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Participants. We explored the combined influences of temporal 
distance and product type on purchase intent, willingness for 
expedited delivery by paying extra fee, and the experience of 
regret. Fifty-three males, 81 females (Mage = 20.72, SDage = 2.82) 
were in a 2(Time-distance: Next week vs. Next Year) by 
2(Product type: Concert ticket vs. Entertainment set) mixed-
factorial design where time distance was a between subject 
factor.  
  
Purchase Intent (1= Very strongly disagree, 7= Very strongly agree). 
 

 

 
 
Interaction: 
F (1,130) = 6.00, p < .05, partial η2= . 04 
 
Main effect: 
Concert ticket showed higher purchase intent than the 
entertainment set F(1,130) = 50.00, p < .05, partial η2= .28; and 
the next year condition showed higher purchase intent than the 
next week condition F(1,130) = 3.98, p < .05, partial η2= .03.  

Regret (1= Very strongly disagree, 7= Very strongly agree). 
 
 
 
 
 
 
 
Interaction: 
F(1,132) = 4.85, p < .05, partial η2= .04.  
 
Main effect: 
Shorter temporal-distance (i.e., next week) negatively impacted 
the level of regret, F(1,131) = 6.98, p < .05, partial η2= .05. 
Concert ticket produced less amount of regret than purchasing 
an entertainment set, F(1,131) = 21.48, p < .05, partial η2= .14. 

According to Construal level theory (CLT), a 
decision-maker’s psychological distance from 
a product can influence both the perceived 
value, and the intent to purchase that product 
(Trope & Liberman, 2003). The current study 
investigates the effect of temporal distance 
and types of goods in relation to how it 
changes the portrayal of events in a person’s 
mind while shopping.  
 
Experiential goods serve more abstract 
values such as enjoyment through the 
experience of an event (van Boven & 
Gilovich, 2003). On the other hand, tangible 
goods provide more concrete values such as 
enjoyment of possessing a physical object. 
Applying CLT to this concept, we posit 
experiential goods will require usage of a 
higher level of construal than material goods. 
 
Regret is a negative emotion experienced 
when comparing or imagining future or 
forgone options (Bell, 1982; Zeelenberg, 
1999). Experience of regret is sometimes 
unavoidable due to mental comparisons 
between forgone options, and the intensity of 
regret looms larger closer in time (Gilovich & 
Medvec, 1995). This study hypothesized 
construal level related to psychological 
distance—whether temporal or tangible—will 
be inversely related to the experience of 
regret.  
 
Based on the previous studies, we expected 
that 1) distant future event will elicit higher 
level of regret, and 2) purchasing material 
goods will cause more regret. In addition, we 
explored the effect of construal level on 
overall purchase intent.  

Mental representation of an event can 
change how consumers make decisions 
and the emotions experienced afterwards. 
 
The current study examined the impact that 
temporal distance and types of goods have 
on various consumer behaviors including 
the experience of regret. Particularly, this 
study shows a higher level of construal such 
as an event in a distant time can lower the 
regret level.  
 
In addition, results showed when a decision 
goes wrong, experiential goods tend to 
show a lower regret level than material 
goods.  
 
Experiential and material goods are 
represented at a higher and a lower 
construal level respectively and therefore 
shows a difference in the regret level, 
allowing for the possibility of using CLT to 
explain emotional reactions in consumer 
decision making. 
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Expedited Delivery.  
Willingness for expedited delivery was used to 
measure one’s desire to reduce the temporal 
distance between the time of purchase and 
possession of the product by paying extra fee 
(1= Very strongly disagree, 7= Very strongly 
agree). There was no effect for temporal 
difference. However, experiential goods (concert 
ticket) showed a higher level of willingness to 
pay for expedite shipping than material goods 
(entertainment set), F(1,131) = 14.96, p < .05, 
partial η2= .10.  
 

Results cont’ 


