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ABSTRACT 

 
Consumer spending and buying behavior driven by the desire to alleviate negative mood, known as retail therapy, are 
widely recognized in today’s life. Smart marketers striving to provide best offerings to satisfy this kind of customers, 
yielding customers’ satisfaction  with their shopping experience and conclusively create customer loyalty. This research  
explored  whether retail therapy performed by Indonesian’s consumers. Moreover, we also investigated the influence of 
brand preferences, foreign vs local brands, in generating consumer’s satisfaction after having retail therapy done. Our 
findings expand the retail therapy literature within the context of brand preference, that  foreign brands give more 
satisfaction compared to local brands.  
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Research Background 
 
Consumer’s spending and buying behavior driven by a desire to alleviate negative mood are widely common in 
everyday’s life. Consumers are indulged with alluring shopping programs designed by marketers with the chase of 
enjoyable shopping experience as important precursor of shopping satisfaction. It is inevitable that on one side 
marketers spot the opportunity to attract customers attention to their mall, especially those who like to spend and 
purchase at the time of experiencing a negative mood. Conversely, smart marketers see the opportunity as a  
distinctive competence to provide best services for these specific customers, create inimitable atmosphere to 
enhance consumers’ satisfaction. At the end of the shopping experience, consumers’ satisfaction will become a 
proper indicator of future consumer loyalty.  

Indonesian consumers have several unique characteristics compared to other countries. Kharis (2011) 
confirmed unique characteristics of Indonesian hedonic consumers as short term oriented, religious, high need of 
prestige, strong subculture, and high preference of foreign brands. Further, Kharis acknowledged unplanned buyer 
as another characteristics demonstrated by most Indonesian hedonic consumers. Otherwise, there has not been 
researched that some these Indonesian shoppers are also shopped consciously in terms of retail therapy. The 
circumstances that retailers continuously improve their offerings  and increasingly create numbers of shopping mall 
in several major cities in Indonesia, such as Jakarta, Surabaya, Medan, Makassar and many others, instigate the 
opportunity to explore consumers’ retail therapy behavior.  Research found that consumers can shop  more 
convenience and get more satisfaction within a large range of shopping programs during retail therapy. Fortunately, 
increasing consumers’ satisfaction with their shopping experiences also generate more benefits for  retailers.  

This study proves that retail therapy is performed by the Indonesian consumers to overcome their perceived 
negative mood. This paper will first begins with a brief literature related to retail therapy then followed with 
hypotheses proposed in the study. The next section will presents research methodology conducted from data 
collections to hypotheses testing. At the end of the paper we will discuss about research findings, research 
implications and limitations of the study. The research questions of this study were : 1) Does retail therapy 
motivation influence consumer’s satisfaction? 2) Do foreign brands create different level of satisfaction compared to 
local brands during retail therapy? 3) What product that gives highest satisfaction for Indonesian consumers in retail 
therapy? 
 
Literature Review  
 
Mood in marketing research 
Research on mood proves that consumers who experiencing  negative mood have a higher desire to possess a 
product, spend money, and consume a product than consumers at neutral feeling (Kacen and Friese, 1999; Kang, 
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2009; Ragunathan and Corman, 2004; Rucker and Galisky, 2008). Negative mood will improve one's self focus and 
encourage consumers to take some actions in order to reduce negative effects of this mood (Kacen, 1998; Kacen and 
Friese, 1999; Luomala, 2002). They will also engage in compensatory consumption (Woodruffe, 1997; Woodruffe-
Burton, 1998; Yurchisin, Yan, Watchravesringkan, and Chen, 2008). Negative mood occurs for many reasons, 
One’s experiences coming from internal causes (from their on actions) or external causes (from outside customers). 
Unpleasant events experienced by consumers in their everyday life such as traffic jams while driving to or going 
home from work, feeling angry from being disgraced by superiors, frustration from not getting fans concert tickets 
which was keenly awaited, the sorrow of losing the loved one, and many other reasons which can be happen to 
anyone in a random manner. 

In terms of mood repair, consumers even do retail therapy (retail shopping) consciously with the aim of 
improving mood when experiencing anger, anxiety, or sadness (Kang, 2009). Kang further finds that marketers are 
beginning to realize the needs of consumers associated with retail shopping and start creating a variety of facilities 
to be able to provide a more enjoyable shopping experience for consumers. Because there is satisfaction attainment 
after engaging in retail therapy, this activity considered as a positive activity since it helps consumers to overcome 
their perceived negative mood and get back to their daily routines lively. The fact that consumers do retail therapy in 
their consciousness demonstrates that this activity is different from the compensatory consumption, one that tends to 
end up with disappointed feeling after making purchases in shopping experiences.  
 
Shopping as mood alleviation method 

Shopping behavior to improve one’s mood  is part of self-regulation methods. Károly (1993) states that 
self-regulation is a process, both internal and/or transactional, that enable individuals to direct the activities of 
objectives achievement within a certain time and in the context of the changing situations. Furthermore Luomala et 
al (2004) defines self-regulation of mood as individual behavior that is driven by the mood which has been done to 
achieve the goal to extend or enhance positive mood or to remove or overcome the negative mood. In this study, the 
mood repair hereinafter defined as individual behavior that is driven by the negative mood and performed with the 
aim to eliminate or overcome the negative mood.  
 
Retail Therapy  

Retail therapy literatures come in two approaches, the consumption in the mood repair and compensatory 
consumption. Within the mood repair literature, retail therapy is a strategy for self-regulation of  negative moods. 
While in the compensatory consumption literature, retail therapy is an activity undertaken as compensation for 
psychological deficiency experienced by consumers. Research shows that consumers who make purchases in these 
two situations are both experiencing a negative mood and spending their money to cope with negative mood (Kang 
2009). However, as self-regulation’s strategy, in retail therapy conscious consumers use shopping activity to cope 
with negative mood and tend to obtain higher satisfaction after having retail therapy done. Consumers who engage 
in retail therapy does not always end up with product purchases, browsing experience while in the store for some 
consumers have been enough to give the effect of mood repair and create a positive evaluation of the stores visited. 
Definition of retail therapy in this study is then the behavior of consumption, including spending and purchases, to 
improve one’s negative mood.  
 
Retail Therapy Motivations  

This research will discuss retail therapy from the viewpoint of mood repair, to emphasize the positive 
benefits obtained by consumers from shopping activities done. Products purchases in therapy shopping play an 
important role in improving mood, reinforce the reason that there are different consumers experience when making 
retail therapy and engaging compulsive buying. Referring to Luomala et al (2004), when consumers activity in the 
mood repair has the power of therapy, particularly therapy through consumption, mood repair activity through retail 
therapy can provide such benefits as distraction, self-indulgence, and activation for consumers.  

Distraction, self-indulgence, and activation were 3-related benefits that become one’s motivation of 
spending and purchasing in retail therapy (Kang 2009). Distraction is the benefit of gaining pleasure from the 
thought of purchasing a product. Self-Indulgence is the benefit gained when a person feels happy after going 
shopping to get something they like for themself. While browsing in the store to look for information for purchase in 
the future or learn the latest trends identified as activation benefit. People who want to benefit distraction and self-
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indulgence used retail therapy for the purpose of mood repair, while the activation related to the purpose to eliminate 
the feelings of sadness or depression.  

Furthermore, Kang (2009) identifies consumer motivations in making retail therapy as : positive 
distraction, escape, indulgence, elevation of self-esteem, activation, sense of control, and social connection. Each 
consumer motivation represents the underlying reason for purchasing activity and consumer spending in overcoming 
their negative moods or emotional needs through retail therapy : 

• Positive distraction is the motivation to forget the negative mood in search of entertainment via shopping.  
• Escape is the motivation related to physical activity undertaken as a contribution to the negative mood, 

through physical experience gained from shopping environment. 
• Indulgence consists of the responses that focused on maximizing pleasure in reducing the negative effects 

of mood, where the shopping experience will give pleasure in a short time and have broad impact.  
• Elevation of self-esteem consists motivation to benefit from a varying ways such as feeling happy to meet 

with someone, feeling to get the desired identity, feeling proud, confident, and others.  
• Activation consists of motivation indicating that the shop can make a person active in a variety of ways, 

such as the stimulation of feelings, learning new things and feeling up-to-date, and mental stimulation and 
physical abilities.  

• Sense of control is intended to gain control over something when someone loses the control he/she had.  
• Social connection is the motivation for someone to get an ideal of social relationships through the people 

they met while shopping, which they do not get in everyday life.  
 
Brands in  Retail Therapy  

Recently, competition among brands has become more complicated as the number of foreign brands 
increase in developing markets. Consumers in developing markets possess various motives for purchasing foreign 
brands, including higher prestige and higher satisfaction. Research into the underlying reasons that drive this 
purchase decisions is significantly important, since the findings will provide marketer a better understanding of why 
consumers in developing countries choose to purchase foreign brands instead of local brands (Steenkamp, Batra, dan 
Alden 2002; Wong and Zhou 2005). Even though research on foreign brands have been widely noted in the 
literature, there is still a lack of research on consumer’s satisfaction between local brand and foreign brands within 
retail therapy context. 

In retail therapy, the higher level of negative mood perceived by consumers, the greater the tendency to 
engage in hedonic shopping (Kang, 2009). Furthermore, Kang also found that he more expensive the price of a 
product purchased during a retail therapy,  the higher the level of satisfaction obtained by the consumer. This fact 
bring forth the proposition that differences in brands, local and foreign, will be analogously to the consumers 
satisfactions as well as price. Consumers’ perception that foreign brands have a higher hedonic value than local 
brands will provide different levels of consumers’ satisfaction in retail therapy.  

 
 
Research Hypothesis  
Based on literature review above, we proposed research hypotheses as follows:  
 
Hypothesis 1  : Positive distraction motivation of retail therapy has significant influence on consumers’ 
satisfaction  
 
Hypothesis 2  : Escape motivation of retail therapy has significant influence consumers’ satisfaction 
 
Hypothesis 3  : Indulgence motivation of retail therapy has significant influence on consumers’ satisfaction 
 
Hypothesis 4  : Elevation of self-esteem of retail therapy has significant influence on consumers’ satisfaction 
 
Hypothesis 5 : Activation motivation of retail therapy has significant influence on consumers’ satisfaction 
 
Hypothesis 6  : Sense of control motivation of retail therapy has significant influence on consumers’ satisfaction 
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hypothesis 7 : Social connection  motivation of retail therapy has significant influence on consumers’ 
satisfaction 
 
Hypothesis 8 :  There is significant different level of consumers’ satisfaction between local brands and foreign 
brands purchasing within retail therapy 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
Research Methodology  

The population of this study were undergraduate students from private universities located nearby 4 leading 
shopping malls in Jakarta. Samples were taken randomly using convenience sampling method with a total number of 
200 students. Given the nature of retail therapy as mood alleviation method investigated in this study, the use of 
students as actual consumers is considerably appropriate. The respondents’ age ranged from 18 to 22 years old (with 
an average age of 20 years old), 69.5 percent were female and more than 78 percent came from Jakarta. A mug with 
handpainted design was offered to each respondent as an appreciation for their participation.   

The questionnaire was adapted from Kang (2009). The first part of the questionnaire was designed to 
clearly differentiate whether the respondent is a retail therapy shopper. The second part measured respondents’ 
motivation on retail therapy, and the last part measured their satisfaction from purchasing local brands versus 
foreign brands during retail therapy.  Respondents were asked to indicate their responses on 7 point Likert scales 
ranging from 1 (very disagree) to  7 (very agree) which measured their motivations, brand preferences, and 
satisfactions in the context of retail therapy. Relevant demographic information was also elicited. The data was 
collected across six product categories : fashion, gadget, electronic and home appliance, automotive accessories, 
jewelry, and others Variables, definition, and indicators are presented at table 1 below. 
 
 
 
 
 
 

M1 : Positive Distraction 

M2 : Escape 

M3 : Indulgence 

M4 : Elevation of self-esteem 

M5 : Activation 

M6 : Sense of control 

M7 : Social connection 

Consumers’ satisfaction on retail 
therapy 

FIG 1 : RESEARCH MODEL 
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TABLE 1 : VARIABLES, DEFINITIONS AND INDICATORS 

 
Variables Definitions Indicators 

Motivation of Retail Therapy 
 
 
• Positive distraction 

 
 
 

 
 

• EscapE 
 
 
 
 
• Indulgence 
 
 
 
 
 
• Elevation of self-esteem 
 
 
 
 
 
• Activation 
 
 
 
 
 
 
 
 
• Sense of control 
 
 
• Social connection 

Consumers motivation to take 
benefit of retail therapy shopping 
 
• Motivation to forget negative 

mood via shopping 
 
 
 
 

• Motivation related to do 
physical activity (go shopping) 
as a contribution to negative 
mood 

 
• Motivation to maximizing 

pleasure in reducing negative 
mood 

 
 
 
• Motivation to benefit from 

meeting someone, get identity, 
feeling proud, confident, etc by 
doing shopping 

 
 
• Motivation that shop can make 

a person active by stimulating 
feelings, learning new things, 
feeling up-to-date 
 
 
 
 
 

• Motivation to gain control over 
something through shopping 

 
• Motivation to get ideal social 

relationships through shopping 

 
 
 
• Shopping will make  me forget my bad mood  
• When I feel upset I go shopping to buy things 

that will make me happy 
• When I’m getting angry, shopping will make 

me feel relieved 
 
• I like to go shopping when I am in bad mood 
• Walking in the shopping mall aisle and find 

something nice to buy will make me feel better 
after having bad days in my college 
 

• When I feel bad I like to spend hours shopping 
things to please my self 

• Shopping is the best medication for bad mood 
• After having a difficult exam I deserve a great 

shopping time 
 

• I feel proud after buying things at exclusive 
shopping mall in town during bad mood 
alleviation 

• Meet someone I know during shopping get me 
more confidence feeling 

 
• I feel no more bad mood after shopping at 

leading shopping mall in town 
• I feel happy after purchasing new released 

product at my favorite shopping mall 
• I like the up-to-date feeling of recognizing the 

latest product trend offered in the leading 
shopping mall 
  

• Go shopping after failing exam get me a feeling 
that I can have a better control of my next exam 

 
• After having bad days I feel better to go 

shopping with my best friends 
 
 

Brand Preferences Consumers preferences on product 
brand purchased during retail 
therapy 

• When I go shopping, I like to buy product with 
foreign brands better than local brands 

Consumer sastisfaction Consumers satisfaction after 
engaging retail therapy 

• I feel satisfy with my shopping experience  
• I feel satisfy with shopping programs offered 

by leading shopping mall in town 
• I feel satisfy with the product I buy during 

negative mood alleviation 
Source : Adapted from Kang (2009) 
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Results, Implications, and Limitations of Research  
Research measurements for this study are confirmly realiable and valid. Cronbach’s alpha estimate is  

0.684 and factor loadings of all items confirming strong validity in wich it exceeded the recommended level 0.5. All 
hypotheses in this study were significantly supported. Each retail shopping motivations significantly influence 
consumer satisfaction after having retail therapy. Table 2 presents summary of significance level and t value for 
each motivations (M1-M7).  All regression models for each motivation-satisfaction relationship are significance at 
95% confidence level. Therefore, hypotheses 1 until 7 are statistically supported. 
 

TABLE 2 
SUMMARY OF SIGNIFICANCE AND T-VALUE  

 
Model Sig. t-value 

M1 .000 14.889 

M2 .000 14.215 

M3 .000 14.451 

M4 .000 13.908 

M5 .000 11.998 

M6 .000 15.629 

M7 .000 11.783 

 
From the statistical test of consumers’ preferences between  local brands and foreign brands during retail 

therapy shopping 42 students or 79 percent of  total respondents score foreign brands higher than local brands. 
Figure 2 shows pie chart of consumers’ brand preference in retail therapy. Students were also proven to have higher 
satisfaction when buying foreign brands (Mean  5.5380; sig. 0.00) compared to local brands (Mean 5.1190; sig 
0.00). 
  

FIG 2 : CONSUMER’S LOCAL VS FOREIGN BRAND PREFERENCES  
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Consumers’ product category choices during retail therapy was significantly high on fashion product, both 
for local and foreign brands (64.5 percent). In table  3 we can see frequencies of each product category chosen by 
respondents and figure 3 presents this product category pie chart. 

 
TABLE 3 : PRODUCT CATEGORY CHOICE FREQUENCY AND PERCENTAGE 

 
Product 
category Frequency Percent 

fashion 129 64.5

gadget 13 6.5

electronic 9 4.5

automotive 13 6.5

jewelry 5 2.5

others 31 15.5

Total 200 100.0

 
FIG 3 : PRODUCT CATEGORY CHOICE CHART 

 
 

 
 

When we take a closer look on product brand choices, students preferred to buy foreign brands  (49.5 
percent) than local brands (15 percent). Other comparations of students’ choices between local brands and foreign 
brands are presented at table 4 and 5 below. 
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TABLE 4 : FREQUENCY AND PERCENTAGE OF LOCAL BRAND CHOICE 
 

Product  Frequency Percent 

fashion 
electronic 
automotive 
jewelry 
others 
Total 

30 
2 
2 
2 
6 

42 

15.0 
1.0 
1.0 
1.0 
3.0 

21.0 

 
 

TABLE 5 : FREQUENCY AND PERCENTAGE OF FOREIGN BRAND CHOICE 
 

Product  Frequency Percent 

Fashion 
Gadget  
Electronic 
Automotive 
Jewelry 
Others 
Total 

99 
13 
7 
11 
3 
25 
158 

49.5 
6.5 
3.5 
5.5 
1.5 
12.5 
79.0 

 
Results of this study invigorate the retail therapy literature in the relationship between consumers’ 

motivations and consumers’ satisfaction after engaging retail therapy (Kacen 1998, Kang 2009, Yuchirsin et al 
2008). Marketers can use this evidence to develop a more appropriate retail marketing strategy Indonesian 
consumers. Since consumers’ satisfaction can be the precursor of consumers’ loyalty in the long term, this study 
give directions about how Indonesian consumers’ perceived that foreign brands will create better satisfaction 
compared to local brands. International marketers might see positive opportunities to introduce their products in 
Indonesian markets, especially for fashion products as fashion products were also proven by Woodruffe (1998) and 
Kang (2009) to be highly chosen by consumers.  

According to this study, Indonesian consumers did not buy local brands’ gadget, but 6.5 percent of gadget 
with foreign brands were bought during retail therapy shopping. This can be explain from varying point of views, 
that Indonesian consumers might perceived foreign brands have higher quality than local brands, inadequate 
information about local brands, or as simple as prefer to buy other things for their retail therapy. Further study can 
investigate the underlying reason for this circumstance to better understand Indonesian consumers’ product 
preferences. Other product categories such as electronic and home appliances, automotive accessories, jewelry and 
others also differ in percentage between local brands and foreign brands. There are extensive area to be research 
within the context of consumers’ preferences of local vs foreign brands.  

This study have several limitations. First, we only collected data from students of several major universities 
which locations are closely to 4 leading shopping malls in Jakarta. Students’ purchase power might have influence 
on product category chosen. There is a need to investigate a broader range of consumers, from different age group or 
different environment (employment status, ethnic groups, income levels, etc). Secondly, previous research noted that 
women have higher satisfaction than men after purchasing product at retail therapy condition. This study only 
recorded a higher frequency of women respondents. Finally, this study was done only in Jakarta which might not 
accurately represented Indonesian consumers as a whole. To give a better information about Indonesian consumers 
for local and international marketer, further research is needed to be done in other major cities in Indon 
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