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ABSTRACT
Guilt and shame are negative self-consciousness emotions which occur after consumer buying behavior.
Consumers benefit from the planning to make up for the monetary lost and planning to reduce impulse
buying strategies to coping with guilt. They benefit from mental disengagement, resignation, blame others,
mental undoing, rationalization and seeking social support coping with shame. Guilt, shame and coping
strategy influence consumers' repurchase intention. The aims of this study is to determine whether there has
been a sense of guilt and shame after impulse buying and coping strategies taken into account of these
emotions. In addition, it is aim to determine impact of these emotions and coping strategies on the
repurchase intention. In this direction, a survey was carried out for the students at İstanbul and Marmara
Universities. According to the survey results; impulse buying effects guilt and shame emotions, these
emotions effect coping strategies and repurchase intention. It has been determined that guilt effects planning
to make up for the monetary lost and planning to reduce impulse buying; shame effects mental
disengagement, resignation, blame others, mental undoing, rationalization and seeking social support
strategies. Also it has been determined that coping strategies except mental undoing effect repurchase
intention.
Keywords: Impulse Buying, Consumer Guilt, Consumer Shame, Coping With Strategies, Repurchase
Intention.

INTRODUCTION
Guilt and shame are negative consciousness feelings that every person has in variable degrees and that affect
their attitudes and behaviors. It is considered that they cannot be explained precisely in the marketing
literature though they are in the center of our actions and play a very important role in making sense of our
thoughts and behaviors. There are many factors influential on their emergence. Impulse buying is one of the
most important factors influential in the emergence of these feelings. Impulse buying is a buying behavior
that is observed in a consumer with a strong impulse to own a particular product. Consumers cannot control
the situation while they make such purchases and do not pay attention to their results. Though such feelings
as excitement and pleasure are felt for a while as a result of impulse buying, these feelings are replaced with
negative ones such as regret, ambivalence, and the concern about being judged by the society. Consumers
pay attention not to make such purchases in the future so as not to experience such feelings again. Thus, these
feelings may affect the buying behavior negatively one more time. Consumers benefit from coping strategies
in order to alleviate the negative effects of these feelings. They benefit from the planning to make up for
monetary loss and to reduce impulse buying for coping with guilt and from such strategies as mental
disengagement, blaming others, resignation, mental undoing, rationalization, and seeking social support for
coping with shame. The strategies for coping with guilt decrease the intentions to buy again while the
strategies to cope with shame have a different effect. The consumers seeking social support take into account
the suggestions of others, try to soothe themselves psychologically, and may repurchase in the future as they
justify their buying behaviors. As for the consumers benefiting from such strategies as mental
disengagement, resignation, and blaming others, they do not repeat such purchases in the future.
As these feelings which regulate the thoughts and behaviors of consumers have important effects on the
process of making a decision to buy, it is aimed in the present study to determine strategies to cope with the
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feelings of guilt and shame in impulse buying cases. With this purpose, a survey was administered to students
studying in Istanbul and Marmara universities. The study consists of 3 parts. In the first part, theoretical
information and the research hypotheses regarding negative consciousness feelings and coping strategies are
handled; in the second part, implementation process is explained; and lastly, in the third part, the results and
recommendations regarding the research are given place

THEORETICAL FRAMEWORK AND HYPOTHESES
Negative Self Conscious Emotions
Emotions have some reactions and various psychological parts like congnitive feelings (Aren and Aydemir,
2014; 49). Negative consciousness emotions are cognitive and about the personality of an individual
(Pounders, 2011). These feelings fall into 2 groups: 1) negative feelings such as shame, guilt, and reprimand
and 2) positive feelings like pride (Tangney et al., 2007; 347). The negative self-consciousness feelings that
are confused with one another and should be focused on are guilt and shame. It is considered that they are
very different from one another in terms of their reflections and the coping strategies though they are from
the same family (Pounder, 2011). Guilt is felt with the effect of the regret that a consumer has due to his
buying or not buying a particular product (Tracy et al, 2007; 6). In other words, it is felt when a person does
not buy something that he/she should buy or when he/she buys something that he/she should not buy. As for
shame, it is felt when people think that they have flaws about themselves or against some people (Tangney
and Dearing, 2002; 18). These feelings emerge when people watch commercial news, spend time in stores,
talk with a salesperson, or evaluate the characteristics of a store or a product or service (i.e. in every area of a
consumer’s life) (Edell and Burke, 1987; 421). Thus, they have an effect on thoughts and actions and help
consumers decide and determine their priorities (Stevens, 1998; 23).

Coping with Strategies
Coping strategies are efforts used in reducing the severity of feelings that affect the life negatively and of
regret (Zeelenberg and Pieters, 2007; 15). They are very influential on decision-making processes. They are
considered to be a part of motivation as well as decision-making and the following strategies are employed
regarding impulse buying (Yi and Baumgartner, 2011): The planning to reduce Impulse Buying: It aims to
reduce the frequency and quantity of impulse buyings. It involves going shopping with a shopping list,
having money only enough to buy what is needed, spending according to a budget, and leaving a place when
a consumer feels that he/she will spend money unnecessarily. The planning to make up for Monetary Loss:
This plan is made in order to avoid monetary loss arising from impulse buying. It involves making up for the
money spent in shopping, reducing expenditures, earning side incomes, allotting the budget to make up for
the losses, and not going out to avoid spending money. It is indicated that the planning to make up for
monetary loss is a short-term solution and eliminates negative feelings only for a short time (Tam and
Dholakia, 2008; 27). Mental Disengagement: It involves consumers’ looking for such solutions as lying
about their purchases and watching TV more and distracting themselves when they believe that they cannot
control their negative feelings. Resignation: Resignation means a consumer accepts the truth that he/she
cannot cope with impulse buying (Yi, 2012; 400). Blaming Others: It is a consumer’s attributing the reasons
for his/her purchases and feelings to other people and blaming them. Mental Undoing: It is about
whitewashing a weak situation by making an effort in another area and disregarding the buying behavior.
Rationalization: Rationalization means that consumers see the failure they experience as a result of their
inconsistent attitudes and behaviors and look for excuses. These excuses are that they believe they deserve
what they buy; their purchases are the worth of their money; and they can make up for that loss (Yi and
Baumgartner, 2011; 460). Seeking Social Support: It is the material and moral support provided to make a
positive effect by keeping an individual away from problems (Cohen and Wills, 1985; 313).
The planning to reduce impulse buying and the planning to make up for monetary loss are among “problemfocused” strategies while mental disengagement, resignation, and blaming others are among
“disengagement” strategies, and social support, rationalization, and mental undoing are among “emotionfocused” strategies (Yi and Baumgartner, 2011; 461). However, disengagement strategies can be handled
under emotion-focused strategies, as well (Lazarus and Folkman, 1984) because they do not involve any
direct effort to change negative emotions as is the case in emotion-focused strategies but include behaviors
such as calming down before negative feelings (Duhachek, 2004; 38). Emotions and coping strategies are one
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of the most important subjects that should be handled in terms of consumer behavior since consumers are
affected from their emotions and the coping strategies while making an evaluation after buying something
and in making a decision to buy again (Ladhari et al, 2008; Ha and Lennon, 2010). Recently, the number of
studies focusing on coping strategies and emotions has increased in the marketing literature.
Dedeoğlu and Kazançoğlu carried out a study in 2011 to find out measures of guilt. According to the results,
it was determined that guilt had 5 measures: hesitation, sadness, reluctance to spend money, regret, and
blaming oneself. Pounders researched the similarities and differences between guilt and shame in the study
she conducted in 2011. The results indicated that two feelings were different. Yi and Kanetkar (2011),
Lozınskı (2011), Jun and Yeo (2012) researched the relationship between guilt, shame, anger, and fear that
are felt as a result of gambling loss, dieting and buying cell phones and coping strategies. According to the
results, it was found out that the intensity and severity of gambling were more related to shame while the
consumers who felt ashamed because of gambling loss and dieting chose the disengagement strategy among
the coping strategies. It was also determined that the emotions felt after buying cell phones were mostly fear
and anger, and angry consumers preferred disengagement and seeking social support while the ones having
fear benefitted only from the strategy of seeking social support. Yi and Baumgartner researched how to cope
with guilt and shame in the study they carried out in 2011. The results demonstrated that mental undoing and
the planning to reduce impulse buying and to make up for monetary loss were used to cope with guilt while
the strategies of mental disengagement, resignation and blaming others were chosen to cope with shame. Yi
(2012) and Lu et al. (2012) studied the relationships of compulsive buying, coping strategies, guilt shame
proneness, dissatisfaction, negative feelings, and the intention to repurchase. According to the results, a
positive relationship was found between coping strategies and shame; a negative relationship was found
between guilt and the strategies other than mental disengagement; and a positive relationship was found
between compulsive buying and disengagement while it was determined that compulsive buying was mostly
related to shame. It was also determined that the effect of dissatisfaction on negative feelings; the effect of
negative feelings on coping strategies; and the effect of psychological withdrawal and social support on the
intention to repurchase were significant. Dedeoğlu and Kazançoğlu (2012) studied the effects of regret, norm
violations, self-control failure, and hedonic desires on guilt. The results indicate that regret, self-control
failure, and hedonic consumption are the most influential factors on guilt.
As it is understood from the literature, the studies generally touch on only one dimension of feelings such as
consumer guilt (Dedeoğlu, Kazançoğlu, 2010, 2012). The coping strategies are about the general life on the
whole and are not suitable for the concept of impulse buying. For this reason, the present study gives place to
the strategies of the planning to reduce impulse buying and the planning to make up for monetary loss which
take into account the concept of impulse buying. Also, feelings are handled in terms of guilt and shame
which are based on important incidents such as impulse buying rather than the proneness to guilt and shame
appearing in the psychology literature.

Development of Hypotheses
Impulse buyings are the purchases which are made by consumers for reasons such as seeking excitement, but
produce totally opposite results. Consumers realize that they spend too much money and buy unnecessary
things after such purchases and regret and feel an intensive guilt and shame (Maclnnis and Patrick, 2006;
227).
H1a: Impulse buying positively affects consumer's guilt emotion.
H1b: Impulse buying positively affects consumer's shame emotion.
Negative feelings come out as a result of significant incidents and affect the buying behavior (Zaltman, 1997;
Zeelenberg and Pieters, 2004). In this regard, guilt and shame have an effect on intentions to buy again
(Mattila and Ro, 2008; 103).
H2a: Consumer’s guilt emotion negatively affects repurchase intention.
H2b: Consumer’s shame emotion negatively affects repurchase intention.
Repurchase intentions generally refer to the likelihood of using a brand again in the future (Şahin et al, 2012;
11194). According to Lazarus (1991), negative feelings affect the intention to repurchase and show the need
for coping strategies. According to Frijda, Kuipers and Tershure (1989), different negative feelings require
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different strategies. As guilt requires the evaluation of the relevant behavior, the planning to reduce impulse
buying and the planning to make up for monetary loss are used in coping with this feeling (Yi and
Baumgartner, 2011). The consumers the buying behaviors of whom are not approved by the people in their
environment feel ashamed and benefit from coping strategies to reduce the devastating results. They mostly
display dysfunctional behaviors such as defending themselves, disengagement, and resignation. They also
benefit from more passive or emotion-focused strategies such as seeking social support, mental undoing, and
rationalization (Yi and Baumgartner, 2004; Yi and Baumgarner, 2011). Thus, it is claimed that there is a
positive relationship between the strategies of mental undoing, seeking social support, and rationalization and
the feeling of shame since the strategies are emotion-focused strategies in general (Lazarus and Folkman,
1984; Strutton and Lumpkin, 1994; Yi, 2012; Yi and Kanetkar, 2012).
H3a: Guilt emotion positively affects planning to reduce impulse buying strategy.
H3b: Guilt emotion positively affects planning to make up monetary lost strategy.
H4a: Shame emotion positively affects mental disengagement strategy.
H4b: Shame emotion positively affects resignation strategy.
H4c: Shame emotion positively affects blame others strategy.
H4d: Shame emotion positively affects mental undoing strategy.
H4e: Shame emotion positively social support strategy.
H4f: Shame emotion positively affects rationalisation strategy.
Consumers’ strategies to cope with their feelings after a purchase affect their future behaviors. Consumers
begin to have more self-control regarding the purchases they will make in the future. When they feel guilty,
they avoid impulse buying and monetary loss. Thus, their future purchases decrease (Dedeoğlu and
Kazançoğlu, 2012). Emotion-focused coping is an effort to distract the attention from negative feelings
(Menon and Dube, 2004; 230). Mental disengagement, resignation, and blaming others lead to a decrease in
behaviors repeating the purchase as they involve getting rid of shame and giving up useless actions (Lu et al.
2012). As for social support and rationalization, they make a positive effect on buying (Lu et al, 2012;
Venkatesh et al. 2003; 447). Positive effect comes out because the strategies of social support and
rationalization balance the effect of shame on the intention to repurchase. Also, consumers resorting to these
strategies think that they really need what they buy. They reevaluate the situation and come to more positive
conclusions in comparison to their previous situations.
H5a: Planning to reduce impulse buying strategy negatively affects repurchase intention.
H5b: Planning to make up monetary lost strategy negatively affects repurchase intention.
H6a: Mental disengagement strategy negatively affects repurchase intention.
H6b: Resignation strategy negatively affects repurchase intention.
H6c: Blame others strategy negatively affects repurchase intention.
H6d: Mental undoing strategy positively affects repurchase intention.
H6e: Social support strategy positively affects repurchase intention.
H6f: Rationalisation strategy positively affects repurchase intention
Research models had shown as in figure 1 and figure 2.
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Figure 1. Model of Coping with Consumer Guilt

Figure 2. Model of Coping with Consumer Shame

METHODOLOGY
The aim of the study is to determine the strategies which are effective in coping with guilt and shame. The
sub-aims determined within the scope of this main aim are to determine the relationship between impulse
buying and guilt and shame, to examine the role of guilt, shame, and the employed strategies on the intention
to repurchase, and to find out which feeling is experienced the most after impulse buyings and which feeling
has the most effect on the intention to repurchase. The study was carried out with university students
studying in Istanbul. It was conducted with the students of Marmara University and Istanbul University.
Convenience sampling method was used. The sample size was determined as n=500 with a confidence
interval of 95% and an error margin of 5%. After elimination of the survey, 455 survey were taken into
account. The data were collected through face to face survey. The survey consisted of 2 groups of questions.
The first group measured impulse buying, guilt, shame, coping strategies, and the intention to repurchase
while the second group measured demographic characteristics. Impulse buyings were measured using the
scale developed by Rook and Fisher (1995); shame and guilt with the scale developed by Marschall et al.
(1994) and Marschall (1996); the intention to repurchase with the scale developed by Parasuraman (2005)
and Pavlou and Fygenson (2006); and the coping strategies with the scale developed by Yi and Baumgartner
(2011). The variables were prepared in a 5-point Likert scale. The data were analyzed using SPSS 20,0 and
LISREL 8.7 statistical. They were subjected to descriptive statistics, confirmatory factor analysis, structural
equation modeling.

Demographic Characteristics of Respondent
39.6% of the participants were male, and 60.4% were female. The mode of their ages was 19, while the
median was 20. 96.7% were single, while 3.3% were married. 23.5% had an income under TL 500; 38.7%
between TL 501 and 750; 26.6% between TL 751 and 1000; 4.6% between TL 1001 and 1250; and 6.6% had
an income higher than TL 1250.
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Test of Research Model
The testing of the research models was carried out in 6 stages. The 1st Stage: The scales consisting of 75
variables were subject to reliability analysis, and it was seen that the reliability results of the scales were
good, and no variable was left out. The 2nd Stage: The model of guilt was tested in the first place. Impulse
buying, the feeling of guilt, the intention to repurchase, the planning to reduce impulse buying, and the
planning to make up for monetary loss variables within the model of guilt were tested through confirmatory
factor analysis. The 3rd Stage: A structural equation analysis was performed to test the model of guilt. At this
stage, the effects of impulse buying on guilt and those of guilt on impulse buying and the planning to make
up for monetary loss were studied. Also, the effects of the feeling of guilt and the related coping strategies on
the intention to repurchase were examined. The 4th Stage: The model of shame was tested. The variables of
impulse buying, the feeling of shame, the intention to repurchase, mental disengagement, resignation,
blaming others, seeking social support, mental undoing, and rationalization within the model of shame were
tested through confirmatory factor analysis. The 5th Stage: A structural equation analysis was conducted to
test the model of shame. At this stage, the effects of impulse buying on shame and the effects of shame on
mental disengagement, resignation, blaming others, seeking social support, mental undoing, and
rationalization strategies were handled. The effects of shame and the relevant coping strategies on the
intention to repurchase were studied. The 6th Stage: The models of guilt and shame were compared in terms
of input and output variables.
The goodness of fit indices (GDI) of the measurement models composed of 75 questions and 12 variables
demonstrated that the measurement models had a poor fit. The variables which showed negative variance,
those whose standard coefficients were very close to 1.0; and those which yielded very substantial standard
errors were checked, and the unsuitable variables were removed (Hair et al, 1998). The models turned out to
be within acceptance boundaries as a result of the elimination of 3 variables from IC, 1 from PR, 1 one ICP, 2
from UT, 6 from ZK, 4 from VZ, 2 from MT, 2 from ZT, and 3 from SOS in line with the modifications
suggested. The fit values in before and after the modifications are given in Table 1. The standard values of
the variables remaining in the models after the suggested modifications, R2, error variances, t values,
construct reliability values, variance explanation rates, and Cronbach’s Alpha coefficients are given in Table
2. It is seen that the standardized regression values were significant at 0.01 significance level. That the
construct reliability value of the factors was higher than 0.70 and the variance explanation rates were higher
than 0.50 demonstrated that the scales were reliable and valid.
The predictions on direct and indirect effects of the variables in the models and t values are given in Table 3.
As mental undoing did not have a significant effect on the intention to repurchase, H6d hypothesis was
rejected while H1a, H1b, H2a, H2b, H3a, H3b, H4a, H4b, H4c, H4d, H4e, H4f, H5a, H5b, H6a, H6b, H6c,
H6e, and H6f hypotheses were accepted as all other effects were significant. As it is seen in Figure 3, while
impulse buyings explain guilt by 0.43%; guilt explains the planning to make up for monetary loss by 0.18%
and the planning to reduce impulse buying by 0.28%. Furthermore; guilt, the planning to make up for
monetary loss, and the planning to reduce impulse buying explain the intention to repurchase by 0.47%. In
Figure 4, it is seen that impulse buying explains shame by 0.26% while shame explains mental
disengagement by 0.53%, resignation by 0.61%, blaming others by 0.19%, seeking social support by 0.74%,
mental undoing by 0.11%, and rationalization by 0.015%. Also, the feeling of shame explains the intention to
repurchase by 0.61%.
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Table 1. Goodness of Fit Statistics of Consumer Guilt and Shame Models
Consumer Guilt Model Tests
Goodnessof-fit index

Before
Modification

After
Modification

Consumer Shame Model Tests
Acceptable fit

Before
Modification

After
Modification

Absolute fit value
X

2

631.90

524.55

1252.12

818.61

Degree
of
Freedom (df)

246

224

580

420

(X2/df)

2.56

2.34

1-5

2.15

1.94

GFI

0.90

0.91

0.90≤GFI≤0.95

0.87

0.90

AGFI

0.87

0.89

0.85≤AGFI≤0.90

0.85

0.88

SRMR

0.063

0.060

0.05≤SRMR≤0.10

0.072

0.066

RMSEA

0.059

0.054

0.05≤RMSEA≤0.08

0.051

0.046

CFI

0.94

0.95

0.95≤CFI≤0.97

0.94

0.96

NNFI=TLI

0.94

0.95

0.95≤NNFI≤0.97

0.94

0.95

NFI

0.91

0.92

0.90≤NFI≤0.95

0.90

0.92
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Table 2. Research Variables in Guilt and Shame Models after Modification
Structure
Validity

Variance
Validity

Cronbach
Alpha

0.68

0.94

0.88

0.60

0.89

0.87

0.69

0.88

0.84

0.57

0.85

0.85

0.54

0.87

0.92

0.73

0.93

0.85

0.66

0.92

S.E

0.92

R2

12.23

S. S

T
Value

Research Variables ın Consumer Guilt Model after Modification

Impulse Buying = IC

0.86

0.74

0.51

I often buy things spontaneously.

0.83

0.69

0.66

12.83

"Just do it" describes the way I buy things. .

0.91

0.82

0.35

10.42

Observed Variable

I often buy things without thinking. .

0.83

0.68

0.66

12.91

"I see it, I buy it" describes me.

0.78

0.61

0.65

13.53

I buy things according to how I feel at the moment.

0.76

0.58

0.66

13.70

Sometimes I feel like buying things on the spur-of-the-moment.

0.86

0.74

0.51

12.23

Guilt Emotion= SUC
I buy impulsively and then I regret.

0.77

0.59

0.50

12.67

I feel nervous when I realize that I have bought something that I
do not really like or need.

0.76

0.57

0.49

12.89

I think impulse buying is not right.

0.85

0.72

0.37

10.90

I feel sad and apologize from my family and other people to
whom I am responsible for this insensible behavior.

0.73

0.53

0.69

13.22

I feel bad after shopping.

0.77

0.60

0.53

12.64

Repurchase Intention= NY
I buy things that I have already bought without thinking.

0.85

0.72

0.45

9.95

Most probably, I will buy things that I have already bought again
in the future.

0.87

0.76

0.39

8.59

I have an intention to purchase without thinking again.

0.78

0.62

0.68

11.93

Planning to Make up Monetray Lost= PR
I try to make up for the money I spend and earn side incomes.

0.79

0.62

0.61

10.91

I consider that I exceed my daily/weekly/monthly budget and try
not to go out or spend money.

0.66

0.44

0.84

13.22

I try to earn the money back by doing an extra job.

0.69

0.47

0.87

12.93

I plan my budget to make up for the loss that I cause.

0.87

0.75

0.40

7.82

Planning to Reduce Impulse Buying= ICP
I spend according to my budget and try to avoid buying things
which cause me to spend money unnecessarily.

0.76

0.58

0.59

11.93

I make shopping plan in order not to repeat the same attitude.

0.72

0.52

0.68

12.66

I take into account the opinions that help me reduce the number of
purchases I make.

0.83

0.69

0.40

9.99

I try to reduce instant buying by making a list of needs before the
next shopping and avoiding buying things that are not on the list.

0.73

0.53

0.74

12.56

When I feel that I will buy something without thinking, I just
walk away from where I am.

0.63

0.39

0.97

13.61

Research Variables ın Consumer Shame Model after Modification
Impulse Buying = IC
I often buy things spontaneously.

0.85

0.73

0.53

11.61

"Just do it" describes the way I buy things. .

0.85

0.72

0.60

11.83

I often buy things without thinking. .

0.91

"I see it, I buy it" describes me.

0.82

0.83
0.67

0.33

8.80

0.69

12.53

Shame Emotion = UT
I beware of the people to whom I am responsible and cannot look
at their faces thinking that my impulsive shopping would not be
welcome by them.
Thinking that my impulsive spending would be considered a

0.81
0.81
126

0.66

0.79

12.40

0.65

0.78

12.51
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weakness, I feel that I am incapable0 before the people to whom I
am responsible.
I see myself as a weak person after buying something.

0.83

0.68

0.60

12.08

Repurchase Intention = NY
I buy things that I have already bought without thinking.

0.85

0.72

0.45

10.30

Most probably, I will buy things that I have already bought again
in the future.

0.87

0.77

0.38

9.00

I have an intention to purchase without thinking again.

0.78

0.61

0.69

12.22

Resignation = VZ
If I do not use a product that I have bought on impulse, I give it as
a gift.

0.88

0.80

0.44

10.00

I try to exchange a product that I have bought on impulse with
something that I really need.

0.90

0.67

0.36

8.87

I try to give a product that I have bought on impulse back to the
store.

0.82

0.55

0.65

12.11

Mental Disengagement = ZK
I lie to the people around me about the purchases I make.

0.77

0.59

0.82

12.81

I do not give up my habits such as smoking and drinking alcohol.

0.87

0.75

0.44

10.22

I try not to show my feelings to other people after I buy
something.

0.84

0.70

0.58

11.36

I do not tell anything about a purchase that I make to anyone.

0.80

0.63

0.68

12.34

Blame Others = BS
I blame the person who is with me during the shopping about my
purchases.

0.71

0.50

0.77

13.16

I blame the people who cause me to buy things without thinking.

0.92

0.84

0.23

5.33

I blame the salesperson who helps me during shopping.

0.85

0.72

0.41

9.18

Rationalisation = MT
I make myself believe that I deserve it even if I buy something
without thinking.

0.74

0.55

0.66

12.15

I think I really need what I buy.

0.82

0.67

0.50

10.26

I sometimes believe that I have a right to buy something on
impulse.

0.80

0.64

0.54

10.76

I make myself believe in the idea, “If what I bought was
expensive, the results would be worse.” after the purchases I
make.

0.78

0.61

0.60

11.36

Mental Undoing = ZT
After I buy something, I think “I wish I could take the time back
and had not spent the money that I spent.”

0.80

0.65

0.71

11.78

I try to think as if I had not bought what I bought on impulse.

0.89

0.79

0.38

8.52

I prefer to forget about the shopping that I have done.

0.83

0.68

0.55

11.12

I do not want to believe that I have bought something
impulsively.

0.73

0.54

0.73

13.02

Social Support = SOS
I share what I feel about the shopping that I have done with other
people.

0.87

0.75

0.59

10.91

I try to get emotional support about the purchases that I make.

0.88

0.77

0.49

10.43

I confess to my friends that what I have bought has impressed
me a lot.

0.87

0.76

0.55

10.77
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0.87

0.69

0.88

0.89

0.74

0.92

0.88

0.66

0.92

0.86

0,68

0,87

0.86

0.61

0.87

0.88

0.66

0.90

0.90

0.76

0.94
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Table 3. Estimated Values and Fit Criteria for the Guilt and Shame Models

Standart Error

T
Value

Error Variance

Standardized
Regression
Coefficient

Total Effect

Direct
Effect

Relationships in the model

Indirec Effect

Standardized Impact
Estimations

Standart Solution

Estimated Values and Fit Criteria for the Consumer Guilt Model

Impulse buying –Guilt

0.65

-

0.65

0.65

0.43

0.57

12.56

0.052

Guilt –Planning to make up monetary lost

0.43

-

0.43

0.43

0.18

0.82

7.88

0.054

Guilt - Planning to reduce impulse buying

0.53

-

0.53

0.53

0.28

0.72

9.47

0.055

Guilt – Repurchase Intention

-0.39

-0.23

-0.62

-0.39

0.47

0.53

-11.58

0.059

Planning to reduce impulse buying –Repurchase
Intention

-0.21

-

-0.21

-0.21

0.47

0.53

-4.03

0.053

Planning to make up monetary lost - Repurchase
Intention

-0.26

-

-0.26

-0.26

0.47

0.52

-5.31

0.050

Estimated Values and Fit Criteria for the Consumer Shame Model
Impulse buying –Shame

0.51

-

0.51

0.51

0.26

0.74

10.09

0.051

Shame-Repurchase Intention

-0.41

-0.28

-0.69

-0.41

0.61

0.39

-2.73

0.15

Shame –Mental Disengagement

0.73

-

0.73

0.73

0.53

0.47

13.48

0.054

Shame -Resignation

0.78

-

0.78

0.78

0.61

0.39

16.14

0.049

Shame – Blame Others

0.44

-

0.44

0.44

0.19

0.81

8.05

0.054

Shame – Mental Undoing

0.33

-

0.33

0.33

0.11

0.89

6.43

0.052

Shame –Social Support

0.86

-

0.86

0.86

0.74

0.26

17.89

0.048

Shame –Rationalisation

0.12

-

0.12

0.12

0.015

0.99

2.31

0.053

Mental Disengagement – Repurchase İntention

-0.41

-

-0.41

-0.41

0.61

0.39

-6.30

0.065

Resignation - Repurchase Intention

-0.14

-

-0.14

-0.14

0.61

0.39

-2.02

0.071

Blame Others - Repurchase Intention

-0.18

-

-0.18

-0.20

0.61

0.39

-4.00

0.044

Mental Undoing - Repurchase Intention

-0.01

-

0.01

0.01

0.61

0.39

0.31

0.040

Social Support - Repurchase Intention

0.22

-

0.22

0.22

0.61

0.39

2.28

0.098

Rationalisation - Repurchase Intention

0.10

-

0.10

0.10

0.61

0.39

2.54

0.039

CONCLUSION
In the present study, the university students’ strategies to cope with guilt and shame that they feel after
impulse buying were evaluated through different models. According to the results of the first model, impulse
buyings had a positive effect on guilt while guilt had a positive effect on reducing impulse buying and
making up for monetary loss. The feeling of guilt, impulse buyings, and the strategies to make up for
monetary loss had a negative effect on the intention to repurchase. So, the H1a, H2a, H3a, H3b, H5a, and
H5b hypotheses were accepted. For coping with guilt, the consumers trying to make up their monetary loss
make an effort not to go out and not to spend money or they attempt to make up for the money they spend
with side incomes. As for the consumers trying to reduce impulse buying, they make a list of needs for the
next shopping, make plans, and walk away from a store where they feel that they will buy something on
impulse. These efforts prevent consumers’ repeating impulse buying. However, it was seen that the
consumers benefitted mostly from the planning to reduce impulse buying in coping with guilt while the
planning to make up for monetary loss was effective regarding the intention to repurchase. Students’
benefitting more from the planning to reduce impulse buying results from the fact that there are uncontrolled
purchases behind guilt and from the idea that the effect of guilt will decrease by reducing the number of such
purchases (Rook and Hoch, 1985; 27). As for the planning to make up for monetary loss, it is considered a
strategy that is rarely used in coping with guilt because it necessitates a burden such as doing an extra job and
gaining a side income and it is a short-term solution (Tam and Dholakia, 2008). The negative effect of
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reducing impulse buying on the intention to repurchase is weaker in comparison to that of making up for
monetary loss. This is because consumers do not transform the planning to reduce impulse buying to decisive
practices. According to the second model, it was determined that impulse buying had a positive effect on
shame, and shame had a positive effect on mental disengagement, resignation, blaming others, social support,
rationalization, and mental undoing strategies. It was found out that mental disengagement, resignation, and
blaming others had a negative effect on repurchase intention while seeking social support and rationalization
had a positive effect. It was also determined that mental undoing had no effect on the intention to repurchase.
In this regard, the H1b, H2b, H4a, H4b, H4c, H4d, H4e, H4f, H6a, H6b, H6c, H6e, and H6f hypotheses were
accepted while the H6d hypothesis was rejected. It was seen that the consumers mostly chose seeking social
support, resignation, mental disengagement, and blaming others while they resorted to rationalization and
mental undoing the least. The reason for their benefitting from social support the most may be because they
think shame is a heavy feeling and its effects can be alleviated by getting help from others. When consumers
feel that they cannot do away with the feeling of shame, they try to get away from such feelings physically
and mentally. They blame the people who accompany them while shopping and think that they have an
influence on their buying something which they normally do not plan to buy. They can cope with their
feelings more easily by using the strategy of resignation. The consumers using this strategy make such efforts
as to give what they buy as a present to another person, to change it with another product, or return it. As for
the reason why the strategies of mental undoing and rationalization are used the least, this is because the
negative consciousness feelings in impulse buying not require many more efforts of rationalization. It was
determined that the strategies which had the most effect on the intention to repurchase were resignation and
social support while the one having the least effect was rationalization. It was also found out that the effect of
mental undoing on the intention to repurchase was not significant. The finding that the strategies of seeking
social support and mental disengagement had the most effect on the intention to repurchase is consistent with
the literature (Beaudry and Pinsonneault, 2010; Lu et al., 2012). The reason why the effect of social support
on the intention to repurchase was positive is that it reduces the negative effect of shame. The consumers
receiving social support may repeat impulse buying. However, the ones who are in mental disengagement do
not repeat such behavior (Lu et al. 2012). The results of the two models are consistent with the relevant
studies (Lazarus and Folkman, 1984; Rook 1987; Strutton and Lumpkin, 1994; Jorgensen, 1996; Tangney et
al. 1996; Zaltman, 1997; Barsky and Nash, 2002; Dahl et al. 2003; Venkatesh et al. 2003; Mattsson, 2004; Yi
and Baumgartner, 2004-2011; Zeelenberg and Pieters, 2004; Allen et al. 2005; Laros and Stennkamp, 2005;
Cheabat, 2005; Maclnnis and Patrick, 2006; Matilla and Ro, 2008; Beaudry and Pinsonneault, 2010;
Dedeoğlu and Kazançoğlu, 2010-2012; Yi 2012; Yi and Kanetkar, 2012; Lu et al, 2012).
Guilt and shame were compared in terms of impulse buying and the intention to buy again. It was seen that
the consumers felt much guiltier after impulse buying, which is also consistent with the literature (Yi and
Baumgartner, 2011; 465). It was determined that shame was more influential on intention to repurchase as it
is a strong feeling and has worse results. This situation is also stated in the literature, and it is claimed that as
the severity of consumers’ negative feelings increases, their intentions to buy again decrease (Jorgensen,
1996).

LIMITATIONS AND RECOMMENDATIONS
The present study focused on the difference between the direct and indirect effects of negative consciousness
feelings and coping strategies on the intention to repurchase. It was found that the feelings of guilt and shame
were experienced in different processes and brought about different results. The place of negative
consciousness feelings in different consumption behaviors was explained by limiting the feelings of guilt and
shame to impulse buying. It was indicated that the feelings experienced in different consumption behaviors
and their reflections on the behavior would differ. The present study offers various recommendations for
enterprises. Enterprises may use the feeling of guilt in ads as an instrument to influence consumers to buy
their products. When a consumer likes the advertiser and the product that is advertised, he/she may develop
positive feelings about it and buy the product again. Enterprises may use social networking sites to reduce the
effects of shame and may be helpful in meeting the needs of customers for social support by intervening in
the environments where consumers interact intensively. They may also provide consumers with different
solutions such as refunding their money and taking the product back to help them cope with the negative
feelings after purchase. Guilt and shame may also be used as a market segmentation instrument, and the
target markets may be divided for those who feel shame and guilt separately. It is expected that the present
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study will guide future studies. The feelings of shame and guilt may bring about different results in different
cultures, personalities, and product groups. For this reason, similar studies may be carried out with different
product groups, in different regions, and with consumers having different personal characteristics. Research
may be conducted to determine whether or not there is a difference between online and traditional purchases
in terms of negative consciousness feelings; seek for variety; and the feelings of shame and guilt felt after
experiential purchases such as hedonic purchases and obsessive purchases. The effects of coping strategies
and feelings on different post-purchase consumer behaviors such as word of mouth communication, the
intention to exchange an item, consumer loyalty, and the complaint behavior as well as on the intention to
repurchase may be explored. Coping strategies may be evaluated taking into account different categories
such as primary emotions, basic emotions, and set of different emotions. Whether or not consumers
experience these feelings even after planned purchases may be investigated. It is also worth studying whether
or not the feelings of guilt and shame are related to ambivalence and whether or not coping strategies vary in
terms of this ambivalence. Whether or not different strategies are used in coping with these feelings and to
what extent their use in ads can prevent negative purchases may be searched. Also, whether or not there is a
relationship between sustainable consumption and social responsibility guilt may be investigated based on
the idea that the individuals who do not achieve a sustainable consumption may feel social responsibility
guilt more. One of the limitations of the present study is that it was carried out only in Istanbul and on young
people. The feelings that consumers experience after impulse buying, their strategies to cope with these
feelings, and the effects of coping strategies on the intention to repurchase was handled in terms of their
general shopping behaviors. Another limitation of the study is that the results were not evaluated in terms of
a specific brand or product groups.
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