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Sudy o impactsfrom regret and uncertainty on consumer choice
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Abgract : The paper ams to invegigate how consumer choice probability is updated by experienced regret when
consumer expectations are viewed as expectations. Theoretically and enpiricaly , we show that when zero disoorfir
metion is experienced for each dternative in the condderation st , ridcaverse consumers tend to increase their
choice intention for the aternative with higher performance uncertainty , but ri sk- seeking consumers tend to decrease
their choice intention for this dternative. In addition , the dfect of perfformance uncertainty will be noderated as ex
perience accumulates. The findings provide a great advancement over the expectancy discorfirmation nodel. Marr
agerialy , to gain a better underganding of the impact of regret on changng consumer choice , we should take into
acoount market features such as performance uncertainty between conpeting dternatives, cormpodtion of consumers
in terms of ther risk attitudes, and consumer experience with the product.
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