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Abstract

The purpose of this study is to investigate the association of unplanned buying with post-purchase regret,
moderated by consumer-family income and gender, as well as the association of both sales promotion and bank-
card payment with unplanned buying in the Saudi market. Drawing on unplanned buying and post-purchase
literature, the study tested a model of post-purchase regret. A survey was conducted among Saudi consumers of
retail stores in Riyadh, Saudi Arabia. A convenience sample of 927 respondents was taken for data collection,
among them 903 were finalized for analysis. The study concluded that there is a positive relationship between
unplanned buying and post-purchase regret. An increased association of unplanned buying with post-purchase
regret has been found among low-income earners and male consumers. Furthermore, bank-card payment, but not
sales promotion, has a significant association with unplanned buying. Practically, consumers and marketers can
benefit from the results and recommendations of this study, both avoiding the bad consequences of
post-purchase regret. Self-awareness of the factors that cause regret may turn consumers to be more rational in
their future buying decisions. Marketers’ perceptions of those factors may also be helpful in setting marketing
strategies towards their target markets; satisfying, and retaining consumers. The original contribution of this
study comes from a lack of research in the Middle East on unplanned buying, post-purchase regret and their
relationship antecedents.

Keywords: unplanned buying, impulsive buying, compulsive buying, post-purchase regret, post-purchase
remorse, cognitive dissonance, sales promotion, bank cards, credit cards, demographics

1. Introduction

In contemporary markets, the multiplicity of alternative brands has contributed to consumers’ confusion when
making purchasing decisions (Shanker, Cherrier, and Canniford, 2006; Simpson, Siguaw, and Cadogan, 2008).
In their quest to satisfy their needs, consumers tend, rationally, to use their limited resources in order to achieve
maximum possible levels of satisfaction. More involvement is required by consumers in the
purchasing-decision-making process so that they select the most suitable alternatives for them (Zeelenberg &
Pieters, 2007). This can be done when consumers precisely set their goals as a |basis of the alternative-selection
process (Bui, 2011).

Despite the pursuit of consumers to rationalize their purchasing decisions, they may be in doubt to what extent
their decisions were correct. Consumers compare the brands they bought with the alternatives they had decided
not to buy (Loomers and Sugden, 1982; Landman, 1987; Boles & Messick, 1995; Shanker et al., 2006; Simpson
et al., 2008). The result of such comparison is often a state of grief and psychological pain known as
post-purchase regret or cognitive dissonance. When consumers perceive that their purchasing decisions were
wrong, they feel regret (Landman, 1987; Tsiros & Mittal, 2000; Heitmann, Lehmann, and Herrmann, 2007).
Post-purchase regret is powerful enough to make consumers make illusions (Balcetis & Dunning, 2007).
However, it is not necessary that all purchases lead to regret (Sweeney, Hausknecht, and Souter, 2000).

Post-purchase regret is not favorable to marketers whose consumers purchased their brands and regret about
them. The consumer behavior literature shows that post-purchase regret is accompanied by low-consumer
satisfaction (Inman, Dyer, and Jia, 1997; Taylor & Scheider, 1998; Tsiros & Mittal, 2000). Low satisfaction
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leads to no repurchase intention (Tsiros & Mittal, 2000), a tendency to shift to alternative brands (Zeelenberg &
Pieters, 1999; Bui, 2011; Garcia & Perez, 2011), and negative word-of-mouth about the brand (Garcia & Perez,
2011). Therefore, knowing the antecedents that lead to consumers’ regret, after making a purchase, is important
to marketers. Consumers’ consent of a brand is a first step toward brand loyalty; hence, establishing long-run
business relationships with them (Bui et al., 2011).

Because of the negative consequences of post-purchase regret on both consumers and marketers, it is important
that marketers understand the factors that are associated with consumers’ sentiment of post-purchase regret and
try to alleviate the consumers’ psychological regret sufferings of sorrow and pain. On the other hand, marketers
should work to strengthen the competitive positioning of their brands, and increase consumers loyalty. If a
marketer does not interfere to reduce post-purchase regret of his brand, consumers will be an easy prey for his
lurking competitors. The competitors’ efforts that are needed to convert consumers’ loyalty to their brands will
be much less at the stage of post-purchase regret (George and Yaoyuney, 2010).

Unplanned buying from retailers is a common human behavior. Retailers are well aware that a sizable portion of
their sales volume is generated by impulsive buying, with over 50% of mall shoppers’ buying items and 70% of
grocery items (Underhill, 1999; Nicholas, Li, Roslow, Kranendonk, and Mandakovic, 2001). Once unplanned
buyers enter retail environments, they place themselves in contexts to be appealing to all the senses (Pooler,
2003). Many studies have demonstrated a direct positive relationship between unplanned buying and
post-purchase regret (Hoch & Loewentein, 1991; Wood, 1998; George and Yaoyuneyong, 2010). In this context,
the researcher of the current study conducted an exploratory study on a convenience sample of 160 of
undergraduate and postgraduate students at King Saud University, using group-discussions in classrooms. The
researcher asked them about post-purchase regret and unplanned buying, as well as some associated factors.
Findings of this initial research revealed that unplanned buying from retailers is a behavior experienced by Saudi
consumers. The average rate of unplanned buying exceeds 30% of the total value of retail purchases. Some
students saw unplanned buying as a negative behavior that leads to an imbalance in the structure of consumers
spending, and sometimes accompanied by regret. Few of them expressed pleasure in practicing this type of
purchase. However, the researcher did not find a common sense among students regarding the association of
some other factors (consumer’s gender, consumer’s family income per month, retailers’ sales promotion and
consumer’s bank-card payment) with unplanned buying or post-purchase regret and their relationship.

Accordingly, this study, as a pioneering study in the Saudi market, has four specific objectives: first, to
investigate the association of unplanned buying with post-purchase regret and the factors that influence their
expected relationship, second, to suggest marketing strategies to overcome the negative effects of post-purchase
regret feelings on the part of consumers, third, to raise the Saudi consumers’ awareness of the means that could
reduce their unplanned buying and post-purchase regret, and fourth, to direct Saudi officials find mechanisms to
control the major antecedents of consumers’ post-purchase regret and its negative consequences on both
marketers and consumers.

2. Literature Review and Study Hypotheses

The behavior of consumer sentiment of post-purchase regret received global attention by marketers and
researchers. Researchers tried to identify the dimensions and causes of post-purchase regret as well as its impact
on consumers’ satisfaction and repurchasing intention. This section reviews the literature on the variables of
unplanned buying and post-purchase regret and their relationship moderated by consumer’s family income and
gender. It also reviews the association of both sales promotion and the consumers’ usage of their bank cards in
payment at retail stores with unplanned buying, the factors that have been initially involved and expected to have
associations with the current study’s main variables depending on the results of its exploratory study.

2.1 Unplanned Buying and Post-purchase Regret

Some researchers defined the concept and characteristics of the purchase which is not planned. Solomon (2002)
classified it into three categories: 1- Unplanned buying, which happens when the consumer is not familiar with
the layout of the store, under pressure of time, or when he remembers his need of something in the store. 2-
Impulsive buying, which is a state of urgency to buy, a consumer cannot resist. 3- Compulsive buying, as a result
of consumer’s frequent visits to the stores because of his sense of boredom, distress or anxiety. Later, he
distinguished between compulsive buying and impulsive buying on the ground that impulsive buying focuses on
a particular product at a given moment whereas compulsive buying is a continuous purchase centered on the
buying process itself, and not on purchased goods (Solomon, 2004). Others saw that compulsive buying is a
process of chronic purchase that comes as a reaction to events and negative feelings (Faber & O'Guinn, 1992).
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In spite of attempts to distinguish between the three terms of the purchase which is not planned, some
researchers used them interchangeably. Impulsive buying was defined as an unplanned or spontaneous purchase
(Rook & Fisher, 1995) or a purchase with no intention to buy before entering the store (Engel, Blackwell, and
Kollat, 1982), meaning an unplanned buying. Compulsive buying was also defined as a rush of purchase that
cannot be resisted and accompanied by a state of tension and unconsciousness (Muller, Reinecker, Jacobi,
Reisch, and De Zawaan, 2005). Generally, three characteristics were determined for compulsive buying:
consumer’s irresistible desire to buy, consumer’s ungoverned behavior to buy, and continuation of the
consumer’s purchase despite its possible negative consequences on him, personally, socially, professionally, and
financially (Dittmar,Long, and Bond, 2007).

Compulsive buying has its effects when consumers lose their control over purchase. Once it happens, consumers
will buy unnecessary goods or more than they can afford to spend. Compulsive buying is accompanied by some
cognitive aspects including lack of planning and deliberation, and some affective aspects such as pleasure and
excitement, compulsion, lack of control, and probability of feeling regret (Verplanken & Herabadi, 2001). Under
these circumstances, purchasing power is due to the feelings of excitement and pleasure that are not associated
with planned buying (Lee & Yi., 2008). Some researchers saw that the source of pleasure and fun is not the
product that is purchased impulsively, but the buying process itself (O'Guinn & Faber, 1989).

Numerous studies examined the impact of unplanned buying on consumer’s post-purchase regret. Wood (1998)
reviewed the literature of this relationship and concluded that most cases of unplanned buying led to regret and
anger. Hoch & Loewentein (1991) concluded that impulsive buying, that comes from consumer’s low
involvement in purchasing decision, leads to a sense of post-purchase regret. Converlely, a study proved an
adverse relationship between impulsive buying and post-purchase regret, where impulsive buyers were less
regretful compared to buyers who planned their purchases. The logic behind is that a consumer who did not get
used to unplanned buying feels sorry more than a consumer who is accustomed to this behavior (George and
Yaoyuneyong, 2010).

Thus, despite some studies differentiated between unplanned buying, impulsive buying and compulsive buying,
the researcher found no common agreement on this distinction, and sometimes they were used interchangeably.
The current study adopts the use of unplanned buying to express all types of purchases in instantaneous
situations. However, most of the previous studies refer to the positive impact of unplanned buying on
post-purchase regret. Accordingly, hypothesis 1 is proposed as follows:

H]I. Unplanned buying has a significant positive association with post-purchase regret.
2.2 Demographics and Post-purchase Regret

Differences among shoppers are of great interest for marketers’ targeting and the setting of marketing strategies.
Regarding the income effect on the relationship between unplanned buying and post-purchase regret, the
researcher did not find many studies. Some studies found that students who had parents with higher income were
less likely to be compulsive buyers (Norum, 2008). On the contrary, other studies found that income has
positively influenced impulsive buying (Mai, Jung, Lantz, Garold and Loeb, 2003; Mitchill, 2004). It is believed
that high-income consumers are better able to tolerate financial losses (Bauer, 1960). As regards post-purchase
regret, cognitive dissonance has been confirmed at low-income consumers of grocery products because they are
more sensitive to sales promotion than consumers with higher incomes (Gbadamosi, 2009). Therefore, the
current study investigates the association of family income as a moderator of the relationship between unplanned
buying and post-purchase regret. Accordingly, hypothesis 2 is proposed as follows:

H?2. Unplanned buying will be positively associated more with low-income consumers’ post-purchase regret,
than both middle-income consumers and high-income consumers.

Past research investigated the impact of gender on unplanned buying, but not on post-purchase regret. Generally,
female’s purchasing behavior is thought of as being more emotional than males, suggesting that they are more
responsive to impulsive buying (Coley & Burgess, 2003). Researchers found that females were practicing this
type of purchase more than males (Roberts, 1998; Coley & Burgess, 2003, Shoham & Brencic, 2003; Yurchisin
& Johnson, 2004; Lin & Lin, 2005; Muller et al., 2007; Norum, 2008; Lai, 2010). This was attributed to females’
propensity to shopping more than males (Rook & Hoch, 1985; Dittmar, Beattie, and Friese, 1996). However, few
studies have found that males were practicing unplanned buying more than females (Cobb & Hoyer, 1986; Block
& Morwitz, 1999). As regards the effect of gender as a moderator of the relationship between unplanned buying
and post-purchase regret, a study revealed that females were more likely than males to exhibit feelings of regret
over making an impulsive buying (Coley & Burgess, 2003). Considering the finding of this study, hypothesis 3
is proposed as follows:
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H3. Unplanned buying will be associated more with females’ post-purchase regret than males.
2.3 Sales Promotion and Unplanned Buying

Sales promotion was defined as activities aimed at urging specific targeted market segments to buy the products
(Blattberg & Nelsin, 1990; Berman & Evans, 1995; d'Astous & Landreville, 2003; S. Peattic &K. Peattie, 2003;
Brassington & Peattie, 2006). Those activities were often classified into two types: monetary and non-monetary
activities (Kowok & Unccles, 2005). Monetary activities are directly related to price discounts such as: coupons,
discounts, and shelf-price discounts, whereas non-monetary activities are related indirectly to price discounts
such as: free gifts and buy-one-get-one-free (BOGOF) offers.

With regard to the relative importance of sales promotion methods in terms of their impact on purchasing
decisions, consumers respond more to price discounts, buy-one-get-one-free and coupons (Shi Ceung, and
Prendergast, 2005). One study revealed that price discounts, free samples, extra units to the purchased units and
in-store displays were the methods with significant effect on consumer’s willingness to buy the product, whereas
coupons have no significant effect (Ndubisi & Moi, 2005). Another study found that supermarket buyers in the
UK are more likely to use four ways of sales promotion: coupons, price discounts, free samples of the product
and buy-one-get-one-free, followed by discounts, free samples and coupons (Gilbert & Jackaria, 2002).

Regarding the impact of sales promotion on unplanned buying, a study revealed a positive relationship between
retail displays and impulsive buying of cigarettes, to the extent that 38% of those who tried to give up smoking
within 12 month and 33.9% of those who have recently given up smoking returned once again to buy cigarettes
because of commercial offerings (Wakefield, Germain, and Henriksen, 2008). For cigarettes, too, another study
concluded that the point-of-sale displays have increased consumers’ unplanned buying fourfold. The study
attributed it to the fact that point-of-sale displays play the role of advertising that encourages consumers to buy
items they do not plan to buy before entering the store (Carter, Mills, and Danon, 2009).

In this context, another study concluded that the use of sales promotion strategy, particularly the Instant-reward
promotion, has a significant positive influence on unplanned buying. It also concluded that some associated
factors such as attractive packages and price discounts increase unplanned buying by consumers (Liao, Shen, and
Chu, 2009). Mihic & Kursan (2010) examined the impact of some situational factors on unplanned buying,
including: sales promotion, efficiency of salesmen, and the location of the shop.They found that the most
influential factor on unplanned buying was on-sale displays.

Thus, past research indicates a positive association of sales promotion with unplanned buying, especially with
the use of price discounts, free samples, and buy-one-get-one free. Accordingly, hypothesis 4 is proposed as
follows:

H4. Sales promotion has a significant positive association with unplanned buying.
2.4 Bank-card Payment and Unplanned Buying

Several studies have addressed the impact of the use of consumers’ bank cards to pay for purchases on the
volume of expenditure, sales, unplanned buying, and consumer’s valuation of product prices. There is evidence
that the use of bank cards increases consumer spending (Feinberg, 1986). Consumers who regularly use credit
cards to pay for their purchases spend more compared to those who use other means of payment, and they even
tend to exceed their capability to pay (Ritzer, 1995; Pirog & Robers, 2007). As for reflection of the use of bank
cards on the volume of sales, a study revealed that the use of credit cards in fast food restaurants increased sales
volume and the number of purchase transactions between 50%-100% compared to cash transactions (Ritzer,
1995). Besides, using credit cards allows consumers to experience a style of life beyond their immediate
financial capability (Hoyer and Mclnnis, 2001; Cohen, 2007; Pirog, 2007). Young shoppers who have a
tendency towards unplanned buying have a higher probability to become debtors because of their usage of credit
cards in the purchasing processes (Wang & Xiao, 2009). In addition, credit card users are less sensitive to
product prices (Takunga, 1992; Roberts & Jones, 2001), and they tend to buy products with high prices
(Deshpande & Krishnan, 1980).

Research on the relationship between the usage of bank cards in payment and unplanned buying showed a
positive relationship between the usage of credit cards and unplanned purchase (Roberts, 1998; Roberts &
Martines, 1997; Roberts & Jones, 2001; Phau & Woo, 2008). Impulsive-buying consumers have credit cards
more than other consumers (O'Guinn & Faber, 1989; d'Atous, 1990; Magee, 1994; Park and Burns, 2005). Using
credit cards eliminates consumer’s need for money and increases the likelihood to unplanned buying. In this
context, some researchers saw that the problem of unplanned buying has increased due to the accelerating
growth in marketing credit cards and availing them easily to university students (Coulton, 1996; Mannix, 1999;
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Schenbari, 2000). The reason behind the rapid growth of credit-card usage was attributed to intense competition
among banks for increasing their share of the credit-card market, hence, making it easier for many consumers to
obtain credit cards and use them in purchasing (Phau & Woo, 2008).

Thus, previous studies revealed a positive impact of using bank cards on unplanned buying. They focused on the
impact of credit-card usage on unplanned buying. The current study considers using the term bank cards to cover
both credit cards and ATM cards of consumer’s personal accounts, especially in the Saudi market. ATM cards
play a role as important as credit cards with Saudi consumers, and perhaps more; since many Saudis enjoy
prosperous life styles. Accordingly, hypothesis 5 is proposed as follows:

H5. Bank-card payment has a significant positive association with unplanned buying.
3. Study Proposed Model

Depending on the literature review and derived hypotheses, the researcher depicts the study’s proposed model as
shown at figure 1. The relationships of this model will be tested as a basis of the study findings, analysis and
recommendations.

Sales

promotion jr—
Bank-card "

payment

Post-purchase
regret

Unplanned
buying

- Family income
- Gender

Figurel. Proposed research model

4. Methodology
4.1 Sample and Data Collection

One thousand questionnaires were distributed to a convenience sample of Saudi consumers in Riyadh city. A
total of 927 filled questionnaires were received, of which 24 were invalid and excluded from the analysis.
Therefore, a total of 903 valid questionnaires were eventually entered into the analysis, representing a response
rate of 90.3% of the distributed questionnaires.

Table 1 shows frequencies and percentages of study sample characteristics, categorized by monthly family
income and gender. Low-income consumers represent 46.2% of the study sample, whereas middle-income
consumers represent 41.2% and high-income consumers represent 12.6%. Male consumers represent 71.5% of
the study sample, whereas female consumers represent 28.5%.

Table 1. Characteristics of study sample

frequencies %
Family Income (per month)
Less than S.R. 10000 (low) 417 46.2
10000-25000 (middle) 372 41.2
More than 25000 (high) 114 12.6
Total 903 100
Gender
Male 646 71.5
Female 257 28.5

Total 903 100
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4.2 Measures

Unplanned buying was measured by a scale of (9 items) depending on the scale used by Lin & Lin (2005) and
Phau & Woo (2008). Post-purchase regret was measured by the scale of (4 items) used by Bui (2011). Sales
promotion was measured by the scale of (6 items) used by Gbadmosi (2009), Ndubisi & Moi (2005) and Shi et al.
(2005). Bank-card payment (8 items) was measured using the scale by Roberts & Jones (2001) and Phau & Woo
(2008). The questionnaire contained 23 Likert-type items, each item was measured by five-point scale ranging
from “1= strongly disagree” to “5= strongly agree”.

5. Findings

5.1 Preliminary Data Analysis

Data analysis was performed using SPSS to test the validity and reliability of the survey. Validity has been tested
by Factor Analysis to identify suitable variables’ related items and Reliability has been tested by the internal
consistency method (Cronbach's Alpha coefficient).

Table 2. Factor loading of measured items

Items Post-purchase ~ Unplanned  Sales Bank-card
regret buying promotion  payment

I often feel anxiety after buying goods I have not 0.82 - - -
planned before entering the store.

I often feel that my unplanned purchases have little 0.78 - - -
benefits.

I often try to convince myself that the goods I have 0.69 - - -
bought impulsively may benefit later on.

My planned purchases make me more satisfied than 0.74 - - -

unplanned purchases.

When I go to the store, I buy a lot of goods I did not - 0.50 - -
plan to buy in advance.

When I see goods in the store, I buy immediately - 0.60 - -
without thinking if I really need or not.

When I hesitate to buy some goods inside the store, - 0.57 - -
I say to myself Buy now and think later.

Sometimes I feel that [ buy some goods impulsively. - 0.54 - -
Sometimes I feel a lack of interest of some goods - 0.74 - -
that I bought.

I Often buy some goods do not really need. - 0.75 - -
I usually buy things I do not buy ordinarily. - 0.67 - -
I often buy goods and wonder why I bought them. - 0.73 - -
I often buy goods and do not use them at all. - 0.69 - -
I often find surprising price discounts when visiting - - 0.62 -
retail stores.

Stores I visit always give free samples of some - - 0.73 -
goods.

When visiting stores, I always find contests for - - 0.71 -
those who exceed a certain purchase value.

Stores always distribute prizes to those who exceed - - 0.78 -
a certain limit of purchase value.

Stores always provide several types of goods in one - - 0.76 -
package at reduced prices.

At purchasing, 1 visit stores I know they give price - - 0.79 -

discounts on some products.

When 1 go to the store, I find myself buy things - - - -
without previous intention to buy.

When I see some goods in the store, I buy them - - - -
without thinking if I really need or not.
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I often use my banking cards to pay for my - - - 0.76
purchases from retail stores.

I become less interested in prices when using a bank - - - 0.79
card in purchasing process.

My banking cards encourage me to repeat my visits - - - 0.97
to retail stores for purchase.

My banking cards encourage me not to put limits on - - - 0.76

the value of my purchases from stores.

Banking cards are easier to be kept compared to - - - -
cash money.

Banking cards are safer than keeping cash money. - - - -

As shown in table 2, Using principal extraction and Varimax rotation methods, validity testing findings for the
items of the study instrument demonstrated high loading coefficients. The loading coefficient for each item
exceeds a factor loading accepted benchmark of 0.50 (Churchill, 1979) except the last two items related to
bank-card payment. These two items have been excluded from statistical reliability, descriptive and analytical
analysis of hypotheses testing.

Table 3. Reliability of study variables

Variables No. of items Reliability
(Cronbach’s )

Post-purchase regret 4 0.678

Unplanned buying 9 0.856

Sales promotion 6 0.794

Bank-card payment 4 0.652

As shown in table 3, Reliability testing of the study measuring variables demonstrated acceptable levels of
reliability with Alpha coefficients. All Alpha coefficients have exceeded the minimum accepted value of 0.60
(Malhotra, 2007).

Table 4. Descriptive analysis of study variables

Variables Standard  Coefficient
Mean deviation  of variation

Post purchase regret 3.30 0.79 0.24

I often feel anxiety after buying goods I have not planned 3.15 1.29 0.41

before entering the store.

I often feel that my not unplanned purchases have little 2.96 1.22 0.41

benefits.

I often try to convince myself that the goods I have bought 3.08 1.21 0.39

impulsively may benefit later on.

My planned purchases make me more satisfied than unplanned 3.78 1.21 0.32

purchases.

Unplanned buying 2.94 0.91 0.31

When I go to the store I buy a lot of goods I did not plan to buy 3.47 1.27 0.37

in advance.

When I see goods in the store, I buy immediately without 2.74 1.34 0.49

thinking if I really need or not.

When I hesitate to buy some goods inside the store, I say to 2.34 1.31 0.56

myself Buy now and think later.

Sometimes I feel that I buy some goods impulsively. 2.78 1.28 0.46

Sometimes I feel a lack of interest of some goods that I bought.  2.88 1.19 0.41

I often buy some goods I do not really need. 2.75 1.31 0.47

I usually buy things I do not buy ordinarily. 2.88 1.32 0.46
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I often buy goods and wonder why I bought them. 2.61 1.34 0.51
I often buy goods and do not use them at all. 2.39 1.38 0.58
Sales promotion 3.14 0.86 0.27
I often find surprising price discounts when visiting retail 3.43 1.28 0.37
stores.

Stores I visit always give free samples of some goods. 2.80 1.24 0.44
When visiting stores, I always find contests for those who 2.91 1.25 0.43
exceed a certain purchase value.

Stores always distribute prizes to those who exceed a certain 2.89 1.22 0.42
limit of purchase value.

Stores always provide several types of goods in one package at 3.19 1.16 0.36
reduced prices.

At purchasing, I visit stores I know they give price discounts on  3.60 1.20 0.33
some products.

Bank-card payment 2.86 0.98 0.34
I often use my banking cards to pay for my purchases from 3.31 1.33 0.40
retail stores.

I become less interested in product price when using a bank 2.65 1.42 0.53
card in purchasing process.

My banking cards encourage me to repeat my visits to retail 2.74 1.43 0.52
stores for purchase.

My banking cards encourage me not to put limits on the value 2.76 1.46 0.53

of my purchases from stores.

Table 4 shows Means, standard deviations and coefficients of variation (C.V.) for all items in the measuring
instrument. The overall mean of Saudi consumers’ regret feelings on their purchases from retail stores is 3.30,
which is slightly higher than 3. Satisfaction with planned buying as compared to unplanned buying accounted for
the largest mean and lowest C.V. among the four constituent items of post-purchase regret, with a mean of 3.78
and C.V. of 0.32, followed by the anxiety feeling of unplanned buying with a mean of 3.15 and C.V. of 0.41,
then comes the consumer’s trial to convince himself that the goods he bought may later benefit, with a mean of
3.08 and C.V. of 0.39.

The overall mean of Saudi consumers’ unplanned buying is 2.94, which is less than 3. Unplanned Purchase
represents the largest item of unplanned buying, with a mean of 3.47 and C.V. of 0.37, followed by a lack of
interest of some purchased goods, with a mean of 2.88 and C.V. of 0.41, then buying some things that are not
ordinarily bought, with a mean of 2.88 and C.V. of 0.46.

The overall mean for the variable “sales promotion” is slightly higher than 3; the mean is 3.14. Consumer’s
keenness to visit stores that give price discount has the highest mean among sales promotion items, with a mean
of 3.60 and C.V. of 0.33, followed by finding surprising price discounts when visiting the store, with a mean of
3.43 and C.V. of 0.37 and then comes the provision of several types of goods in one package at reduced prices,
with a mean of 3.19 and C.V. of 0.36.

The overall mean for consumers’ usage of bank cards in payment is less than 3; the mean is 2.86. Saudi
consumers’ usage of banking cards in purchasing is the highest mean and the lowest C.V., with a mean of 3.31
and C.V. of 0.40. Using bank cards encourages the consumer not to put limits on the value of purchases from
stores comes next, with a mean of 2.76 and C.V. of 0.53, then bank cards’ ability to encourage consumers
repeating their visits to the store, with a mean of 2.74 and C.V. of 0.52.

4.1 Tests of Hypotheses
The testing findings of study hypotheses are shown in table 5.
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Table 5. H1, H2 and H3 testing

H Regression equation B R’ AR’

Hli Unplanned buying 0.279** 0.078 -
Unplanned buying 0.270**

H2 Income 0.108** 0.090 0.012
Unplanned buying x income -0.308%%* 0.097 0.007
Unplanned buying 0.269**

H3 Gender -0.031 0.079 0.001
Unplanned buying x gender 0.441** 0.092 0.014

Dependent variable measure: post-purchase regression.
** Marginally significant at the p < 0.05 level.

Table 5 demonstrates a strong support of the proposed relationship in H/. HI specifies a positive relationship
between unplanned buying and post-purchase regret. R’ of 0.078 means that unplanned buying explains about
8% of the variations in post-purchase regret and Beta= 0.279 means that unplanned buying has a positive effect
on post-purchase regret. Therefore, H1 is upheld.

To examine the impact of consumer’s family income per month and gender on the relationship between
consumers’ unplanned buying and their post-purchase regret (H2,H3), the researcher used hierarchical regression
as suggested by Aiken and West (1991), and Jaccard, Turrisi, and Wan (1990). The moderators, family income
and gender, were coded as dummy variables before entering them into the regression model.

H2 posits that unplanned buying will be positively associated with post-purchase regret at low-income
consumers stronger than middle and high income consumers. We first regressed unplanned buying and income
on post-purchase regret, which produced R’of 0.090. When entering the interaction of unplanned buying by
income into the regression, R’ increased to 0.097. The increase of 0.007 in R’ was statistically significant (p <
0.05).

H3 posits that unplanned buying will be associated more with females’ post-purchase regret than males. The
study first regressed unplanned buying and gender on post-purchase regret, which produced R’ of 0.079. When
entering the interaction of unplanned buying by gender into the regression, R’ increased to 0.092. The increase of
0.014 in R’ was statistically significant (p < 0.05).

Table 6. Regression coefficients of unplanned buying for income levels

Post-purchase regret

Low-income Middle-income High-income
consumers consumers consumers
Unplanned buying 0.387** 0.205** 0.131**

** Marginally significant at the p <0.05 level.

Further analysis (table 6.) shows that unplanned buying is positively associated with low-income consumers’
post-purchase regret (B = 0.387) stronger than the middle-income consumers (B = 0.205) and the high-income
consumers ( = 0.131), meaning that low-income consumers are the highest who sense post-purchase regret on
their unplanned buying than both middle and high-income consumers. Thus, A2 is upheld.

Table 7. Regression coefficients of unplanned buying for gender

Post-purchase regret
Unplanned buying Male Female
0.294** 0.053%**

** Marginally significant at the p < 0.05 level.

Further analysis (table 7.) shows that unplanned buying is positively associated with male consumers’
post-purchase regret (B = 0.294) stronger than female consumers ( = 0.053), meaning that male consumers are
sensing post-purchase regret on their unplanned buying more than female consumers. Thus, H3 is not supported.
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To examine H4 and HJ, step-wise-multiple regression was used as shown in table 8.

Table 8. H4, HS5 testing

H Regression equation s p R’
H4 Sales promotion 0.056 0.065 0.188
H5 Bank-card payment 0.423** 0.000 )

Dependent variable measure: unplanned buying.
** Marginally significant at the p < 0.05 level.

Table 8 shows that H4 testing results do not specify a significant positive relationship between sales promotion
and consumers’ unplanned buying (p > 0.05), whereas H5 specifies a significant positive relationship between
bank-card payment and unplanned buying (p < 0.05). This means that consumers’ usage of bank cards in their
payment at retail stores makes them buy impulsively. The value of R’= 0.188 means that the variation of
bank-card payment usage explains about 19% of variation in unplanned buying. Thus, the researcher rejected H4
and accepted HS5.

5. Discussion and Conclusion

The main objective of this study was to investigate the association between unplanned buying and post-purchase
regret, moderated by family income and gender, as well as the association of both sales promotion and bank-card
payment with unplanned buying in the Saudi market. The research model has been built on the literature review
of research in other markets. The results demonstrated a significant positive association of unplanned buying
with post-purchase regret, validating the findings by Hoch & Loewentein (1991), Wood (1998), and Verplanken
& Herabdi (2001). This result can be attributed to consumer’s feeling of irrationality when buying impulsively,
especially with low-income consumers, whose resources are limited. Irrationality leads to dissatisfaction
regarding the consumer’s wisdom in purchase decision making triggered by marketers. Dissatisfaction leads to
post-purchase regret (Inman et al., 1997; Taylor & Scheider, 1998; Tsiros & Mittal, 2000). Consumers -
especially of low-income levels - have to manage their incomes in a more rational way. Planning expenditure
will enable them to buy only products that satisfy their actual needs. Consumers should get used to increasing
their degree of involvement in purchasing decisions. Preparing a list of the needed products and discussing them
with family members before going to the store can reduce the probability of purchasing unplanned goods and
post-purchase regret.

On contrast to what Coley & Burgess (2003) found in their study, the current research demonstrated that males
are more sensitive than females regarding post-purchase regret after unplanned buying. Post-purchase regret is
larger for males than for females when buying impulsively. This can be attributed to a cultural aspect in the
Saudi society, where shopping is a way of entertainment, especially for females. Females repeat their visits to the
stores many times a week, thus; the likelihood of their unplanned buying is increased. Gradually, with the
passage of time, they become accustomed to unplanned buying, feeling less regret about it (George and
Yaoyuneyong, 2010). Emotional buying motives of females make them satisfied with the purchased products
and do not think much about the irrationality of buying them. On the contrary, males think more about the
practicality of the product and feel regret if the purchased product has no use or is less beneficial. Marketers
could benefit from this conclusion in market segmentation, targeting and marketing planning programs.

As regards bank-card payment and sales promotion, the research findings demonstrated a positive association of
bank-card payment, but not of sales promotion, with unplanned buying, validating the findings of O'Guinn &
Faber (1989), d'Atous (1990), Magee (1994), Roberts & Martines (1997), Roberts (1998), Roberts & Jones
(2001), Park & Burns (2005), and Phau & Woo (2008). Bank-card payment association can be attributed to the
high credit limit of these cards. Using bank cards in the process of buying from retail stores, the consumer
becomes free of payment limits.The ceiling of expenditure becomes as high as the balances of money these bank
cards allow. This situation requires from the Saudi Arabian Monetary Agency to mandate banks in Saudi Arabia
not to increase credit limits associated with the issuance of credit cards. There is no doubt that the banks’ desire
to earn profit encourages them to expand credit limits of the cards. This strategy by banks contrasted with the
marketing concept which focuses on consumer’s benefit. Those bank strategies enable consumers to spend more
than their financial capabilities, and make them owe the bank large debts. This is evidenced by the volume of
credit card loans that amounted to S.R. 9.5 billion in fiscal year 2008 (Ministry of Economy and Planning, Saudi
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Arabia, 2011). On the other hand, consumers have to train themselves to be rational in using bank cards and
become more involved in purchasing decision-making.

Sales promotion’s insignificant association with unplanned buying can be attributed, in general, to the high
income levels of Saudi consumers (the research sampling unit) compared to the other nationalities in Saudi
Arabia. The high-income levels of Saudis make them less responsive to sales promotion activities of retail stores
and more product-selective purchasers, so that, they are more likely to be loyal to particular brands. Saudi
Marketers can take this into consideration when setting their marketing programs, giving more attention to
product quality demanded by Saudi nationals.

6. Limitations and Future Research

The study is only limited to Saudi consumers in Riyadh, which limits the possibility of generalizing the results to
Saudi consumers in other regions of the Kingdom with different economic, social and cultural conditions. The
study also relies on a convenience sample of Saudi consumers in Riyadh city, because of the difficulty of
obtaining a probability sample. Finally, the study measured the association of unplanned buying with
post-purchase regret, and the association of sales promotion and bank-card payment with unplanned buying. The
study examined the impact of family income and gender on the relationship between unplanned buying and
post-purchase regret. Hence, it does not include any other variables that could have an impact on both unplanned
buying and post-purchase regret or the relationship between them. So, future studies can investigate other
variables that might be associated with both post-purchase regret or unplanned buying and their relationship
antecedents.
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