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Study 1 

Study 1 tested participants’ preference of a 

choice regarding feasibility and desirability 

 

 66 college students (30 males, 36 females; 

Mean = 20.88, SD = 3.32)  from a Midwestern 

university 

 

 Participants were in a 2(Type of product: 

Textbook vs. Entertainment set) by 

2(Emphasis: Feasibility vs. Desirability) study 

and rated on worth of the product, purchase 

intent, and regret. 

 

Study 2 explored the combined influences of 

emphasis and temporal distance on perceived 

value, purchase intent. 

 

 134 college students (53 males and 81 females; 

Mean = 20.72, SD = 2.82) from a Midwestern 

university 

 

 A 2(Time-distance: Next week vs. Next Year) by 

2(Emphasis: Feasibility vs. Desirability) mixed-

factorial design to measure the effects of 

temporal-distance and emphasis on regret. 

Study 2  

Study 2 Results 

Discussion 

Contact information: J. April Park (j_park7@fhsu.edu) 

If the perceived worth is different between the 

textbook and entertainment set products (Figure1), 

one would also expect to see differences in the 

experience of regret when one of the products 

turns out to be disappointing. Supporting this 

hypothesis, the data indicated that the level of 

regret for purchasing a bad textbook was lower 

than the level of regret experienced after buying a 

bad entertainment set, F(1,63) = 4.78, p < .05. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

Study 1 Results Introduction 

Construal level theory (CLT) states that a 

decision-maker’s psychological distance from a 

product (either temporal or social) can influence 

both the perceived value, and the intent to 

purchase that product (Trope & Liberman, 

2003). 

 

Consistent with CLT, the feasibility and 

desirability (the emphasis) of outcomes may 

also influence one’s preference of a product 

(Thomas, Chandran, & Trope, 2006). 

Desirability of a product uses a higher level of 

construal such as the value of owning a 

MacBook. Feasibility of a product uses a lower 

level of construal such as the time and effort it 

takes to get a MacBook. The effects of using 

different construal level are also closely related 

to the temporal distance effect (Trope, 

Liberman, & Wakslak, 2007).  

 

The current study attempted to extend the 

findings from CLT and investigates whether or 

not focusing exclusively on feasibility or 

desirability has differential effects on perceived 

product value and any resulting purchase 

intentions. Additionally, this study examined the 

potential effects of temporal-distance and 

emphasis on regret, if the product being 

purchased turned out to be of poor quality.     
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Figure 1. Perceived Value of 

Products 
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Figure 2. Perceived Value based on 

Emphasis 
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Figure 3. Purchase Intention 
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Figure 4. Purchase Intention 

based on Emphasis 
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Figure 6. Purchase 

Intention based on 

Emphasis 
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Figure 5. Perceived Value 

of Products  
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Figure 7. Experienced Regret  

Next week

Next year

F(1, 63) = 9.38, p < .05  
F(1,63) = 10.39, p < .05 

F(1, 63) = 16.98, p < .05  F(1, 63) = 21.46, p < .05  

Shorter temporal-distance (i.e., next week) 

negatively impacted the level of regret, F(1,132) 

= 4.30, p < .05). However, the effect of temporal 

distance on regret was moderated by which 

emphasis (feasibility or desirability) participants 

were using to evaluate the product (see Figure 

7).  

 

Specifically, participants showed greater regret 

for an impending decision (next week) than a 

distant decision (next year) when the feasibility 

of a decision was emphasized (see Figure 7).  

F(1,131) = 10.05, p < .05  
F(1,132) = 11.49, p < .05  

F(1,132) = 11.06, p < .05  

The currently study examined the impact that 

psychological processes have in consumer 

decision-making; it demonstrates when 

participants would be more likely to purchase 

certain products.  

 

Particularly, it shows that feasibility can 

decrease the purchase intent for the near future, 

contradicting previous findings (e.g., Thomas et 

al., 2006).  

 

Construal level theory offers a promising 

theoretical framework from which high quality 

and informative hypotheses about consumer 

decision-processes may be drawn.  


