall well-being of people. Hence a simple 
solution to help firms to reduce the impact of consumer regrets. If someone has action regret, 
a worker can present a cold drink to minimize their negative emotions. 
 
Wu et al. (2017) investigated the difference between two status of regret, "other- blame 
regret (O-regret) and self- blame regret (S-regret)," and to examine the actual cause and to 
limit conditions of the relationship between regret and negative word of mouth (NWOM). 'O 
and S' regret relates to a cognitive process in which a person objects to others (or to himself) 
for the occurrence of a stressful event (Janoff-Bulman, 1979), though 'O and S' regretis not 
necessarily evenly exclusive in that individuals can blame others while they blame themselves. 
Customers can feel regret due to different reasons but in this study (Wu et al. (2017) authors 
proposed that in post-purchase scenarios of regret in which buyers express their own 
experiences with others, both regrets will have diverseimpacts on anger and sadness leading 
to a completely different probability of spreading NWOM. In other words, various roles of 
anger and sadness explain the various consequences of 'O and S' regret leading to NWOM. 
 
Wu et al. (2017) concluded that customers with O-regret spread more NWOMs than 
individuals with S-regret, even though they may have the same level of regret. This connection 
is explained by various negative feelings, such as anger and sadness, which mediate roles in 
different situations of regret. It can, therefore, be concluded that anger is a dominant emotion 
when customers having O regret and the effect of regret on NWOM is mediated. Also, the 
apparent magnitude of the problem itself may not lead to a higher tendency to transmit more 
NWOM in retail situations. It depends instead on the level of anger experienced by the 
customer after a purchase. This (Wu et al. (2017) also revealed that feelings of sadness also 
increase the chance of NWOM when buyers experience S regret. 
 
Gabler et al. (2017) studied that "increasing discount pricing strategy" constantly pits product 
scarceness against future discounts and push customers to choose among price savings and 
the possible risk of lost the chance to purchase. In consumer behavior prices play an essential 
role (Kukar-Kinney et al. 2012). This research advanced the theory of pricing by applying the 
discount strategies (Gabler & Reynolds, 2013) to two various settings and product type-site., 
Scarcity concepts (Jang et al., 2015) and regret (Tsiros, 2009). 
According to the findings (Gabler et al. (2017), price consciousness does not affect buying 
decision regret but directly leads to the decision not to purchase. It also concluded that if 
there are only a few choices available to buy,then it will increase the regret for both action 
and inaction. Materialism has a significant positive impact on the purchase and also regret 
the buy decision in the context of the SID. These results underline how particular features 
shape aversion to loss and the decision- making process. If the discount for future buying will 
raise than the CPR for inaction also increase. 
 
Davvetas et al. (2017)examined the moderating role of consumer brand identification (CBI) in 
response to CPR. It indicates that the CBI reduces the adverse effects of CPR and reinforce the 
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positive impact of satisfaction on the intention to repurchase/recommend brands. Also, the 
study (Davvetas et al. (2017) showed that consumer-brand bond helps in reducing cognitive 
dissonance and emotional regulation. This study also suggested that developing a consumer 
relationship can protect the brand from superior competitors'. Also, if there is a strong CBI, it 
can furtherdevelop a link between the customer's identity and the brand's identity. Finally, 
conclude that strong CBI can influence and eliminate the negative past experience and CPR. 
This study (Davvetas et al. (2017) contributed to the theory of regret by suggesting that the 
occurrence of regret is not identical across brands, but depends heavily on the relationship 
between customer and brand.  
 
Ha, Youngwook. (2018), investigated the differences that affect consumer preferences when 
new technologies come into being, between the expected benefit of the existing system and 
the anticipated advantage of the improved system. The rapid improvement and addition of 
new technology in products is an important factor which leads to a delay in the decision of 
the customer to make the purchase or not. With the evolution of IT products., TV or 
computers are available, it is often apparent that the prices of such products are falling or 
that customers have the opportunity to purchase products with better options and friendlier 
prices. In general, "consumers make purchasing decisions based on the expected benefits or 
values created by using the product" (Davis et al., 1989). However, future expectations would 
affect consumer behavior if consumers knew that future product would improve significantly 
from the current one. The theory of regret illustrates the decision - making the process that 
takes future alternatives into account. According to the regret theory, "the expected emotion 
arises when the unselected alternative is compared to the value of the selected alternative, 
which leads to consumer behavior," (Sheeran et al., 1999; Zeelenberg, 1999). 
According to the findings (Ha, Youngwook. (2018), the higher the recognition of the 
advantages of the current system, the lesser the gap in the upgraded system benefit was 
forecasted. Furthermore, the more the recognition of the advantages of the existing system, 
the intent to employ the potentialfuture system was also high. The awareness of the benefit 
of the present system is analyzedto have an indirect effect on the expected regret by 
comparing it with the benefit of the future system since it has not been statistically proven. 
The expectedregret was then confirmed to hurtbehavioral intention. This result is in line with 
previous findings (Baumgartner et al., 2008; Chen et al., 2015; Zeelenberg, 1999). 
 
Mourali et al. (2018) proposed that increased power reduces anticipation of regret and the 
fear of taking the incorrect decision, so the authors further suggested that power affects the 
degree of selection by reducing the vulnerability of customers to anticipated regret.  
Marketers try to raise traffic in their selling places. However, an increase in store visitors may 
not result in raising the sales, because customers can postpone the buying decision to avoid 
the negative emotions that can arise when making difficult tradeoffs between necessary 
choices. Mourali et al. (2018) investigated how power, one of the most pervasive social world 
forces (Keltner et al., 2003), influences the tendency of customers to postpone the decision. 
Customers experience natural feelings of power and powerlessness and these feelings can 
come from many sources, including the perception of customers' opinion of their 
socioeconomic status (Henry, 2005), and bargaining position (Dwyer, 1984).The key findings 
(Mourali et al. (2018)are that increased power encourages action, while powerlessness led to 
inaction and evasion. Another finding indicates that while poweris generally related with less 
delay, but it can lead consumers to make no choices in some situations. Due to this method, 
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there are psychological factors that make regret significant or reduced, such as reversibility 
of results and locus of regrets (postponing vs. choose now) could change the tendency of 
consumers to postpone their decision. Likewisein situations where customers' having 
confidence in choices, they made can drive them away from regret. Another finding suggested 
that if individuals associate inaction with more regret than action, the powerless should be 
even more likely to act than the powerful. The customers' state of power influenced the CPR. 
However, other factors then power can also affect the anticipation and probability of a 
postponement of choice. For instance, "people are less likely to expect regret when the 
outcome of a decision can easily be reversed (Zeelenberg et al., 1996)." 
 
Park et al. (2018)stated that in the last 25 years, e-commerce has seen tremendous growth, 
and in 2015 e-commerce expenditure in the United States was close to $350 billion (Smith & 
Anderson, 2016), £52.25 billion in the UK (Moth, 2015). Although e-commerce progress is 
growing rapidly a broad understanding of customer behavior is lagging in online shopping 
environments. Park et al. (2018) tried to investigate the regret of consumers regarding 
cognitive efforts and justification in online shopping. In addition to justification, cognitive 
efforts are equally valuable to customers. Cognitive effort results in increased decision 
confidence and accuracy (Bettman et al., 1998). The key finding of the (Park et al. (2018) was 
that more cognitive research efforts could help decision-makers to mitigate their old regrets 
even if the effort does not pay off in terms of accuracy. It may mean that customers have to 
make more cognitive efforts to avoid future regrets. Another finding is that if customer 
schmooze to deviate from their early decision and make a spontaneous purchase, and if they 
have already made a cognitive effort to make the other choice than it will be better not to 
think why they needed the initial product, to feel less regret. When customers have time to 
process product information, they tend to believe that they have made sufficient cognitive 
effort in the decision and therefore suffer a lesser amount of regret. 
 
Liao et al. (2017) adopts the theory of expectation confirmation (ECT) and regret to examine 
the effects of external reference points on repurchase behaviors and to examine how the 
search effort of customers persuades satisfaction and regret. They found that alternative 
attractiveness indirectly affects satisfaction and the intention to repurchase by regret. 
Another finding is that CPR has an effect on the intention to repurchase and mediates the 
impact of alternative attractiveness on satisfaction and repurchases intentions. It also 
suggested that high attractiveness of alternatives can lead to CPR, but search effort not only 
contributes to post purchase satisfaction but also reduces CPR. We concluded that level of 
loyalty could generate more repurchasing through inducing positive emotions 
(e.g.,satisfaction) but it may not be able to reduce the impact of negative emotions (e.g., 
regret) on repurchasing. 
 
Davvetas et al. (2018) further argued on the basis of regret theory that the affordability of 
selected and forgotten global/local brands affects the response of customers to regrettable 
purchases and that the direction and scope of this impact depends on the category of 
products and the global identity of consumers. The findings showed that according to the 
consumer regret theory, the features of selected and forgiven brands could regulate the 
degree of consumer regrets after critical comparisons with superior competitors.Davvetas et 
al. (2018) also identified that brand globality and locality could influence consumer emotions 
and help them to deal better with the emotional discomfort caused by comparisons with 
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unchosen products. Therefore, brand globalization and locality act as emotional regulators by 
acting as catalysts of regret or as immunizers of regret when global/local brand choices go 
wrong. 
 
Seung-Hee Lee & Jane E. Workman (2018) demonstrated that the emotional state of the 
customer after purchasing / non-purchasing is affected by regret that can further lead to 
either dissatisfaction, negative word of mouth or low repurchase intention. CPR is defined as 
"the propensity of consumers to experience regret following a decision to purchase or not to 
purchase a product or service" (Delacroix & Jourdan, 2007). Compulsive buying is "chronic 
repetitive purchasing that becomes a primary response to negative events or feelings" 
(O’Guinn & Faber, 1989). 
According to Delacroix and Jourdan (2007), customers who respond quickly(earlier adopters) 
inbuying decisions are more likely to regret the purchase, but customers who delay purchase 
decisions (e.g., later adopters) are more likely to regret not purchasing. They also established 
that women were more likely to regret than men. Since compulsive shoppers shop more 
oftenthat's why they have more chances of havingpost purchase regret and also depends of 
level of product involvement, they also found that customers may not regret buying when 
they can return the item as returns are indicative of CPR. 
 
Kuang et al. (2018) investigated the effect of uncertainty about valuation and expected 
regrets on customer buying behavior, business prices and cost strategy. They considered a 
company that sells two substitutes over two periods, one product for one period, in a sales 
season. The company declared all price ranges at the start of the sales period (price 
commitment) or the beginning of each period (dynamic pricing) every price. Also, a consumer 
may regret buying if he or she decided to buy in the first period or postponed. 
Kuang et al. (2018) found that the prices of the two alternative products are positively 
correlated. However, the price of product 1 is lower than product 2, despite the higher 
average value of product 1..The results also showed that the effects of each type of expected 
CPR on the prices of the company could be opposite and depend on the uncertainty 
conditions. The optimum price for the second-period increased in regret of purchase and 
decreased in regret of waiting when the uncertainty is moderate. If there is greater 
uncertainty and customers expect much more aversion to buying regret, the effects can 
change the other way around. Although purchase regret mostly raises the price of the second 
period, it's hamfatter company's overall demand and profit. The reason is that buying regrets 
lead to strategic waiting and therefore leads customers to share some of the risks to the 
company due to uncertainty. So these findings also justify the importance of return policy in 
daily life, which diminish the adverse effects of CPR. 
Finally, due to the strategic behavior of consumers in determining the possible price for the 
second period the level of uncertainty and expected regrets affect the value of the price 
commitment. 
 
Chen et al. (2015) introduced a conceptual model that shows that when customers 
psychologically generate supposed scenarios where they anticipate the regret, they may feel 
after the use of counterfeit products (For example, other buyers find their product to be a 
fake rather than an iconic luxury brand),than customers are more likely to choose a non-
conspicuous option than a conspicuous one. More expressly, considering that obvious typical 
counterfeited items are linked to the higher possibility of regret, this research suggested that 
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customers are more inclined to buy a counterfeit luxury product without a logo than a 
counterfeit luxury product with a logo. The aim of this study was, therefore, to investigate the 
reduced desire of consumers for "conspicuous prototypical counterfeit luxury products" by 
examining how anticipated regret influences their preference for the purchase of such 
products and the finding of this study was that customers are less likely to buy anobvious 
counterfeit product if they anticipate their regret. 
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Table :1 

Variables Research 
Methodology 

Data 
Collection 

Sampling Test Sample Size Reference 

Regret, Cognitive effort, Online and offline shopping Experimental 
Study Survey 

Questionnaire Connivance  
sampling 

Study 1: 147 
Study 2: 129 

Park et al. 
(2015) 

Future regret, Past regret, Counterfactuals, Missed 
opportunities, Responsibility, Promotions 

Experimental 
Study Survey 

Questionnaire Purposive 
sampling 

Study 1: 30 
Study 2: 60 

Study 3: 111 
Study 4: 120 

Shani et al. 
(2015) 

Adolescents, Cross-sectional, Facebook, Online regret 
experience, 

SNS brand participation, Problematic use 

Survey Questionnaire Purposive 
sampling 

804 Dhir et al. 
(2016) 

 
Experiencing action regret, Change in psychological and 

physical warmth 
 

Experimental 
Study Survey 

Questionnaire Purposive 
sampling 

Study 1: 157 
Study 2: 109 
Study 3: 121 
Study 4: 119 

Rotman et al. 
(2017) 

Negative word of mouth, Anger, Blame attribution, Sadness, 
Other-blame regret, Self-blame regret 

Survey Questionnaire Purposive 
sampling 

111 Wu et al. 
(2017) 

Regret, Scarcity, Discount, Omission bias, Expected utility, 
Retail 

Online Survey Questionnaire Convenience 
sampling 

Study 1: 339 
Study2: 421 

Gabler et al. 
(2017) 

Consumer-brand identification, Regret, Satisfaction, 
Consumer-brand relationships 

Survey Personal 
interviews 

Questionnaire 

 
Quota sampling 

 
350 

Davvetas et 
al. (2017) 

Behavioural intention, Anticipated regret, Expectations gap Online Survey Questionnaire Convenience 
sampling 

805 Ha et al. 
(2018) 
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Power, Choice deferral, Decision confidence, Anticipated 

regret, Decision difficulty 

 
Experimental 
Study Survey 

 
Questionnaire 

 
Convenience 

sampling 

Study 1a: 180 
Study 1b: 216 
Study 2: 256 
Study 3: 126 
Study 4: 124 
Study 5: 108 
Study 6: 31 

Mourali et al. 
(2018) 

Cognitive effort, justification, regret, online shopping Experimental 
Study Survey 

Questionnaire Convenience 
sampling 

Study 1: 112 
Study 2: 178 

Park et al. 
(2018) 

Expectancy confirmation theory, Regret, Alternative 
attractiveness, Information search, Repurchase intention, 

Satisfaction 

Web based 
survey 

Questionnaire Purposive 
sampling 

268 Liao et al. 
(2017) 

Global brands, local brands, regret, postpurchase behavior, 
justifiability, global identity 

 
Web based 

survey 

 
Questionnaire 

 
Quota Purposive 

sampling 

Study 1: 98 
Study 2: 122 
Study 3: 113 
Study 4: 203 

Davvetas et 
al. (2018) 

Tendency to regret, compulsive buying, fashion, time-of-
adoption groups, gender 

Survey Questionnaire Purposive 
sampling 

195 Lee et al. 
(2018) 

Substitutable products; anticipated regret; second period 
valuation 

uncertainty; pricing strategy 

Qualitative 
Study 

   Kuang et al. 
(2018) 

Anticipating regret; Non-conspicuous counterfeits'; 
Perceived risk 

 
Experimental 
Study Survey 

 
Questionnaire 

 
Purposive 
sampling 

Study 1: 69 
Study 2: 70 
Study 3: 71 

Study 4: 128 
 

 
Chen et al. 

(2015) 
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Conclusion 
As the famous philosopher, Amiel shared, "Accept life and must accept regret" (Henri-
Freґdeґ Ric Amiel, 1821–1881). This quotation reflects the widespread and 
unavoidable feeling of regret. It also raises doubts as to whether "we can achieve the 
idealization about which Edith Piaf famously sang: living a life without regrets." 
Svenson's theory of decision-making differentiation and consolidation recommends 
that "two common objectives of all decisions are to limit cognitive dissonance and the 
potential for regret achieved through the cognitive process of differentiating the 
choice from one another" (Svenson, 1992). 
If one of the main objectives of decision-making is to lessen regret, it is essential to 
know its conception, how to avoid or reduce this and how to measure it. All individuals 
have to take different sort of decisions in different contexts in everyday lives, and they 
can cause both CPR of action or inaction. Regret has drawn the attention of 
researchers in various fields of research, including business and economics (Lin et al., 
2006). 
Following a five-step approach to the systematic review of the literature, this paper 
analyzed and synthesized the findings of 15 peer-reviewed papers published between 
2015 and 2018, primarily from marketing and consumer behavior literature. We 
focused our literature review on the reasons for CPR. We have summed up our 
findings in three processes of order fulfillment that influence and antecedents of CPR 
and its results. Using a systematic review, we intended to (i) identify the reasons of 
occurring purchase regret, and its antecedents (ii) elaborate the consequences of CPR 
(iii) and how it can be overcome. 
According to Park et al. (2015), the level of regret was generally reduced by higher 
cognitive effort, andthis effect interacts with the purchase point or relevant 
information. However, customer scan spend more cognitive effort in certain situations 
for avoiding CPR. However, on another side, Shani et al. (2015) elaborated that 
individuals desire to be fully learned about their past and future decisions, especially 
when this information can develop further decision- making. However, customers 
respond more negatively to future (rather than past) opportunities information that 
they may miss because knowing that if these opportunities may miss, it can raise the 
regret. 
CPR in online purchases is now getting higher in teenagers because they spend more 
time on the internet than others and such adolescents who are currently overusing 
internet (e.g., Facebook) are tend to have greater regret. Young users with different 
accessibility of technology did not vary in their online experience of regret, but 
thoseextreme Facebook users and also aggressively involved in brand communities 
can have more regret (Dhir et al., 2016). 
According to Rotman et al. (2017), individuals who cannot overcome regret may have 
some mental health problems; past research findings have established a relationship 
between regret and both anxiety and depression (Roese et al., 2009). And Rotman 
established through experimental research the use of temperature could provide a 
vital regulatory framework for addressing such types of health and regret issues. 
Hence a simple solution to help firms to reduce the impact of consumer regrets. If 
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someone has action regret, a customer service worker can offer a cold drink to 
minimize the level of regret and anger. 
 
It can be concluded that anger and sadness are the dominant emotions when 
customers' experience 'O' and 'S' regret respectively, and they also mediate the effect 
of regret on NWOM. Moreover, the feelings of sadness also increase the probability 
of NWOM when buyers experience S-regret (Wu et al., 2017). 
 
As per the findings of Gabler et al. (2017) discussing antecedents of CPR; price 
consciousness is not a reason for regret but can be a cause of not to purchase. He also 
found that if the number of substitute availability is low,thenbothactionand inaction 
regret will be high. Materialism also has a positive impact on the buying and the regret 
associated with this decisional, et al. (2018) concluded that the comparison of choices 
forms regret and it also mighthurtthe behavioral intentions of customers. 
 
However,on the other hand, Davvetas et al. (2017) argued that experience of regret is 
not the same across all brands, but depends heavily on the relationship between the 
customer and the brand. 
Another finding from the theory of power approach/inhibition is that increased power 
encourages action, while powerlessness led to inaction and avoidance (Mourali et al., 
2018).It also found that the tendency of buyers to postpone their choice could change 
psychological factors that cause an increase or reduce regret, such as reversibility of 
results and location of regrets (postponing vs. selecting now). An additional 
contribution to CPR literature is that more cognitive research efforts can help 
decision-makers to mitigate their experienced regrets. Thus, to avoid possible future 
regret, customers will make more cognitive efforts (Park et al., 2018). 
 
Liao et al. (2017) also suggested that CPR can affect the intention to repurchase, 
butthe level of satisfaction candidate the effects on repurchase intentions. Alternative 
attractiveness has an importantdirect positive effect on CPR. The search effort hurts 
CPR, so it can increase the level of satisfaction and can decrease CPR. 
According to the consumer regret theory, the characteristics of selected and forgiven 
brands canbe regulated the extent of consumer regrets after adverse comparisons 
with better competitors. So, in that case, Davvetas et al. (2018) identified that brand 
globality and locality could influence consumer emotions, therefore, brand 
globalization and locality act as emotional regulators by acting as a precursor of regret 
or as immunizers of regret when global or local brand decisions went wrong. 
Lee et al. (2018) found that both types of buyers (early and late adopters) are more 
likely to have CPR, either regret of buying or regret of not buying. Also found that 
women were more inclined than men to regret. Moreover, also agree to other 
researches that since compulsive shoppers buy more often so, it is logical to expect 
that they will have more chances to post purchase regret, butIf customers have the 
option to return the item, they may not regret because such options are indicative of 
purchase regrets. Kuang et al. (2018) also agreed that the existence of return policy 
reduces the negative effects of purchase regret. Moreover,finally,the literature on 
CPR contributed about counterfeiting products, it suggested that while buying 
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counterfeiting products customers anticipate more regret if other people find that this 
productis fake that is why counterfeited products may increase purchase regret,and 
they also come with no return policy (Chen et al., 2015). 
 
Contribution to the Research  
This SLRenrichedthe existing body of knowledge and advanced understanding ofCPR. 
First, this study uses a comprehensive and rigorous systematic analysis of the 
literature review to describe the concept of purchase regret and evolution of the 
concept over the period. Second, dominant theoretical perspectives are identified 
used by literature to see through thepresent findings on the topic. Third, this study 
consolidates issues associated with CPR and classifies them. These classifications 
provide a list of variables that have received significant scholarly attention. Fourth, 
this study provides major methodical approaches used by researches to examine CPR.  
 
Limitations of the Research  
There are some limitations of the study that should be considered while generalizing 
the results of the study. There is one of the most common limitations that selected 
articles were constrained to satisfied keywords and selection criteria. Future 
researches can gain more insight by considering additional knowledge in books, 
magazines and practitioner articles. This study solely focuses on academic journals; 
future studies can enrich the concept by considering articles and published material 
beyond academic journals. Furthermore, future researchers are recommended to 
carry out a quantitative meta-analysis and confirm the relationships and effects 
among these factors.  
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Figure 1: Data Selection 
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