Advances in Consumer Research
ISSN (Print): 0098-9258
ISSN(Online): 3079-1766

Vol. 2, Issue 4 (2025) https://acr-journal.com

Buy Now, Regret Later"? A Review Of Instant Gratification And Post Purchase Dissonance In
E-Commerce

Dr. Anshu Lochab!, Dr. Poonam. Khurana?, Dr. Madhu Arora®, Dr. Swati Narula‘, Renuka Kapoor®

! Associate Professor, Department of Business Administration, Maharaja Surajmal Institute, Delhi, India.
ZProfessor, School of Business Studies, Vivekananda Institute of Professional Studies, Delhi, India.
3Professor, Department of Management, NDIM, Delhi, India.

4Associate Professor, Delhi School of Business, VIPS-TC, Delhi, India

SResearch Scholar, Amity School of Business, Amity University, Noida, India

Corresponding Author

Dr. Anshu Lochab

Email ID : anshulochab@gmail.com

Cite this paper as: Dr. Anshu Lochab, Dr. Poonam. Khurana, Dr. Madhu Arora, Dr. Swati Narula, Renuka Kapoor (2025)
Buy Now, Regret Later"? A Review Of Instant Gratification And Post Purchase Dissonance In E-Commerce Advances in
Consumer Research, 2 (4), 2545-2557

KEYWORDS ABSTRACT

Consumer By including immediate gratification as a main motivator for online purchases, the fast growth of
Psychology, e-commerce has changed consumer behavior. This review looks at the psychological processes
Impulse Buying, behind impulsive buying behavior and post-purchase dissonance—two connected phenomena
Cognitive becoming more and more common in digital markets. Driven by dopamine release and reinforced
Dissonance, by persuasive UX/UI design, scarcity cues, and Al-powered personalization, instant gratification
Immediate promotes fast decision-making by reducing cognitive friction. These actions are amplified by social
Gratification, E- commerce, influencer marketing, and gamified shopping venues that use FOMO—fear of missing
Commerce out—and social validation systems. But the very elements that promote instant purchases also cause

increased post-purchase conflict, a state of regret or dissatisfaction brought on by unmet
expectations. Based on Festinger's Cognitive Dissonance Theory, this review looks at personal,
product-related, contextual, and technical influences that exacerbate this emotional fallout,
including price sensitivity, product complexity, urgency cues, and social pressures. The study
reveals how gender, cultural norms, and social support networks affect the severity of regret,
therefore influencing consumer reactions including returns, complaints, and bad reviews. E-
commerce systems use a dual strategy—maximizing conversions through urgency and
personalization, while minimizing regret through clear return policies, proactive customer support,
and loyalty programs. However, current research reveals critical gaps, including the lack of
longitudinal studies on gratification—regret cycles, limited exploration of personality—technology
interaction effects, insufficient understanding of emotional recovery post-return, and minimal
attention to the ethics of persuasive digital design. This review provides a conceptual model for
striking a balance between profit-driven urgency and consumer psychological well-being by
combining ideas from behavioral economics, neuroscience, and digital marketing. The results ask
e-commerce participants to implement design and policy measures that maintain consumer
happiness beyond the point of sale, hence developing ethical, sustainable, and trust-based digital
economy..

1. . INTRODUCTION:

Driven by broad internet access, digital platforms, and mobile commerce technologies, e-commerce has fundamentally
changed consumer behavior worldwide over the past two decades. Along with simplifying shopping, the digital revolution
has produced a 24/7 consumer environment where immediacy, convenience, and excitement greatly affect consumer
behavior [1]. Recent research reveals that the growing use of mobile applications and Al-enabled platforms has dramatically
boosted online shopping behavior, with mobile transactions representing an expanding majority of digital purchases [2]. This
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expansion has brought fresh behavioral patterns including impulse buying and greater dependence on digital indicators for
decision-making, which prepares the ground for intricate psychological effects post-purchase.

Unlike conventional purchasing, where consumers physically inspect items and depend on in-person service, digital
platforms eliminate several sensory and interpersonal touchpoints. Customer decision-making in this seamless world is
increasingly influenced by time-sensitive deals, peer reviews, and images. This environment provides fertile ground for what
is known as immediate pleasure—the urge to make impulsive, emotionally driven purchases without extended thought [3].
This change in consumer psychology lies at the core of this: immediate rewards are given prominence over long-term
evaluation, frequently overriding logical reasoning in favor of emotional satisfaction. Customers are given a barrage of offers
meant to set off psychological cues like fear of missing out (FOMO), scarcity, and urgency [4] as social commerce and
algorithmic personalization develop

Nevertheless, this fast gratification often results in post-purchase dissonance—a situation where the consumer feels regret,
anxiety, or unhappiness following a purchase choice. According to Festinger's theory of cognitive dissonance, a person
experiences pain when their actions (purchasing a product impulse) conflict with internal values (money value, utility),
therefore either acting on (returning the product) or attitudeally changing (rationalizing the purchase) [5]. The lack of physical
product interaction and the slow nature of gratification in internet purchasing magnifies this dissonance. Often visualizing
perfect results when ordering, consumers will discover upon product arrival that their expectations are not met, causing
regret, frustration, and even guilt—thus producing unfavorable emotions [6]. The dynamics of online impulsive buying
centers on this behavioral sequence: from digital stimulation to impulsive action to emotional fallout. Recent empirical data
points to time pressure, especially flash sales and countdown timers, as a major influence on the consumer's propensity to
buy impulsively [7].

These artificial pressures limit the consumer's cognitive bandwidth, therefore steering them toward hasty, emotionally
charged judgments rather than careful considerations. Other predictors of impulsive purchasing are utilitarian versus hedonic
browsing patterns that researchers highlight. Although utilitarian browsing is task-oriented and logical, hedonic browsing is
exploratory and emotionally driven, thereby exposing customers to unexpected purchases [8].

Moreover, cognitive conflict in e-commerce results not just from product unhappiness. Psychological tension can also be
produced by brand mismatch, financial hardship following purchase, or fear of criticism from others [9]. The pressure to fit
in or dazzle may increase emotional conflict post-transaction on social e-commerce sites where buyer interactions are mixed
with social validation (likes, reviews, influencers). Especially important in influencing purchase intentions and dissonance
levels [10] is the interaction of consumer perception, seller reputation, and user- generated content. Platforms with a solid
seller reputation and genuine user-generated content can moderate post-purchase regret by strengthening trust and
preemptively dispelling questions [11].

Post-purchase discontent is growing in volume, therefore there are also economic effects. Higher return rates, customer
service burdens, and negative online reviews affect seller profitability as well as consumer well-being [12]. Recent consumer
behavior surveys reveal that over 30% of online purchases cause regret or dissatisfaction, a trend particularly common in
younger generations motivated by quick fashion and technical devices [13]. Companies often ignore the emotional after
effects of online purchases, preferring instead to maximize click-through rates and conversions. Sustainable e-commerce,
however, demands resolving these post-transaction events to guarantee sustained client loyalty and psychological fulfillment
[14].

Against this backdrop, it is imperative to grasp the psychological processes underlying immediate pleasure and post-purchase
conflict. This review paper tries to combine current research on these events in the setting of e-commerce. It examines how
impulsivity purchase is supported by time constraints, digital design, emotional triggers, and platform architecture.
Simultaneously, it explores the elements causing dissonance, including expectation mismatch, buyer's regret, and social
comparison [15] through an interdisciplinary perspective combining behavioral economics, consumer psychology, and
digital marketing the review offers a conceptual framework to grasp and possibly lessen the negative effects of impulsive
digital consumption.

More especially, this review concentrates on four main areas: (1) the growth of instantaneous pleasure behaviors fueled by
digital shopping environments, (2) the cognitive and emotional effects of unplanned purchases, (3) the moderating influence
of seller reputation and user-generated content, (4) potential interventions and design strategies helping to minimize post-
purchase remorse [16]. This synthesis helps to not only advance scholarly knowledge but also provides practical advice for
platform designers, marketers, and policy-makers interested in ethical digital consumer interaction.

Particularly by concentrating on the pre-purchase stage of cognitive dissonance, which has been comparatively understudied
in relation to post-purchase assessments [17], this study also fills in gaps in the present body of knowledge. It uses the Theory
of Planned Behavior and the Theory of Initial Trust to explain why consumers in e-commerce environments frequently stray
from logical models of decision-making [18]. The possibility for discord and remorse is probably to grow as digital commerce
develops into immersive, artificial intelligence-driven experiences with even less human resistance. Thus, this study urges a
change in research and practice—from just examining sales statistics to giving psychological well-being and pleasure in
digital consumption top priority.
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Ultimately, although immediate gratification drives the expansion of internet business, it carries emotional and cognitive
costs that must not be disregarded. This review aims to offer a balanced perspective of the possibilities and drawbacks of
contemporary digital consumerism by carefully examining the psychological underpinnings of this conduct and its
consequences. By means of a thorough examination of impulsive purchases and dissonance mechanisms, the paper helps one
to have a more nuanced awareness of consumer vulnerability in online environments and provides paths towards more ethical
and pleasurable digital commercial practices [19,20].

2. THE CONCEPT OF INSTANT GRATIFICATION IN E-COMMERCE:

The consumer's propensity to look for instant pleasure or reward while engaging with online shopping systems, therefore
circumventing logical decision-making, is known as instant gratification in e-commerce. Particularly the release of
dopamine—a neurotransmitter connected to pleasure, reinforcement, and habit formation—deeply ingrained psychological
mechanisms related to the reward system of the brain underlie this behavior. Particularly when consumers see a desired
product online, dopamine release causes an emotional response that promotes quick action even if the item is non-essential
[21], especially during flash sales or time-limited deals. Engineered to take advantage of this neural reaction, the e-commerce
environment helps customers to make quick decisions with little effort. Unlike conventional purchasing, which usually
demands time, effort, and careful thought, internet retail is meant to provide rapid, sometimes instant psychological rewards.

User experience (UX) and user interface (UI) design help to amplify this behavioral propensity. Platforms like Amazon and
Flipkart spend much on creating aesthetically pleasing, intuitive, and responsive interfaces. One-click purchase buttons,
saved payment methods, auto-filled addresses, and Al-generated recommendations all simplify the purchasing process and
lower the mental burden related with decision-making. Because it lowers hurdles between the consumer and the wanted
product [22], this kind of frictionless UX/UI design raises the probability of impulsive purchases. According to research on
data-driven UX/UI design, designs customized to user behavior greatly boost conversion rates and lessen decision fatigue,
hence supporting impulsive behavior as a norm in digital commerce [23]. External stimuli, push notifications and app pop-
ups remind consumers of discounts, left behind carts, or price drops—each notification a possible trigger for gratification-
seeking activity.

Social media's growth has profoundly altered consumer gratification cycles in e-commerce. Platforms like Instagram and
TikTok have become strong shopping ecosystems where influencers promote goods in real-time, therefore sparking
consumer envy, want, and urgency. Particularly through sponsored content and unboxing videos, influencer marketing
creates aspirational imagery that tempts viewers to buy immediately in order to mimic lifestyles or trends presented online
[24]. These techniques are even more effective when combined with social proof—Ilikes, shares, and positive comments—
which act as heuristics, validating the product’s worthiness and pushing users to act quickly before the trend disappears [25].
Flash sales and countdown timers further induce fear of missing out (FOMO), encouraging impulsive buying as a method to
secure limited-edition or discounted items.

Big platforms have deftly included instantaneous gratification systems within their fundamental structure. Amazon, for
instance, uses behavioral data to personalize homepages, create urgency through limited-time deals, and provide features
like "Buy Now" with one click—all of which lower cognitive barriers to buying [26]. Using India's holiday economy, Flipkart
generates seasonal FOMO-driven promotions using app-exclusive deals and push alerts, hence fostering a highly stimulating
purchasing environment. Fast fashion and gamified purchasing—in which customers get points for daily logging in, friend
sharing, and purchased reviews—thrive on the Shein model. These gamified components produce dopamine hits comparable
to those from social media activity, so supporting repeated app visits and impulsive conduct [27].

Psychologically, immediate satisfaction flourishes in situations when choice is plentiful but accountability is reduced. E-
commerce produces this contradiction: although consumers are given power over several choices, detachment from the
physical product, human sellers, or real-time social judgment compromises inhibition. Furthermore, the asynchronous
character of digital purchasing—order now, get later—distorts temporal awareness and might increase the likelihood of post-
purchase regret. This conflict between quick emotional pleasure and delayed logical analysis drives what later develops as
post-purchase dissonance, the exact topic this review explores at length [28].

Intriguingly, certain research show that this pleasure cycle may be a learned reaction created over time from continuous
exposure to reward-based patterns rather than always impulsive. By personalizing product recommendations and interface
elements to match the user's browsing tastes and preferences [29], the integration of artificial intelligence and data analysis
into UX/UI further tightens this loop. Doing so causes e-commerce sites to produce a near-continuous cycle of browsing,
triggering, and buying—a digital parallel of addiction. This predicted environment flips shopping into an ever-on activity
whereby delight is just a click away by anticipating user wants before they are consciously formed.

Moreover, the mobile-first layout of many e-commerce sites helps to satisfy immediate needs in temporary situations like
commuting, standing in queue, or late-night scrolling. These are the times when consumers are most emotionally weak and
mentally absent, hence boosting the possibility of an impulsive buy. Real-time payment choices like UPI, PayPal, or "Buy
Now, Pay Later" programs just exacerbate this behavior by divorcing the purchase from any financial repercussions [30].
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The idea of instant gratification in e-commerce is thus a fundamental component purposefully incorporated into digital
business platforms rather than a side product. Its foundation is in neurological reward systems, but it is carried out via push
mechanisms, social media tactics, behavioral prediction, and complex UX/UI design. Knowing the effects of this
gratification-centric paradigm becomes critical not only for consumer well-being but also for ethical e-commerce growth as
digital platforms keep maximizing conversions via user experiences. Neuroscience, psychology, and technology have
combined to produce a consumer environment where immediate, continuous, and addictive pleasure is intended rather than
postponed.

Effect of Different E-Commerce Stimuli on Impulsive Purchase Intention
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Figure 1 Average Consumer Response Scores to Various Impulse Buying Stimuli.
Refer figure.1 for the highest impulse scores (4.36 and 4.18) for gamification and personalized ads, showing great dopamine-

linked satisfaction. While conventional approaches like discounted display showed somewhat weaker impulse activation,
flash sales and influencer marketing also received great marks.

Cognitive Dissonance Scores Before and After Purchase
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Figure.2 Changes in cognitive dissonance over an online buying lifecycle.
As seen in figure 2, dissonance quickly rises following the buy and peaks just post-purchase. This captures a typical regret
stage during which expectation incongruity becomes clear. The dissonance may decrease somewhat after delivery and

usage—but stays greater than at the beginning unless a return is started, which resets the dissonance closer to baseline levels.

3. POST-PURCHASE DISSONANCE: THE EMOTIONAL AFTERMATH:
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Particularly in settings powered by instantaneous gratification, post-purchase dissonance—a frequent psychological response
consumers have following a digital purchase—is common. Originally coined by Leon Festinger in 1957, cognitive
dissonance is According to theory, people experience psychological distress when they simultaneously have two or more
opposing beliefs or attitudes [31]. This unhappiness in consumer behavior results from expectations about a product molded
by compelling marketing and e-commerce triggers that conflict with the post-purchase reality. Three methods people lessen
dissonance are altering ideas, gaining fresh knowledge to outweigh the dissonant cognition, or lowering the value of the
conflict itself [31,36]. In e-commerce, several things often set off post-purchase dissonance, with overpayment, product
comparison with rivals, and unfulfilled expectations top the list [32,39]. The phenomena is especially severe when there are
many appealing options and little time for careful decision-making, as in limited-time promotions or flash sales. Empirical
studies show that consumers frequently lament purchases when they learn of a better bargain shortly after buying or when
the received item falls short of visual or functional expectations set by controlled online product displays [38, 40].

One of the most concrete manifestations of post-purchase dissonance is product return behavior. Sweeney et al. developed a
measurement scale distinguishing between emotional and cognitive dissonance [32]. Emotional dissonance includes guilt,
remorse, and anxiety; cognitive dissonance comprises concerns about lost options, misjudgment of purchase value, and
uncertainty about the buy [32,35]. Recent studies indicate that emotional regret often preceedes a return or exchange request.
Furthermore, dissonance may cause consumers to post negative reviews, file complaints, or participate in social comparison,
therefore increasing emotional suffering [34,38]. A study of 564 Jordanian undergraduates examined post-purchase
dissonance in smartphone purchases revealed a significant link between cognitive and emotional dissonance (r = 0.407; p <
0.001) [33]. While emotional dissonance levels were modest (mean = 2.33 for men and 2.26 for females), cognitive
dissonance was noticeably greater (mean = 3.36 for males, 3.44 for females), indicating that rational regret (“Did I choose
the right product?”’) might have a more enduring psychological influence than transient guilt [33].

Fascinatingly, gender and social support networks regulate the degree of post-purchase dissonance. Female consumers
reported greater perceived social support from family, friends, and significant others, which was related to lower levels of
emotional dissonance [33,34]. For men, support from a "special other" notably lowered emotional dissonance (B = -0.374, p
< 0.05), while family support was counterintuitively linked to more cognitive dissonance (f = 0.16, p < 0.05) [33]. This
implies that in collectivist societies in particular, societal or familial expectations may increase post-purchase uncertainty
[38]. Furthermore affecting the expression of dissonance are cultural dynamics. Although dissonance is global, its cognitive
framing and emotional manifestation differ across Western and Eastern cultures [38]. Collectivistic civilizations, for
example, emphasize family opinion and harmony more, hence producing more guilt or shame when a buy is viewed as
"unwise" or greedy [38,39]. Therefore, depending on their quality and perceived usefulness, social support networks may
either buffer or exacerbate dissonance [33,34].

By inundating customers with options and little time to assess them, modern e-commerce systems unintentionally or
consciously raise conflict possibility [35,40]. Regular exposure to push notifications, flash deals, and posts from influencers
urges customers toward quick decisions. Once the rush of immediate pleasure fades off, buyer's regret often defines the
emotional fallout, especially when customers reread the product specifications or contrast it with purchases by their peers
[34,38]. Furthermore, emotional dissonance is not always evident in immediate behavior such as returns [32,35]. Some
customers could internalize remorse, which would cause them to distrust a product or platform long-term. Others can channel
frustration into negative online reviews, so influencing future buyers' decisions and thereby maintaining a pre- and post-
purchase anxiety cycle in the digital marketplace [34,40]. Recent academic debates also propose that post-purchase
dissonance is rather important for customer retention [37]. Brands that successfully address and resolve dissonance—whether
via responsive customer support, clear return policies, or post-purchase interaction (such as follow-up emails and satisfaction
surveys)—are better positioned to retain trust [35,37]. Consumers might disengage or transfer their loyalty elsewhere if
companies disregard dissonance cues [37,40].

Including psychological insights into platform design and customer service becomes more and more crucial as digital
commerce keeps changing [35,36]. Though short-term financial benefits come from UX/UI improvements that satisfy
immediately, they also increase post-purchase dissonance risks [34,38]. Therefore, sustainable e-commerce aims to balance
gratification with post-purchase reassurance in order to reduce emotional fallout and preserve consumer connections [37,40].
Post-purchase dissonance is, in essence, a primary emotional mechanism forming consumer-brand contacts rather than
merely a side effect of digital shopping [31,36]. Grounded in Festinger’s Cognitive Dissonance Theory and supported by
recent behavioral studies [31,32,34], this emotional fallout is prompted by unmet expectations, comparisons, and rash
decisions under time constraint [38,40]. From returns to regret to social media backlash, its manifestations vary and are much
affected by gender, cultural history, and the existence (or absence) of social support [33,38]. Building resilient e-commerce
environments where consumer psychology is appreciated rather than abused depends on an awareness of these dynamics
[35,37,40].

4. FACTORS INFLUENCING BOTH INSTANT GRATIFICATION AND DISSONANCE:
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Personal, product-related, situational, and technology-driven influences interact to mold the psychological dynamics of post-
purchase dissonance and quick gratification in e-commerce. These factors not only cause spontaneous purchasing behavior
but also influence the intensity and length of regret or cognitive conflict felt afterwards.

Personal variables might be the most regular indicators of both events. Consumers who have a high propensity for impulse
buying, distinguished by low self-control, great novelty-seeking, and increased reward sensitivity, are more likely to make
gratification-driven purchases [41]. Stronger sensitivity to marketing stimuli and post-purchase higher emotional reactivity
have been linked with personality characteristics including extraversion and neuroticism [42]. While people strong in
neuroticism could feel more guilt and regret following a hasty purchase [43], extraverts may be more affected by peer
recommendations and social proof. Furthermore, the consumer's emotional state when browsing—whether excitement,
boredom, or stress—can influence decision-making, thereby increasing the appeal of immediate gratification but also
exacerbating post-purchase questions [44].

Factors related to goods play a major part in influencing both current pleasure and later disagreement. Price serves as a
double-edged sword: low costs can promote impulsive purchases by reducing decision barriers but can also cause dissonance
if the product falls short of expectations [45]. Higher-priced products, on the other hand, often cause more pre-purchase
thought but are connected to more dissonance when post-purchase reviews are poor, given the greater sensed loss [46].
Complexity of the product—such as multifunctional electronics or subscription-based services—can heighten uncertainty,
making consumers more vulnerable to both impulsive decisions (under persuasive cues) and later regret if the product’s
actual utility diverges from perceived benefits [47]. Well-known companies can generate trust and lower pre-purchase
uncertainty, hence encouraging fast purchasing decisions, but a discrepancy between brand promise and actual performance
can increase dissonance [48]. Brand reputation also affects both stages.

Online environments are especially powerful for contextual elements like sales events, peer pressure, and urgency cues.
Heavy discounting, scarcity cues, and aggressive marketing are used in sales events like Black Friday or Singles’ Day to
compress decision-making windows [45,49]. The sense of competition—fueled by real-time stock counters or “X people are
viewing this now” notifications—activates fear-of-missing-out (FOMO), prompting instant purchases [49]. This very
urgency can, however, exacerbate post-purchase dissonance as buyers come to see that they prioritized speed over thorough
evaluation [44].

Particularly in social commerce platforms, peer influence can act as both a trigger and a multiplier: recommendations from
friends or online communities can fast buying, but negative peer feedback after the purchase might cause regret [41,48].

The terrain of instant gratification and dissonance has been transformed by technology-driven triggers. Real-time customized
offers using browsing history, purchase patterns, and population data are created by artificial intelligence powered product
recommendations [42,47]. Though these techniques improve conversion and click-through rates, they also decrease the
cognitive room for critical analysis, therefore increasing the likelihood of impulsive choices [46]. Countdown timers and
dynamic pricing strategies also generate a false urgency that steers customers toward instant gratification-driven decisions
[49]. While post-purchase dissonance may arise [50] when the novelty fades and the consumer assesses the buy against more
impartial standards, push notifications, abandoned-cart reminders, and gamified loyalty benefits excite dopamine-driven
anticipation and buying [41].

The depth of dissonance, ironically, may also be driven by the same elements that motivate pleasure. For instance, a consumer
who purchases a luxury item during a flash sale (contextual factor) may feel ecstatic right after checkout; nevertheless, if the
product is seen elsewhere for a better price (product factor: price), their intense sensitivity to social approval (personal factor)
and the memory of having been swayed by urgency signals (technology-driven factor) can exacerbate the ensuing regret
[48,49]. This interconnectedness implies that satisfaction and dissonance are elements of a psychological continuum whose
first stimuli considerably condition the emotional aftermath [42, 44].

Furthermore, empirical research indicate that those with a great internal locus of control are less prone to suffer protracted
dissonance since they own their choices and hunt for justifications to keep psychological equilibrium [47]. By contrast, those
with an external locus of control may be more likely to blame outside influences—such pushy marketing or peer pressure—
for their regret, therefore worsening discontent and damaging brand perception [41,46]. From a company point of view,
knowing these overlapping elements is vital for striking a balance between near-term sales increases and long-term consumer
pleasure. Over-reliance on urgency signals and artificial intelligence personalization may produce quick conversions but can
destroy trust if post-purchase experiences are always mismatched with expectations [50]. On the other hand, open dialogue
about product features, reasonable delivery schedules, and simple return policies can lessen conflict without substantially
suppressing pleasure-driven sales [48,50]. Common psychological, situational, and technical antecedents for immediate
gratification and post-purchase dissonance are The extent to which these elements show depends on personal characteristics,
product features, contextual triggers, and the digital tools used to boost engagement. By noting this convergence, e-commerce
players may develop plans that use the motivating power of reward while cushioning the emotional risks of dissonance,
therefore improving sales performance and customer loyalty [42,44,50].
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5. STRATEGIES USED BY E-COMMERCE PLATFORMS:

E-commerce systems function in an extremely competitive digital world; hence, maximizing immediate purchasing behavior
while successfully controlling post-purchase dissonance is crucial for long-term expansion. They use a two-pronged
approach: first, employ convincing methods to cause immediate purchases, then develop systems to reduce regret and
dissatisfaction among consumers.

Among the most frequently used strategies to raise instant buying is scarcity marketing, which uses Cialdini's principle of
urgency to elicit fast decisions. Platforms use countdown timers, flash sales, and limited-time offers to create a sense of
product scarcity, thereby motivating customers to act before missing out on the chance [51]. Amazon's "Lightning Deals"
and Flipkart's "Big Billion Days" demonstrate how time-bound scarcity can boost conversion rates by appealing to fear of
missing out (FOMO) [52]. Studies reveal that in addition to raising purchase intention, scarcity cues also raise perceived
product value [53].

Another basis of instant gratification plans is customized advertising. By using artificial intelligence algorithms and huge
data analytics, e-commerce sites track user behavior, search inquiries, and purchase history to provide tailored
recommendations [54]. This hyper-personalization, seen in platforms like Shein and Myntra, aligns product suggestions with
consumer preferences, enhancing click-through rates and sales. The psychological effect stems from perceived relevance and
reduced cognitive effort in decision-making [55]. Ease of checkout plays a critical role in reducing purchase friction. One-
click purchasing, saved payment methods, and simplified cart interfaces minimize the number of steps between desire and
transaction, thus lowering the likelihood of cart abandonment [56]. The integration of mobile payment options such as UPI,
PayPal, and Apple Pay has further streamlined the process, catering to the growing mobile commerce segment [57].

Dealing with Dissonance: When customer expectations are unfulfilled, post-purchase dissonance is unavoidable even
with best persuasion strategies. Platforms give quick returns and refund policies top priority to solve this. Studies
show that open, simple-to-navigate return policies help to greatly minimize resentment and boost repurchase intent
[58]. Amazon's ""No Questions Asked' return period, for instance, not only lessens remorse but also fosters long-term
trust.

Equally important are customer support systems. Live chat, AI-powered chatbots, and 24/7 helplines provide rapid
resolution of problems, so avoiding disappointment growing into negative word-of-mouth [59]. Platforms likewise
actively contact with satisfaction surveys to spot early potential dissonance. Review moderation is yet another
sophisticated yet successful strategy. Encouragement of verified purchasers to write favorable reviews and quick
handling of bad input enable e-commerce companies to affect prospective consumers' impressions while signaling
response [60]. Moreover, loyalty programs that offer reward points, exclusive discounts, and early access to sales help
keep consumers who would otherwise disengage owing to initial dissatisfaction [53]. Integrating these strategies
creates a balanced ecosystem where impulsive buying is encouraged but post-purchase regret is meticulously
managed. Scarcity cues and customized advertisements drive urgency and relevancy, whereas seamless checkout
lowers transactional friction. On the retention side, great return policies, quick customer service, and reward systems
build trust and brand loyalty. Altogether, these actions not only maximize immediate conversions but also protect
customer lifetime value—a crucial measure in the highly competitive e-commerce market [54].

6. RESEARCH TRENDS AND GAPS

The study of immediate pleasure and post-purchase dissonance in e-commerce has grown dramatically in recent years,
mirrored fast developments in digital technology, changes in customer psychology, and the increasing of competitive
strategies among internet merchants. Better understand and forecast internet purchasing habits by combining behavioral
economics, neuroscience, artificial intelligence (Al), and consumer experience management, current research trends point to
a multidimensional approach. Still, significant theoretical and methodological gaps persist, restricting the ability to
completely understand and lessen the psychological conflicts between pleasure and regret in online purchasing scenarios.

One clear trend is the use of neuroscientific tools like functional magnetic resonance imaging (fMRI) and
electroencephalography (EEQG) to investigate the reward systems of the brain during online shopping interactions [61]. These
research imply that scarcity cues, customized suggestions, and gamified shopping experiences stimulate dopamine-driven
neural circuits, therefore encouraging impulsive decision-making and increasing pleasure [62]. Researchers can improve
their knowledge of the biological basis of both instant pleasure and ensuing sorrow by charting these brain circuits. Big data
analytics and Al-based personalization are other significant trends. Platforms use sophisticated machine learning algorithms
to segment consumers in real time, forecast their propensity to buy, and tailor offers accordingly [63]. Academic study has
investigated the predictive accuracy of these algorithms and their ability to affect decision-making, revealing a close link
between algorithmic personalization and lower decision latency—yet with an increased post-purchase dissonance danger
when recommendations conflict with actual needs [64].

Social commerce integration is also an expanding area of inquiry. the blend of e-commerce with friendly mass media
platforms, through endure moving influencer merchandising and peer-to-peer recommendations, has been shown to
amplify both the instancy of satisfaction and the agitated stake of post-purchase valuation [65]. This integration has
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prompted studies into digital peer pressure social evidence dynamics and their role in exacerbating buyer’s remorse
specifically among younger consumers. amp advance slew focuses connected cross-cultural comparisons exploring
however social norms and values charm capricious purchasing tendencies and lament Layouts stylish distinct markets
[66]. While Western consumers often value speed and convenience emphasizing immediate rewards consumers in
collectivist cultures may weigh social and relational factors more heavily in both purchase and post-purchase
evaluations.

Identified Gaps in Research: Despite these advances several gaps remain unaddressed. initiative thither is amp want
of long studies trailing consumer demeanor over aggregate leverage cycles. Most current research relies on cross-
sectional survey Information limiting the ability to identify long-term Layouts in gratification-regret dynamics [67].
long inquiry might impart however perennial vulnerability to urgency cues or artificial intelligence recommendations
shapes consumer buoyancy or susceptibleness complete clip. Second the interaction effects between personal traits
and technological triggers remain underexplored. piece studies induce severally examined personality traits (eg
impulsivity materialism) and port contrive factors (eg countdown timers thrust notifications) few induce shapely their
composed essence connected both leverage rush and lament strength [68]

third Although yield and return policies are wide established equally dissonance-mitigation tools thither is negligible
inquiry connected the agitated convalescence work post-return. Understanding whether a refund fully resolves
dissonance, or whether residual regret affects future purchasing from the same platform, Remnant an open question
[69]. ultimately right considerations stylish compelling contrive are insufficiently self-addressed stylish the literature.
While Al-driven personalization and scarcity marketing can boost sales they also raise concerns regarding consumer
autonomy and informed decision-making [70]. right guidelines and restrictive frameworks plain to digital sentiment
stylish mercantilism are nonetheless stylish their babyhood suggesting amp decisive boulevard for forthcoming
interdisciplinary inquiry

7. CONCLUSION:

The findings of this review emphasize the binary- whetted nature of instant delectation ine-commerce while it energies
platform engagement and boosts short- term deals, it contemporaneously heightens the threat ofpost-purchase conflict,
undermining long- term client satisfaction and fidelity. The elaboration of digital commerce — shaped by mobile-first
designs, Al- powered personalization, gamified relations, and social media integration has created an ecosystem where
purchase opinions are frequently rapid-fire, emotionally charged, and corroborated by neurological price systems. failure
cues, influencer signatures, and amicable payment systems further compress decision- making windows, leaving little space
for rational evaluation. While these tactics deliver immediate marketable benefits, they also set the stage for anticipation
mismatches, emotional remorse, and negative brand comprehensions once the original excitement dissipates. Post-purchase
conflict emerges not simply as an insulated resultant but as an integral element of the delectation — remorse continuum.
The same triggers that accelerate purchase intent — time pressure, peer influence, perceived exclusivity — also amplify
cognitive and emotional discomfort when the product or experience fails to meet awaited value. Importantly, particular
factors similar as impulsivity, emotional state, and perceptivity to social feedback cross with product- related and
technological factors to shape the depth and duration of remorse. Cultural morals and social support systems farther influence
how consumers process and respond to conflict, with collectivist surrounds frequently enhancing passions of guilt or shame.
From a strategic perspective,e-commerce platforms that ignore the emotional fate of deals threat eroding trust, adding
return rates, and inviting negative word- of- mouth. Sustainable digital commerce requires a shift from solely maximizing
transformations to laboriously managing post-purchase gests . Effective interventions include transparent product
descriptions, realistic delivery prospects, lenient return programs, visionary client engagement, and mechanisms for
emotional consolation. Platforms that integrate ethical persuasion withpost-purchase care not only reduce conflict but also
strengthen long- term fidelity and brand advocacy. This review also identifies significant exploration and practice gas. The
absence of longitudinal data limits understanding of how repeated exposure to urgency cues shapes consumer adaptability
or vulnerability over time. The commerce between personality traits and interface design remains underexplored, as does the
emotional recovery process after returns. likewise, the ethical counteraccusations of Al- driven personalization, failure
marketing, and behavioral nudging demand lesser scholarly and nonsupervisory attention to guard consumer autonomy. In
conclusion, instant delectation ine-commerce isn't innately mischievous; its impact depends on how platforms balance
conclusive tactics with consumer well- being. By admitting the connected nature of delectation and conflict, businesses can
design digital shopping surroundings that drive deals while conserving cerebral satisfaction. Addressing this balance is
critical for erecting flexible, ethical, and mutually salutary connections between consumers and e-commerce platforms in
the evolving digital business
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