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Conspicuous Consumption 
and Emotional Drivers: 

Understanding Repurchase 
Intention through Pleasure, 

Guilt, and Arousal in Karachi, 
Pakistan

Abstract
This study examines the influence of conspicuous consumption on responsible 

purchase intention among upper-middle-class consumers, focusing on the mediating 
roles of pleasure, guilt, and arousal. Data were collected using the mall-interception 
method, targeting individuals actively engaged in retail environments. Structural 
equation modeling results reveal that conspicuous consumption has a direct and 
indirect positive impact on responsible purchase intention, mediated by emotional 
factors. Pleasure and arousal enhance the intention to purchase responsibly, while guilt 
emerges as a corrective emotional trigger encouraging ethical behavior. The strongest 
mediating effect was observed through arousal, highlighting the power of emotional 
intensity in shaping consumer decisions. These findings challenge the conventional 
view that status-driven consumers are indifferent to ethical concerns and suggest 
that emotional engagement can bridge self-expression and social responsibility. The 
study offers valuable implications for marketers and policymakers aiming to promote 
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sustainable consumption through emotionally resonant and status-aligned messaging.

Keywords: conspicuous consumption, style consumption, consumer satisfaction, 
consumer repurchase intention, remorse, and branded clothing

Introduction
Past studies show that the luxury or conspicuous brand segment faces several 

challenges. For instance, novelty seekers prioritize uniqueness and social distinction, 
often avoiding repurchasing the same luxury brands (Igani & Ledum, 2025). Additionally, 
the fashion brand market is dynamic, compelling consumers to constantly change, 
which creates economic difficulties for marketers trying to meet consumers' rapidly 
evolving needs (Sharma et al., 2024).   

Promoting consumers' intention to repurchase is essential for the growth and 
sustainability of firms (Hamdani et al., 2023). Abubakar (2025) asserts that it reflects 
consumer satisfaction and brand trust. Repurchase intention in the context of 
conspicuous brands is a more complex phenomenon (Elibol, 2023). Unlike the repurchase 
of non-luxury brands, the repurchase intention of luxury brands is influenced by social 
signaling, brand prestige, and the emotional gratification associated with ownership 
(Acar et al., 2024). Thus, we argue that consumers' repurchase intention would increase 
significantly when marketers can address such symbolic and social benefits (Islam et 
al.,2024). Researchers believe conscientious consumption is a crucial psychological and 
social driver influencing individuals' purchasing decisions (Kamaaluddin et al., 2025). 
Conspicuous consumers are motivated to purchase luxury products to signal wealth, 
status, or taste (Bazi et al., 2023). If a brand fails to exhibit these qualities, its likelihood of 
repurchase decreases significantly (Haque et al., 2023). 

The extant literature suggests that many studies on repurchase intentions are 
available, utilizing different antecedents across various cultures and countries (Phua, 
2021; Michaut-Denizeau, 2020). One study in Vietnam focused on luxury brand consumers 
and concluded that a high-quality online shopping experience—characterized by 
responsiveness, personalization, and trust—promotes customer satisfaction and 
repurchase intention. This study recommended that, among all factors, consumers place 
greater emphasis on the trustworthiness of virtual shops (Nguyen et al., 2022). Another 
study in Germany on long-term purchase intention documents that brand prestige 
motivates consumers to purchase a brand and that consumers' repurchase intentions 
depend on brand trust. This study advised that transparency in the communication 
process fosters trust and sustainable loyalty in the luxury market (Wiedmann et al., 
2020). Additionally, a study in the United States documents that brand authenticity 
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directly affects emotional value, which mediates the relationship between authenticity 
and repurchase intention. The study noted that customer loyalty profoundly depends 
on evoking personal identity and delivering genuine, meaningful experiences (Jin & 
Phua, 2021). Similarly, a study in Germany documents that functional and social values 
promote repurchase intention. The study noted that luxury consumers prioritize quality 
and emotional satisfaction over social recognition (Hennigs et al.,2019).

This study has used pleasure, guilt, and arousal as mediators, which have been 
the focus of limited studies. For example, a study in South Korea by Ko, Costello, and 
Taylor (2019) illustrated that emotional factors like brand love and self-brand congruity 
positively influence repurchase intentions without relying on emotional states such as 
guilt or arousal. They advise luxury brands to nurture strong emotional ties and ensure 
the brand image resonates with consumers' identities to promote enduring loyalty. 
Together, these studies emphasize the significance of trust, sustainability, and emotional 
brand connection in encouraging repurchase behavior, regardless of conventional 
affect-based mediators. Another study in Vietnam by Nguyen et al. (2022) revealed that 
a high-quality online customer experience, defined by usability, personalization, and 
responsive service, directly boosts customer trust, subsequently elevating repurchase 
intention. The authors suggest that luxury brands emphasize creating seamless and 
personalized digital experiences to enhance consumer loyalty in online settings. 
Kapferer and Michaut-Denizeau (2020) explored how consumers’ views on sustainability 
and ethical practices impact their repurchase behavior in France. They discovered that 
environmental and social responsibility authenticity significantly bolsters brand loyalty, 
especially among younger, value-driven consumers. They recommend that luxury 
brands incorporate visible and credible sustainability initiatives into their branding 
strategies to attract ethically conscious customers. Given the above discussion, the 
study aims to examine:
•	 The direct relationship between conspicuous consumption and repurchase 

intention.

•	 To explore how consumer pleasure, guilt, and arousal mediate the relationship 
between conspicuous consumption and repurchase intention.

Literature Review

Theoretical Background
The study has extended the Theory of Planned Behavior (TPB), developed by Ajzen 

(1991), to examine the impact of conspicuous consumption on repurchase intention 
and the mediating roles of pleasure, guilt, and arousal on repurchase intention. The 
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TPB posits that individual behavior is shaped by attitudes toward a behavior, subjective 
norms (social pressure), and perceived behavioral control (the degree of difficulty or 
ease of a behavior) (Mishra et al., 2023). These factors directly and indirectly influence 
purchase intention and behavior (Sharma et al., 2024). Existing literature suggests that 
consumers who engage in conspicuous consumption derive positive feelings and 
pleasure from owning luxury and status goods (Hien et al., 2024). 

These feelings and pleasure can foster positive attitudes, enhancing their intentions 
to repurchase luxury goods in the future (Yadav & Kar, 2025). Yoo and Bae (2024) assert 
that consumer pleasure is a key motivator that can bolster the relationship between 
conspicuous consumption and repurchase intention. The researcher contends that 
when consumers experience negative emotions (such as guilt) stemming from their 
conspicuous consumption, they can rationalize their behavior to maintain their positive 
attitudes toward purchasing luxury goods (Mishra et al., 2023). This ambivalence–
positive attitudinal responses arising from negative emotions—aligns with the TPB, 
which posits attitudes as a principal determinant of behavioral intentions (Hien et al., 
2024). Additionally, the impact of subjective norms or social expectations is crucial 
to conspicuous consumption (Yadav & Kar, 2025). Researchers argue that individuals 
frequently engage in conspicuous consumption to conform to social expectations and 
impress others by showcasing their wealth and status (Veblen, 2021). Furthermore, social 
pressure to align with peers and social values encourages conspicuous consumers to 
buy luxury goods (Wu & Lee,2025).  Perceived behavioral control reflects an individual’s 
feelings regarding their perceived ability to perform a behavior

Conspicuous Consumption and Repurchase Intention
Yan et al. (2024) assert that conspicuous consumption occurs when consumers 

acquire goods and services to exhibit social status. This phenomenon is common in 
both individualist and collective societies. However, it is more prevalent in societies 
where individuals seek to differentiate themselves by possessing material goods. 
Many studies in various cultures and countries report that conspicuous consumption is 
strongly associated with customers' repurchase intentions (Cho et al., 2025). Moreover, 
many researchers have found that consumers who frequently purchase luxury brands 
are often status-conscious (Nunkoo et al., 2024). Extending this argument, Yadav and Kar 
(2025) report that luxury brands also benefit from status consumption, as consumers 
feel more confident in their success with high-status products. Consequently, it boosts 
their confidence in brand choices and increases repeat purchases (Yadav & Kar, 2025).

H1: Conspicuous consumption “has a positive impact on repurchase intention.”
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Conspicuous Consumption, Consumer Pleasure, and Repurchase Intention. 
Consumer pleasure, the emotional satisfaction or joy derived from goods and 

services, has been linked to conspicuous consumption (Sharma et al., 2024). The theory 
suggests that consumer pleasure originates from a person's emotional satisfaction 
stemming from social recognition and validation gained through consuming luxury 
or high-status goods (Yun et al., 2025). Research indicates that individuals who buy 
relatively inexpensive goods at higher prices are more likely to link their choices to the 
emotional satisfaction they obtain from these items. For instance, fans of expensive 
perfumes frequently mention the pleasure they experience from the attention 
received while wearing them and the associated psychological benefits (Lin et al., 
2024). Consequently, emotional gratification often serves as the primary motivation for 
purchasing and repurchasing conspicuous goods, as consumers seek to relive positive 
emotional experiences (Hamdani et al., 2023). Experiments demonstrate that consumer 
pleasure mediates the connection between conspicuous consumption and the intention 
to repurchase (Haque et al., 2023). When consumers find pleasure in conspicuous 
consumption, they form a positive emotional bond with the product, enhancing their 
intention to buy it again (Babin et al., 2024). For example, luxury fashion brands leverage 
their customers' pleasure when wearing their products to encourage repeat purchases 
(ti). The emotional rewards of conspicuous consumption drive consumers to buy similar 
products to keep experiencing those pleasurable emotions (Acar et al., 2024).

�H2: Consumer pleasure “mediates the relationship between conspicuous consumption 
and repurchase intention.”.

Conspicuous Consumption, Consumer Guilt, and Repurchase Intention
Although conspicuous consumption has the potential to lead to consumer hedonism, 

it can also trigger consumer guilt, particularly when purchasing luxury goods is seen 
as indulgent or excessive (Hamdani et al., 2023). Consumer guilt is an unfavorable 
emotional condition that arises when a consumer experiences a conflict between their 
purchase and a perceived norm, such as the need to be fiscally or socially responsible 
(Cho et al, 2025). Conspicuous consumption still benefits the repurchase intention, even 
with guilt. Consumers may use compensatory behaviour to reduce guilt by persuading 
themselves to purchase conspicuous goods necessary to maintain social status or 
emotional well-being (Oginyi et al., 2023). As a result, consumers could continue 
repurchasing conspicuous goods to justify the guilt of purchasing conspicuous goods, 
implying that consumer guilt may not decrease the repurchase intention, but instead 
strengthen the repurchase intention as an emotional justification (Yun et al, 2025).
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�H3: Consumer guilt mediates the relationship between conspicuous consumption and 
repurchase intention.

Conspicuous Consumption, Arousal, and Repurchase Intention
Chao et al. (2025) assert that consumer arousal stimulates the emotional level during 

consumption. In the context of conspicuous consumption, the intensity of the emotional 
level is significantly higher, especially when consumers perceive that their purchases 
confer status or recognition upon them (Hamdani et al., 2023). Thus, we argue that 
arousal is a potent driver of repurchase intention because consumers desire to replicate 
the self-enhancement experienced during prior purchases (Iqbal et al., 2025).

Past studies have shown that arousal has a direct and indirect (mediating) effect 
on the repurchase intention of conspicuous products (Nurrizky et al., 2023). When 
consuming products, consumers often experience high arousal. As a result, they feel 
more emotionally driven to repurchase the product to recreate the experience (Cruz 
et al., 2025). Researchers believe that these effects are particularly pronounced for 
luxury goods, where the hedonic value of the purchase itself is an integral part of the 
consumption experience (Mnqanqeni et al., 2023).  

�H4: Arousal mediates the relationship between conspicuous consumption and repurchase 
intention.

Conceptual Model
Figure 1 depicts the developed conceptual framework, showing the relationships of 

the articulated relationships. 

Figure 1: Conceptual Model
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Methodology

Research Design 
This Study adopted the Methodology as outlined by O’Kane et al. (2024). This study 

is based on a positivism philosophy and an objective, observable reality that can be 
measured. Positivism enables the testing of hypotheses and generalization from 
empirical data, which is suitable for this research, and the identification of relationships 
between dependent and independent variables. A deductive research approach was 
used. The research is based on the development of hypotheses from the existence of a 
theory to the testing of the hypotheses through empirical data. Bell et al. (2022) state: 
“A deductive approach is ideal for testing theories and hypotheses using a structured, 
quantitative approach.” The study adopted the survey strategy to collect data from 
the participants. Surveys are a particularly efficient method to collect standardized 
data from some respondents. They are used in positivism research to test predefined 
hypotheses (O’Kane et al., 2024). The survey is a structured questionnaire. This study 
adopted a mono-method approach to ensure data consistency and to be quantitatively 
analyzed. A mono-method is appropriate when the hypothesis needs to be tested and 
to obtain a high level of reliability of the data collection (Taherdoost, 2021). A cross-
sectional time horizon has been adopted, meaning the data have been collected at only 
one point. This is the appropriate approach to identify patterns and relationships within 
the data without needing longitudinal analysis, which is mostly adopted in studies with 
a longer period (Anand et al., 2021). The non-probability sample, called convenience 
sampling, was used. Convenience sampling is a technique that allows the researcher to 
collect data from people who are easily available (Bell et al., 2022). 

Population and Sampling 
The population for this study is all individuals living in Karachi. Its population exceeded 

20 million, distributed across its seven administrative districts (Census, 2023). The target 
population for this study comprises upper-middle-class families living in Karachi. The 
study adopted mall intercept methods to collect the data, as luxury products and brands 
are available in malls. We used Raosoft web to calculate the sample size 387; however, 
we intercepted 500 respondents in the targeted malls, and 486 were usable. 

Scale and Measures 
Scales and measures play a vital role in collecting and analyzing data in research. 

Using well-designed scales and measures ensures the validity and reliability of research 
findings, enabling researchers to draw meaningful conclusions. Standardized scales 
and measures facilitate comparisons across various studies, populations, and contexts, 
allowing for more robust and generalizable results. Table 1 depicts “constructs, sources, 
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items, and reliability of the constructs in past studies.” 

Table 1: Constructs and Items Used in the Study
 Constructs 	 Sources	 Items	 Reliability in Past Studies 
Repurchase Intention	 Sharma et al. (2024)	 5	 0.748 to 0.817
Conspicuous Consumption	 Lu et al. (2024)	 6	 0.748 to 0.817
Consumer Pleasure	 Cachero-Martínez et al. (2024)	 5	 0.823 to 0.859
Consumer Guilt	 Hamdani et al. (2023)	 5	 0.709 to 0.844
Consumer Arousal 	 Nurrizky et al. (2023)	 5	 0.786 to 0.835

Statistical Analysis 
We used Smart PLS for statistical analysis, as it allows researchers to model complex 

relationships between latent and indicator variables. Researchers utilizing this software 
can model the relationship between latent variables and their indicators (Measurement 
model). Additionally, they can model the relationship between latent variables through 
a structural model.

Results 

Respondent Profile 
Respondent profiles help researchers identify patterns and trends in the data. 

Moreover, a well-defined profile ensures that the sample is representative of the target 
population, increasing the generalizability of the findings. Table 2 shows a summary of 
respondents’ profiles. It starts with a minimum income of Rs 150,000 and an age of 18, 
as our inclusion criteria were to target middle—and higher-income groups and adults.  

Table 2: Respondent Profile 
Category	 Percentage (%)
Current age	 28.00%
18 – 27 years	 35.00%
28- 38 years 	 20.00%
39 -  48 years	 17%
49- 58 years	 28%
Income per month (In Rupees)	
1500,000 Rs 200,000	 25%
200,001– 250,000		  32%
250,001 – 300,000     	 28%
300,001- 400,000	 15%
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Last education	
High School	 38.00%
Bachelor’s Degree 	 28.00%
Master Degree 	 25.00%
Postgraduate Degree 	 9.00%
Occupation	
Business 	 48%
Service 	 52%

Measurement Model 
Researchers believe a well-defined measurement model is crucial for theory 

testing and informed decision-making. A measurement model generates results 
such as reliability, validity, and factor loadings to ensure that the latent constructs 
are accurately captured. It also shows the relationship between latent and indicator 
variables (Figure 2).

 
Figure 2: Measurement Model

Convergent Validity 
 Convergent validity measures whether the indicators of the same construct agree 

and consistently measure the underlying concept. The constructs' convergence validity 
is based on Outer Loadings (OLs), Average Variance Extracted (AVE), and Composite 
Reliability (CR). Refer to Table 3 for results. 
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Table 3
Constructs	  	 Items	 Loading		  AVE	 CR	 Rho A
		  AR1	 0.716		  0.571	 0.842	 0.879
Arousal 		  AR2	 0.781				  
		  AR3	 0.751				  
		  AR4	 0.773				  
		  CC1	 0.868		  0.624	 0.868	 0.876
		  CC2	 0.682				  
Conspicuous Consumption		  CC3	 0.866				  
		  CC4	 0.727				  
		  CG1	 0.713		  0.656	 0.884	 0.860
		  CG2	 0.838				  
Consumer Guilt		  CG3	 0.846				  
		  CG4	 0.836				  
		  CP1	 0.764		  0.542	 0.825	 0.837
Consumer Pleasure		  CP2	 0.747				  
		  CP3	 0.778				  
		  CP4	 0.650				  
		  RI1	 0.746		  0.651	 0.881	 0.847
Repurchase Intention		  RI2	 0.837				  
		  RI3	 0.840				  
		  RI4	 0.799				  

							        
Discriminant Validity 

Discriminant validity ensures that each construct in a model is “distinct and empirically 
different.” Researchers suggest using two methods for assessing discriminant validity 
(Fornell & Larcker, 1981). Following the advice of the researchers above, we have 
ascertained discriminant validity using the Fornell-Larcker criterion (Table 4) and the 
HTMT (Heterotrait-Monotrait) ratio (Table 5).  

Table 4: Discriminant Validity (Fornell-Larcker Criterion)
 Constructs 	 AR	 CC	 CG	 CP	 RI_
Arousal	 0.756				  
Conspicuous Consumption	 0.495	 0.790			 
Consumer Guilt	 0.568	 0.662	 0.810		
Consumer Pleasure	 0.547	 0.421	 0.534	 0.736	
Repurchase Intention	 0.551	 0.663	 0.594	 0.488	 0.807
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Table 5: Discriminant Validity (HTMT Ratio)
 Constructs 	 AR	 CC	 CG	 CP	 RI
Arousal					   
Conspicuous Consumption	 0.631				  
Consumer Guilt	 0.714	 0.814			 
Consumer Pleasure	 0.759	 0.529	 0.677		
Repurchase Intention	 0.698	 0.800	 0.713	 0.625	

R and Q Square Values
R² (R-squared) and Q² (Q-squared) measure the model's explanatory and predictive 

power. The R-squared values explain the endogenous (dependent) construct's predictive 
power. Conversely, the Q-square value, also known as Stone-Geisser’s Q², assesses the 
predictive relevance of the model, specifically whether the model has predictive power 
beyond what would be expected by chance. Refer to Table 6 

Table 6: R and Q Square Value 
 Endogenous LVs	 R Square	 Q Square
Arousal	 0.245	 0.136
Consumer Guilt	 0.438	 0.284
Consumer Pleasure	 0.378	 0.389
Repurchase Intention_	 0.531	 0.340

The construct arousal (R-squared value = 0.246) and the construct consumer 
pleasure (R-squared value = 0.378) indicate weak predictive powers. The 
construct consumer quilts (R-squared =0.436), which is moderate. The construct 
repurchase intention (R-squared value=0.531) is significant. Q-squared values 
ranged between 0.136 and 3.890, suggesting the model is predictively relevant 
for all the constructs.  

Structural Model
Based on the underlying theoretical framework, the structural model in 

PLS-SEM illustrates the hypothesized relationships among latent constructs. 
It evaluates how well the independent (exogenous) variables account for the 
dependent (endogenous) variables. After confirming the reliability and validity 
of the measurement model, researchers analyze the structural model to test 
their hypotheses. Key indicators for assessing the structural model include path 
coefficients, which indicate the strength and direction of relationships among 
constructs, and their t-values and p-values, usually derived from bootstrapping, 
which determine statistical significance. (Figure 3)
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Figure 3: Structural Model

Hypothesis Results
The structural model was tested using bootstrapping in SmartPLS to evaluate 

the proposed hypotheses. Path coefficients, t-values, and p-values were assessed 
to determine the significance of each relationship. The table below presents the 
results, indicating whether each hypothesis is supported.

Table 7: Hypothesis Results 
RELATIONSHIPS	  β	 T Stat.)	 P Values	 DECISION
Cons. C. ->R.P.  Intention (H1)	 0.067	 2.401	 0.003	 Accepted 
Consp. C. -> Pleasure -> R.P.  Intention (H2)	 0.057	 2.301	 0.006	 Accepted
Consp.C. -> Guilt  -> R.P. Intention (H3_	 0.089	 2.450	 0.015	 Accepted
Consp. C.-> Arousal -> R. Intention (H4)	 0.097	 4.601	 0.000	 Accepted

Discussion and Conclusion

Discussion 
The findings from this study offer valuable insights into the psychological 

mechanisms by which conspicuous consumption influences responsible 
purchase intention. They highlight the significant role of emotional mediators 
such as pleasure, guilt, and arousal.

The study documents the direct positive effect of conspicuous consumption 
on responsible purchase intention (β = 0.067, p = 0.003). Thus, we argue that 
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individuals who engage in status-driven consumption may also be inclined 
toward responsible consumer behavior. This is consistent with previous findings 
by Griskevicius et al. (2010), who argue that consumers sometimes engage in 
conspicuous green consumption to signal status and reputation. In this context, 
responsible consumption becomes a socially desirable behavior that can 
complement status motives rather than oppose them.

We found that the mediation effect of pleasure (H2; β = 0.057, p = 0.006) 
supports the notion that emotional gratification helps shape responsible 
behavior. This aligns with Babin, Darden, and Griffin (1994), who found that 
hedonic shopping value contributes to consumer satisfaction and behavioral 
intentions. When consumers experience pleasure from conspicuous purchases, 
they may be more motivated to translate that positive emotional state into 
responsible consumption choices, which are increasingly considered fashionable 
and rewarding.

The third hypothesis (H3) regarding the mediating role of guilt (β = 0.089, 
p = 0.015) reflects a deeper emotional response to perceived ethical conflicts. 
Previous studies, such as Antonetti and Maklan (2014), have emphasized the 
importance of guilt as a driver of prosocial and ethical consumer behavior. When 
consumers recognize the negative impact of their consumption habits, feelings 
of guilt can prompt corrective actions, such as opting for environmentally 
friendly or socially responsible products.

Notably, arousal emerged as the strongest mediator (H4; β = 0.097, p = 0.000), 
indicating that heightened emotional activation—whether due to cognitive 
dissonance, awareness of social norms, or marketing stimuli—can significantly 
influence responsible purchase intention. This supports the findings of Pham 
(1998), who emphasized that emotional intensity (arousal) can enhance decision-
making by focusing on value-laden aspects of a choice, such as ethical concerns 
or social approval.

These results demonstrate that conspicuous consumers are not necessarily 
at odds with responsible consumption. Rather, their behavior is influenced by 
complex emotional mechanisms that can both justify and encourage ethical 
purchasing. 
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Conclusion
The demand for the luxury brand has increased profoundly in recent years. 

Given its importance, this study has examined the impact of conspicuous 
consumption on the repurchase intention of the conspicuous product.  The 
study also examined the mediating effect of “pleasure, guilt, and arousal.”The 
demand for luxury brands has increased significantly in recent years. Given 
its importance, this study examines the impact of conspicuous consumption 
on the repurchase intention of conspicuous products. Additionally, the study 
investigates the mediating effect of “pleasure, guilt, and arousal" on repurchase 
intention. The data was collected from the upper middle class of Karachi using 
the mall intercept method. 

This study concludes that pleasure and arousal enhance the intention to 
purchase responsibly, while guilt serves as a corrective emotional trigger, 
promoting ethical behavior. The strongest mediating effect was observed 
through arousal, highlighting the power of emotional intensity in shaping 
consumer decisions. These findings challenge the conventional view that 
status-driven consumers are indifferent to ethical concerns and suggest that 
emotional engagement can bridge self-expression and social responsibility. The 
study provides valuable implications for marketers and policymakers aiming to 
encourage sustainable consumption through emotionally resonant and status-
aligned messaging on repurchase intention.

Managerial Implications
These findings encourage managers to believe luxury brands should emphasise 

consumers’ positive experiences to receive emotional pleasure. Marketing 
campaigns focusing on the pleasure of emotional satisfaction and status from luxury 
products can lead to repeat purchases. Intimate services, exclusive experiences, and 
uniqueness of products are useful management strategies to increase consumer 
pleasure and brand loyalty. For example, Hagtvedt and Patrick’s research (2021) 
reveals that status concerns were positively associated with purchase behaviour, 
and personal mobile services (PMSs) and exclusivity increased self-esteem, which 
enhanced the pleasure of consumer experiences.

Brands should also recognize the role of consumer guilt as one factor underlying 
repeat purchasing behavior. As a negative emotion, guilt is typically seen by 
researchers as poorly aligned with consumer behavior. However, we found that 
consumers can justify their reflective guilt by presenting reasons to indulge, 
such as focusing on the product's perceived long-term value, craftsmanship, 
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or sustainability. This is a strategy that brands can use to reduce guilt without 
dampening their customers’ high levels of repurchase intention.

The findings that arousal enhances enjoyment and is a shared experience 
across individuals suggest that luxury brands might want to invest more in 
creating emotionally arousing atmospheres. These could be accomplished 
through sporting events, brand experiences, and exclusive product launches 
that make shoppers anticipate something new and exciting. Brands that create 
a sense of consumer arousal will likely drive repeat purchasing. Emotions are 
great predictors of repeat purchasing behavior, especially in luxury brands, as 
consumers are looking for more than just a product, but meaningful experiences 
when investing in the luxury market.

Marketing Implication 
 We recommend luxury brand marketers devise marketing strategies that 

evoke excitement and emotional arousal, whether through exclusive product 
releases, immersive shopping experiences, or innovative advertising campaigns. 
Consequently, positive emotional states in consumers can reinforce their desire 
to repurchase. Moreover, we argue that sustainability has become a significant 
concern for many consumers; therefore, brands should consider expanding their 
product lines to include ethically produced and environmentally friendly luxury 
goods. This can help alleviate consumer guilt and attract a growing market of 
socially conscious consumers.

Limitations and Future Research 
Despite its advantages, this research has several limitations. First, using 

convenience sampling limits the generalizability of the findings. In other words, 
the sample may not represent the broader population. Therefore, this study 
faces constraints when making inferences about specific demographics, socio-
economic status, and cultural differences (Saunders, Lewis, and Thornhill, 2021). 
Second, this study's cross-sectional design prevents observation of changes 
in consumer behavior over time. For instance, feelings of guilt, pleasure, and 
arousal may vary with external factors such as changes in economic conditions or 
evolving social norms. A longitudinal approach could help us better understand 
how these emotional responses develop and influence purchasing behavior in 
the long run (Hair et al., 2021). Furthermore, while this study examined only 
the mediating roles of consumer pleasure, guilt, and arousal, other variables, 
such as brand loyalty, socio-cultural influences, and personal values, may also 
affect consumer behavior. Future studies should focus on these dimensions 
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to comprehensively understand conspicuous consumption and repurchase 
intention (Eastman, Goldsmith, and Flynn, 1999). 

 Future research should also explore whether the scale performs equally well 
(or poorly) when applied to more diverse samples across various geographic 
regions and consumer segments. Only this type of research would enable us 
to determine if conspicuous consumption and emotional mediators function 
similarly and strongly across different cultures and income groups. Humans 
are complex entities, and a comprehensive understanding of how conspicuous 
consumption affects those who engage in it will require quantitative 
measurements in consumer labs and longitudinal studies that provide deeper 
insights into how consumer behavior and emotional responses to conspicuous 
consumption evolve. Furthermore, the increasing interest in sustainable 
consumption may reveal that conspicuous consumption is not necessarily 
opposed to pro-environmental behavior and lifestyle. Future studies could 
investigate how guilt from consuming unsustainable luxury brands influences 
customer repurchase behavior and how brands can adapt by altering their 
supply chains to offer sustainably produced goods (Hennigs, Wiedmann, and 
Klarmann, 2021).
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Annexure: 1

Constructs and Items Used in the Questionnaire 
Re Purchase Intention.
RPI1. I intend to continue purchasing luxury goods from this brand in the future.
RPI2.  I would recommend this luxury brand to others.
RPI3.  I am likely to repurchase luxury products from this brand.
RPI4. This luxury brand meets my expectations, and I plan to buy from them again.  
RPI5.  I would consider this luxury brand as my first choice for future purchases.
Conspicuous Consumption
CC1.   I purchase luxury goods to showcase my wealth and status.
CC2.  I purchase luxury goods to showcase my wealth and status.
CC3. I often buy products that are in style or trendy.
CC4.  My purchasing decisions are influenced by how others perceive me.
CC5.  I feel more confident when using luxury products.
CC6.  To me, the price of a product is a reflection of its quality and value.  
Consumer Pleasure 
CP1.  Purchasing luxury goods gives me a sense of joy and satisfaction.
CP2.  I feel happy when using luxury products.
CP3.  The experience of buying luxury goods is pleasurable for me.
CP4.  Luxury products make me feel good about myself. 
CP5.  I derive emotional satisfaction from owning luxury goods. 
Consumer Guilt
CG1. I feel guilty spending money on luxury goods.
CG2. I worry that others might judge me for buying luxury products. 
CG3. I sometimes feel that purchasing luxury goods is extravagant or wasteful.
CG4. I feel uneasy about the cost of luxury goods.
CG5. I question whether I truly need the luxury products I buy.
Consumer Arousal 
CA1. Buying luxury products gets me excited.
CA2. I feel a thrill when purchasing high-end goods.
CA3. The experience of buying luxury products is stimulating.
CA4. I get a sense of euphoria when I acquire luxury items.
CA5.  Purchasing luxury goods makes me feel energized and enthusiastic.



131

Market Forces
College of Management Sciences

Volume 20, Issue 1
June 2025

Reference
Abubakar, A. A. (2025). Unveiling the cultural tapestry: exploring gender dynamics in 

embracing digital technology brands among the Y Generation in Saudi Arabia: 
a social structure theory and luxury value model perspective.  Future Business 
Journal, 11(1), 71-96.

Acar, A., Büyükdağ, N., Türten, B., Diker, E., & Çalışır, G. (2024). The role of brand 
identity, brand lifestyle congruence, and brand satisfaction on repurchase 
intention: a multi-group structural equation model. Humanities and Social Sciences 
Communications, 11(1), 1-13.

Anand, J., McDermott, G., Mudambi, R., & Narula, R. (2021). Innovation in and from 
emerging economies: New insights and lessons for international business 
research. Journal of International Business Studies, 52, 545-559.

Antonetti, P., & Maklan, S. (2014). Feelings that make a difference: How guilt and pride 
convince consumers of the effectiveness of sustainable consumption choices. 
Journal of Business Ethics, 124(1), 117–134.

 Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and 
utilitarian shopping value. Journal of Consumer Research, 20(4), 644–656.

Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content aesthetic quality and 
customer engagement: The mediating role of entertainment and impacts on brand 
love and loyalty. Journal of Business Research, 160, 11377-11399

Bell, E., Harley, B., & Bryman, A. (2022). Business research methods. Oxford University Press.

Cachero-Martínez, S., García-Rodríguez, N., & Salido-Andrés, N. (2024). Because I'm 
happy: exploring the happiness of shopping in social enterprises and its effect on 
customer satisfaction and loyalty. Management Decision, 62(2), 492-512.

Cho, H., Chiu, W., Kang, H. K., & Lee, H. W. (2025). Gender differences in the effects of 
nostalgia on conspicuous consumption and impulsive buying. International Journal 
of Sports Marketing and Sponsorship, 26(1), 1-21.

Cruz, E. L. L., Ong, A. K. S., & Tomas, D. Q. (2025). Analyzing the causal effects of product 
uncertainty and product appeal on repurchase intention in blind box toys. Cogent 
Business & Management, 12(1), 1-23.

Elibol, F. (2023). The Effect of Conspicuous Consumption on Brand Loyalty and the 
Mediating Role of Reference Groups. Yönetim Bilimleri Dergisi, 21(50), 1099-1123.



132

Market Forces
College of Management Sciences

Volume 20, Issue 1
June 2025

Febrianti, R., Asmala, T., & Johan, A. (2023). The role of website quality, perceived 
value, and consumer satisfaction on repurchase intentions of Indonesian railway 
tickets. Journal of Enterprise and Development (JED), 5(1), 123-136.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable 
variables and measurement error. Journal of Marketing Research, 18(1), 39–50

Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010). Going green to be seen: Status, 
reputation, and conspicuous conservation. Journal of Personality and Social 
Psychology, 98(3), 392–404.

Hamdani, A., So, I. G., Maulana, A. E., & Furinto, A. (2023). How Can Conspicuous Omni-
Signaling Fulfil Social Needs and Induce Re-Consumption?.  Sustainability,  15(11), 
1-17.

Haque, M. G., Rimadias, S., & Ernaningsih, I. (2023). From flexing to community 
engagement and repurchase intention: An Indonesian Muslimah luxury brand 
approach. Jurnal Manajemen Dan Pemasaran Jasa, 16(2), 253-270.

Hien, V. T., Thong, V. H., & Yen, T. H. (2024). Applying The Extended Theory Of Planned 
Behavior Model In Studying Luxury Fashion Products ' Purchase Intention Of 
Vietnamese Consumers. Revista de Gestão Social e Ambiental, 18(6), 1-28.

Igani, D. C., & Ledum, Z. (2025). Status Symbol Branding And Customer Patronage Of 
Commercial Banks In Port Harcourt. BW Academic Journal, 2, 99-107.

Iqbal, R., Ahmed, M. A., & ul Haq, M. A. (2025). Impact of Customer Experience and 
Repurchase Intentions in Multichannel Shopping: The Moderating Role of Sales 
Promotion. Business & Economic Review, 17(1), 31-54.

Islam, S., Zahin, M., & Rahim, S. B. (2024). Investigating how consumer-perceived value 
and store image influence brand loyalty in emerging markets. South Asian Journal 
of Business Studies, 13(4), 505-526.

Kamaaluddin, K., Ramadania, R., Heriyadi, H., Pebrianti, W., & Ahmadi, A. (2025). The 
impact of brand love on brand loyalty with self-esteem and social-influence as a 
mediating role: Indonesian photography industries.  Journal of Management and 
Digital Business, 5(2), 353-368.

Lin, F., Ryu, K., & Ahn, Y. J. (2024). Effect of product design on repurchase intention, 
electronic word‐of‐mouth, and museum visit intention: Museum random boxes in 
China. International Journal of Tourism Research, 26(3), 2657-2679.



133

Market Forces
College of Management Sciences

Volume 20, Issue 1
June 2025

Lu, Y., Zhao, T., Song, S., & Song, W. (2024). Can self-presentation on social media increase 
individuals’ conspicuous consumption tendency? A mixed-method empirical 
study on WeChat in China. Journal of Theoretical and Applied Electronic Commerce 
Research, 19(2), 1206-1221.

Mishra, S., Jain, S., & Pandey, R. (2023). Conspicuous value and luxury purchase intention 
in sharing economy in emerging markets: The moderating role of past sustainable 
behavior. Journal of Global Fashion Marketing, 14(1), 93-107.

Mnqanqeni, L., & Shava, H. (2023). The effect of brand experience and attachment 
on customer repurchase intentions: Evidence from South Africa.  Journal of 
Contemporary Management, 20(2), 445-469.

Navia, C. R., Khire, R. U., & Lyver, M. (2021). Investigating the impacts of personality traits 
on collaborative consumption intention of luxury fashion products among middle-
aged women. Independent Journal of Management & Production, 12(2), 506-525.

Nunkoo, R., Shukla, A., & Mishra, A. (2024). The role of temporal distance, conspicuous 
consumption, and multisensory interfaces on consumer judgments in 
metaverse. Journal of Retailing and Consumer Services, 81, 1040-1063..

Nurrizky, M., Harisudin, M., & Barokah, U. (2023). Influence of experiential marketing to 
consumer satisfaction and repurchase intentions:“Goreng” Taichan restaurants as a 
case study. Int J Sustain Dev Plan, 18, 247-253.

O’Kane, P., Saunders, M. N., Blumenfeld, S., & Parker, J. (2024). Research methodologies for 
work, workplaces and employment: methods that make a difference, are engaging 
and can enable impact. Labour and Industry, 34(4), 381-385.

Oginyi, C. N. R., Eze, A. M., Nwonyi, S. K., Nwafor, A. K., & Ojen, N. J. (2023). Consumers’ 
Hedonic Shopping Value, Self-Image Congruence, And Luxury Consumption 
Tendency as Predictors of Purchase Intention for Foreign Products Among Shoppers 
in Abakiliki City. Nigerian Journal of Social Psychology, 6(1), 2211-2231.

Pham, M. T. (1998). Representativeness, relevance, and the use of feelings in decision 
making. Journal of Consumer Research, 25(2), 144–159.

Sharma, P., Srivastava, A., Sharma, V., Singh, N., & Nijjer, S. (2024). Understanding 
consumer repurchase intentions towards luxury retail brands: Evidence from an 
emerging market. Journal of Retailing and Consumer Services, 76, 1035-10360.

Taherdoost, H. (2021). Data collection methods and tools for research; a step-by-step 
guide to choose data collection technique for academic and business research 
projects.  International Journal of Academic Research in Management (IJARM), 10(1), 
10-38.



134

Market Forces
College of Management Sciences

Volume 20, Issue 1
June 2025

Tangri, K., & Yu, H. (2023). Why buy used? Motivators and barriers for re-commerce 
luxury  fashion. International Journal of Retail & Distribution Management, 51(9/10), 
1095-1114.

Wang, Y., Guo, R., & Yang, S. (2024). Original or discounted amount? The mechanism 
of impact of group-buying bill amount display and peer presence on consumer 
repurchase intention in restaurants.  Journal of Hospitality and Tourism 
Management, 60, 82-93.

Wu, Y., & Lee, Y. S. (2025). A Study on the Impact of the Consumption Value of Sustainable 
Fashion Products on Purchase Intention Based on the Theory of Planned 
Behavior. Sustainability, 17(10), 4278-4300.

Yadav, S. S., & Kar, S. K. (2025). Influence of religious value and minimalism on repurchase 
intention of sustainable fashion: A combined PLS-SEM and NCA approach. Journal 
of Cleaner Production, 486, 1445-1470.

Yan, T., Wu, J., & Meng, H. (2024). The effect of digital fashion visual symbol perception 
on consumer repurchase intention: a moderated chain mediation model. Journal of 
Fashion Marketing and Management: An International Journal, 28(4), 858-874.

Yoon, H. J., & Bae, S. H. (2024). The effect of theory of planned behavior (tpb) factors 
on purchasing behavior intention of cosmetic consumers: mediating effect of 
information seeking behavior, moderating effect of consumption tendency. Journal 
of the Korean Society of Cosmetology, 30(5), 1142-1153.

Yoopetch, C., Damrongmahasawat, S., & Promsiri, T. (2024). Exploring Factors 
Influencing Repurchase Intention of Thai Cultural Design Cloth Products. Journal of 
Ecohumanism, 3(6), 154-174.

Yue, X., & Cui, X. (2025). Exploring the interplay of psychological entitlement, mindset, 
and luxury products or experience consumption. Scientific Reports, 15(1), 1126-1150

Yun, H., Moon, C., & Cho, M. (2025). Conspicuous consumption motives and ambivalence 
toward dining at vegan restaurants: a perspective from social comparison 
theory. Journal of Hospitality and Tourism Insights, 8(5), 1885-1906.


