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Abstract

This study was conducted to propose a marketing solution for overseas online direct purchase market
customer’s relatively low satisfactory level in services provided, compared to that in domestic market. From
the investigation, we have obtained the following results. First, relationships between regret level, regret
effort, and repetition intention support that attitudes toward purchasing may be different when the regret is
settled. Second, consumer’s innovativeness is very important as a leading variable for regret. Third, unlike
consumer regret previously known to lead dissatisfaction and negative behavior, regret also can cause

repetitive purchasing through different regretting processes.
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