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Abstract

Abstract

There are always a lot of regretting things whether they are done or not. With the
information exposing and pressure increased sharply, we are easy to generate regret
because we pay not enough attention to information or scatter our energy greatly so
that many good chances are missed. At present, in the field of marketing, both
academic and business practice give little emphases on regret, which its generation
mechanism and influence mechanism are lacking of systemic research, and
enterprises reflect the regretted consumers either. Therefore, the author read and sort
out a large number of literatures, construct the main framework from upward
counterfactual thinking to inaction regret to repurchase intension and try to make it
clear that why consumers are inclined to generating regret when they miss the
purchasing opportunity and how the regret have effect on repurchase intention when
they face the same opportunity next time.

The study, regarding consumers' inaction regret as the main research object,
indicates that upward counterfactual thinking is an important cause for the formation
of inaction regret and inaction regret plays a significant role in influencing consumers'
future purchase intention. This thesis collected 469 samples through questionnaires,
used statistic software-SPSS17.0 and AMOS21.0 for data analysis and ultimately
achieved the following conclusions. First, after missing the purchasing opportunity,
upward counterfactual thinking has a significant positive effect on inaction regret;
second, inaction regret has a significant positive effect on consumers' repurchase
intension; third, inaction regret has a partial mediating effect on the relationship
between upward counterfactual thinking and repurchase intention; fourth, product
attitude and regulatory focus respectively moderates the relationship between upward
counterfactual thinking and inaction regret, and the relationship between inaction
regret and purchase intention.

This thesis enriches the study of inaction regret in the sector of marketing and

analyzes the generation mechanism and influence mechanism about consumers'
11
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inaction regret, which provides reference for the future study. At the same time, the
study is favorable for marketing manager to utilize the emotion of inaction regret
scientifically so as to rationally organize effective marketing activities, which is

helpful to attractive and retain more and more consumers.

Key Word: Upward Counterfactual Thinking; Inaction Regret; Repurchase Intention;

Product Attitude; Regulatory Focus.
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