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“Regretting your brand-self¢” The moderating role of
consumer-brand identification on consumer responses

to purchase regret
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4.3. Limitations and further research

Our research has several limitations which represent interesting
directions for future researchers. First, our study manipulated post-
choice regret through purchase scenarios. Although this method of
regret manipulation has been used extensively in prior regret studies
(e.g. Tsiros & Mittal, 2000), future research should replicate the re-
ported findings by employing more ecologically-valid ways to elicit
regret which simulate more accurately the settings in which consumers
receive post-purchase feedback (e.g. through field experiments).
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