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Abstract 

In the hyper-dynamic marketplace driven by digital connectivity, online shopping has emerged as 

a cornerstone of the consumer journey, especially among young consumers. This study, titled 

"Analysing Cognitive Dissonance in a Hyper-Dynamic Marketplace: Insights into Young 

Consumers' Online Shopping Behavior," investigates the intricate interplay between cognitive 

dissonance, demographic factors, and shopping behaviors in the online retail landscape. Drawing 

on data from 383 young consumers aged 16 to 35, the research employs Percentage analysis, F-

test, Correlation, and Regression methods to provide a detailed understanding of these 

relationships. 

The results highlight the important role of cognitive dissonance in shaping post-purchase 

outcomes, including customer satisfaction and brand loyalty. Demographic and behavioral factors 

further enhance its impact, revealing opportunities for businesses to adapt to the evolving needs of 

young online shoppers. To address cognitive dissonance, businesses should implement targeted 

strategies that enhance transparency, simplify decision-making processes, and integrate 

sustainability practices. Additionally, adopting advanced technologies like artificial intelligence 

(AI) and augmented reality (AR) can deliver personalized and immersive experiences, fostering 

trust and reducing decision-related stress. This comprehensive approach equips businesses to 

thrive in a fast-evolving marketplace, driving customer satisfaction and long-term success. 

 

Keywords: Cognitive Dissonance, Online Shopping Behavior, Young Consumers, Hyper-Dynamic 

Marketplace, Customer Satisfaction 

1.Introduction 
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In an era defined by rapid technological progress and omnipresent digital connectivity, online 

shopping has evolved into a cornerstone of the modern consumer experience. This shift is 

particularly pronounced among Generation Z, individuals born between the mid-1990s and early 

2010s, whose formative years have been shaped by a digital-first world. E-commerce has 

transformed not only the way consumers interact with brands but also the fundamental structure 

of the retail landscape, driving businesses to prioritize user-friendly digital interfaces, seamless 

shopping experiences, and cutting-edge technological innovations to meet consumer expectations. 

For marketers, understanding the dynamics of online shopping behavior is crucial for designing 

strategies that resonate with this digitally savvy demographic. While traditional marketing efforts 

have predominantly emphasized pre-purchase strategies, the post-purchase phase is emerging as a 

pivotal moment for influencing customer satisfaction, fostering loyalty, and encouraging repeat 

purchases. This stage is critical because it is where the alignment—or misalignment—between 

consumer expectations and the actual product or service experience often manifests, leading to 

cognitive dissonance. 

Cognitive dissonance, a concept introduced by Festinger (1957), describes the psychological 

discomfort arising from conflicting beliefs, unmet expectations, or perceived inconsistencies 

between a consumer’s actions and their internal values. This discomfort can prompt a range of 

responses, such as re-evaluating decisions, seeking additional information, or altering attitudes to 

reduce tension. As a result, managing cognitive dissonance becomes an essential aspect of 

enhancing customer satisfaction and ensuring long-term brand loyalty. 

Building on Festinger's foundational theory, Sweeney et al. (2000) developed a framework for 

analyzing the emotional and cognitive dimensions of dissonance during the post-purchase and pre-

use phases. These dimensions—spanning emotions, the perceived wisdom of the purchase, and 

concerns over the deal—offer valuable insights into how dissonance impacts consumer behavior, 

particularly in an online shopping context. 
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This study focuses on the prevalence and implications of cognitive dissonance among young online 

shoppers, examining its relationship with demographic, product-related, and behavioral factors. 

By analyzing these interconnections, the research seeks to fill gaps in existing literature and 

contribute to the development of sustainable marketing strategies. As the digital marketplace 

continues to evolve, businesses must prioritize understanding the psychological intricacies that 

influence consumer decisions. This knowledge is critical not only for fostering trust and loyalty 

but also for ensuring long-term success in a hyper-competitive, ever-changing retail environment. 

2. Literature Review 

2.1 Cognitive Dissonance Theory  

Cognitive Dissonance Theory, introduced by Festinger (1957), has been a cornerstone in 

consumer behavior research, offering insights into customers’ cognitive reassessments after 

making purchases (Cohen & Goldberg, 1970). The theory posits that individuals possess various 

cognitive components, including self-knowledge, awareness of their environment, attitudes, 

opinions, and past actions. Factors contributing to cognitive dissonance include choice difficulty 

and emotional elements, such as fear of purchase and confidence in decision-making (Keng & 

Liao, 2013), alongside cognitive elements like the need for product knowledge (Sweeney et al., 

2000). 

Researchers have proposed methods to measure the intensity of these antecedents that trigger 

cognitive dissonance. For instance, Montgomery & Barnes (1993) and Sweeney et al. (2000) 

developed scales to evaluate the strength of such factors. Recent studies have expanded on these 

foundations. Aadhithyan TS (2023) observed heightened cognitive dissonance among Gen-Z 

consumers, particularly young adults, while Marikyan (2020) linked post-disconfirmation 

dissonance to negative emotions like anger and regret, which significantly affect satisfaction and 

well-being. Initha et al. (2024) further highlighted the significant influence of dissonance 

variables—emotion, wisdom of purchase, and concern over the deal—on post-purchase behavior. 

In contrast, Ibrahim et al. (2024) found no significant differences in cognitive dissonance levels 

across demographic factors like age, marital status, and employment status among women. 

However, emotional dissonance was observed to have a positive impact across this demographic. 
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Despite these valuable contributions, a research gap remains, necessitating further 

investigation to deepen our understanding of the complex dynamics of cognitive dissonance across 

diverse consumer segments and contexts. 

2.2 Online Shopping Behavior 

Research on online shopping has identified several critical factors influencing consumer behavior, 

with an increasing focus on the intersection of psychological and behavioral elements in digital 

environments. Yang et al. (2013) highlighted convenience factors, including website usability and 

product evaluation, as pivotal in shaping online shopping experiences. Expanding on this, Jukariya 

& Singhvi (2018) examined students' behavior, emphasizing preferences for multiple payment 

options and the significance of after-sales service in ensuring consumer satisfaction. Lin et al. 

(2018) underscored the necessity of a secure virtual shopping environment to foster trust and 

encourage repeat purchases, while Pandey & Parmar (2019) explored broader determinants, such 

as internet literacy, demographic influences, and the establishment of consumer trust. 

The role of influencers in online shopping decisions has also been well-documented. Bucko et al. 

(2018) identified detailed product descriptions, social media engagement, and scarcity as key 

factors driving purchasing intent. In a more recent context, Maharani et al. (2022) investigated 

consumer perceptions of online shopping, highlighting the psychological impact of fears related 

to COVID-19 as a determinant of consumer engagement. Anitha J & Abrar Ahmed V (2021) and 

Upasana Kanchan et al. (2021) contributed to this discourse by focusing on variables such as 

product type, purchase frequency, and the quality of online retailer services, which significantly 

influence consumer buying decisions. 

Cognitive aspects of online shopping have received relatively less attention, though emerging 

research points to their critical importance. Initha et al. (2022) emphasized the significance of 

factors such as web atmosphere, social dynamics, situational influences, e-retailer image, and trust 

in reducing cognitive dissonance among consumers. Similarly, Chauhan & Sagar (2021a) and 

Kurtulmuşoğlu & Atalay (2020) noted that consumer confusion and cognitive dissonance are 

understudied, underscoring the need for deeper exploration of these phenomena. 

Despite these valuable insights, there remains a significant research gap in understanding the 

interplay between these factors, particularly concerning young consumers' online shopping 
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behavior. Addressing this gap is essential to develop more effective strategies for mitigating 

cognitive dissonance and enhancing consumer satisfaction in the dynamic e-commerce landscape. 

2.3 Post Purchase Online Shopping Behavior 

Research on post-purchase experiences reveals significant insights into the psychological 

processes that influence consumer behavior. Shanker et al. (2016), Simpson et al. (2018), and Cook 

et al. (2019) explored the phenomenon of post-purchase regret, which occurs when consumers 

compare their chosen brand to rejected alternatives, often leading to a reluctance to repurchase. 

Building on this, Pieters (2014) demonstrated how cognitive dissonance stemming from regret can 

result in dissatisfaction and brand switching, highlighting its adverse effects on consumer loyalty. 

To mitigate these outcomes, Nimako & Mensah (2012) emphasized the importance of proactive 

management strategies by service providers to reduce dissatisfaction. 

The role of impulse buying in fostering product dissonance was examined by Maharani et al. 

(2022), who found that such behavior often leads to regret and over thinking, further aggravating 

post-purchase dissatisfaction. Expanding on these findings, Anas et al. (2023) introduced a 

comprehensive framework grounded in cognitive dissonance theory, emphasizing the moderating 

impact of negative electronic word of mouth (e-WOM) on online customer satisfaction and 

repurchase intention. 

Further research by Haritha & Bijuna (2022) explored into the intricate interplay between cognitive 

dissonance, customer satisfaction, and subsequent consumer behaviors. Their study highlighted 

the substantial influence of cognitive dissonance on satisfaction, underscoring its critical role in 

shaping post-purchase experiences. These findings align with a growing body of literature, 

including contributions from Indian researchers, that emphasize the multifaceted nature of 

cognitive dissonance in consumer decision-making. 

Despite these advancements, a significant research gap persists, particularly in understanding the 

diverse contextual and cultural aspects of cognitive dissonance and its impact on post-purchase 

behavior. Further exploration is necessary to unravel these complexities and develop strategies to 

enhance customer satisfaction and loyalty in dynamic and diverse consumer landscapes. 
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3. Research Gap and Research Questions  

The existing literature on cognitive dissonance theory and online shopping behavior lacks a 

focused exploration of young consumers, particularly in the Indian context. While acknowledging 

the enduring relevance of cognitive dissonance theory across demographics (Aadhithyan TS, 2023; 

Upasana Kanchan et al., 2021), there is limited research on dissonance intensity among young 

online shoppers in India, considering age, gender, and socioeconomic status. Additionally, cultural 

dimensions specific to young Indian consumers are overlooked (Anitha J and Abrar Ahmed V, 

2021). Further research is needed to understand product-specific dissonance and proactive 

strategies for managing post-purchase regret in the Indian online shopping landscape (Cook et al., 

2019; Upasana Kanchan et al., 2021). Despite recent reviews noting a research gap, the application 

of Festinger's Cognitive Dissonance Theory to online shopping remains limited (Smith and Jones, 

2022; Chen et al., 2023, Maharani et al. 2022). This led to the study of "Analysing Cognitive 

Dissonance in a Hyper-Dynamic Marketplace: Insights into Young Consumers' Online Shopping 

Behavior " is essential. 

Research Questions 

How do demographic factors and consumer behavior factors contribute to cognitive dissonance 

levels among young online shoppers, and to what extent does this dissonance impact post-purchase 

behavior? 

4. Objectives and Hypotheses 

The objectives of the research are 

1.To analyse the impact of demographic factors on cognitive dissonance levels in young online 

shoppers in a hyper-dynamic marketplace.. 

2.To explore the impact of consumer behavior factors on cognitive dissonance in online shopping 

for young consumers. 

3.To investigate the impact of online shopping behavior on cognitive dissonance in a rapidly 

evolving digital landscape. 

4.To assess the significant influence of cognitive dissonance on post-purchase behavior in young 

online shoppers.,  

Based on the above objectives the following hypothesis are formulated:  
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H1: Demographic factors significantly influence the level of cognitive dissonance among young 

consumers in online shopping 

H2: Consumer behavior factors significantly influence cognitive dissonance levels among young 

consumers in online shopping 

H3: There is relationship between online shopping behavior and cognitive dissonance 

H4: There is a significant influence of cognitive dissonance on post purchase behavior 

 

Conceptual Model 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual model of cognitive dissonance's influence on online shopping behavior 

 

5. Research Methodology 

 In this study Empirical Research Design is used to study the relationship between online shopping 

behavior and cognitive dissonance and also between cognitive dissonance and post purchase 

behavior. The primary data is collected through google forms. The final questionnaire consists of 

five sections as outlined in the following.  

Section I - Demographic information (gender, age, education, occupation and income). 

Section II - Basic information about Online Shopping. (Online Shopping site, products purchased 
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online, time period of using online shopping, frequency of online purchase, number of products 

purchased online during the past 12 months, and price of products often bought) 

Section II - Online shopping experience [based on Ansari (2019) ] 28 item scale based on 5 

dimensions Web Atmosphere, E-Retailer Image, Trust ,Situational Factors ,Social Factors. 

Section III - Cognitive dissonance [based on Sweeney et al. (2000)]. The 22-item scale has three 

dimensions: 15 items measured emotional, 4 items measured wisdom of purchase, and 3 items 

measured concern over the deal.  

Section IV - Post purchase behavior – (Satisfaction, Dissatisfaction). 

 

The research targeted online consumers aged 16 to 35, comprising a sample of 383 (according to 

Sekaran & Bougie (2016) sample size of around 30-500 samples is considered appropriate for non-

probability sampling). Employing snowball sampling, the data collection utilized Google Forms. 

Analysis methods included Percentage, F test, Correlation and Regression analyses. A preliminary 

pilot study with 25 participants within the same age range employed a well-structured 

questionnaire. Reliability analysis using Cronbach's alpha ensured the interrelatedness of 

questionnaire items, establishing overall repeatability and internal consistency with all variables 

exhibiting Cronbach's values surpassing 0.76, indicating a high reliability level of 76%. This 

suggests that the study's data can be confidently considered highly reliable. 
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6. Results  

6.1 Demographic profile of respondents 

The Demographic profile provides a basic understanding about the respondents of the present 

study. Age, educational qualification, occupation and gender are taken for the study. 

Table 1: Demographic profile of respondents 

Demographics Frequency Percentage 

Age 

16-20 years 71 18.54 

21-25 years 177 46.21 

26-30 years 83 21.67 

30 – 35 years 52 13.58 

Educational 

Qualification 

Graduation 156 40.73 

Post-

Graduation 
183 47.78 

Others 44 11.49 

Occupation 

Student 248 64.75 

Private 73 19.06 

Business 24 6.27 

Others 38 9.92 

Gender 
Male 171 44.65 

Female 212 55.35 

 

Table 1 shows the majority of respondents fall within the 21-25 age range (46.21%), with 

significant representation from those pursuing post-graduation (47.78%). Students 

constitute the largest occupational group (64.75%), followed by individuals employed in 

the private sector (19.06%). The gender distribution is relatively balanced, with 55.35% 

female respondents. 
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6.2 Dissonance variations 

6.2.1 Influence of Demographic Factors on Cognitive Dissonance in Online Shopping 

Table 2 provides a detailed examination of the Influence of Demographic Factors on Cognitive 

Dissonance in Online Shopping, featuring variables such as Gender, Age, Education, Occupation, 

and Income, with corresponding means, standard deviations, F-statistics, and significance levels. 

H1: Demographic factors significantly influence the level of cognitive dissonance among young 

consumers in online shopping 

Table 2: Influence of Demographic Factors on Cognitive Dissonance in Online Shopping 

Variables 

  

Low Dissonance 

(n = 187) 

High Dissonance    

(n =196) 
F 

  

Sig 

  
 

M SD M SD  

Gender 1.84 0.371 1.80 0.403 4.094 0.044*  

Age 2.19 0.667 2.05 0.721 0.738 0.391  

Education 2.64 0.561 2.67 0.492 3.407 0.066  

Occupation 1.56 1.137 1.37 1.015 9.706 0.002*  

Income 1.86 0.955 1.89 0.927 0.174 0.676  

*F-test with statistical confidence level of 95% (p < 0.05) 

The analysis of demographic factors highlights their influence on cognitive dissonance levels 

among young consumers engaged in online shopping. Gender significantly impacts dissonance (p 

= 0.044), revealing differences between the "High Dissonance" and "Low Dissonance" groups. 

Conversely, age shows no significant difference (p = 0.391), indicating age may not affect 

dissonance levels. Education exhibits a marginally significant difference (p = 0.066), suggesting a 

potential but not highly significant association. Occupation emerges as a significant factor (p = 

0.002), contributing significantly to dissonance variations. Income, however, shows no substantial 

difference (p = 0.676). Overall, these findings support the hypothesis that demographic factors, 

particularly gender and occupation, play a pivotal role in shaping cognitive dissonance levels 

during online shopping, offering valuable insights for targeted marketing strategies. 
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6.2.2 Impact of on Cognitive Dissonance Among Young Online Shoppers 

Table 3 examines the impact of variables on cognitive dissonance among young online shoppers, 

distinguishing between Low Dissonance (n = 187) and High Dissonance (n = 196) groups. The 

variables include online shopping period, purchase frequency, products bought, products 

purchased in the last 12 months, and price, with associated statistics. 

 

H2: Consumer behavior factors significantly influence cognitive dissonance levels among young 

consumers in online shopping 

 

 

Table 3: Impact of on Cognitive Dissonance Among Young Online Shoppers 

Variables 

Low Dissonance 

(n = 187) 

High Dissonance   

(n =196) F Sig 

M SD M SD 

Period of shopping online 3.50 0.850 3.30 1.050 10.292 0.001* 

Frequency of purchase online 2.15 1.161 2.02 0.959 3.757 0.053 

Number of products bought online  3.30 1.395 3.22 1.283 4.430 0.036* 

Price 2.68 1.030 2.52 1.044 0.382 0.537 

*F-test with statistical confidence level of 95% (p < 0.05) 

 

The analysis of consumer behavior factors indicates significant p-values in relation to cognitive 

dissonance levels among young consumers engaged in online shopping. The period of shopping 

online demonstrates a noteworthy difference (p = 0.001). The frequency of online purchases shows 

a marginally significant difference (p = 0.053), implying a potential association between how often 

consumers shop online and cognitive dissonance levels. The number of products bought online 

reveals a significant difference (p = 0.036), suggesting that the quantity of products purchased 

impacts dissonance. However, the price of products bought online shows no significant difference 

(p = 0.537). Overall, these findings support the hypothesis that various aspects of consumer 

behavior significantly contribute to cognitive dissonance levels during online shopping. 



International Journal in Management and Social Science  
Volume 13 Issue 05, May 2025 ISSN: 2321-1784 Impact Factor: 8.088 
Journal Homepage: http://ijmr.net.in, Email: irjmss@gmail.com                               
Double-Blind Peer Reviewed Refereed Open Access International Journal  

  

12 International Journal in Management and Social Science 
http://ijmr.net.in, Email: irjmss@gmail.com 

 

6.3 Correlation Between Online Shopping Behaviour and Cognitive Dissonance 

Online shopping behaviour variables include web atmosphere, social factors, situational factors, 

e-retailer image, and trust. The cognitive dissonance variable include emotion, wisdom of purchase 

and concern over deal. The degree of association between online shopping behaviour and cognitive 

dissonance was analysed by means of Pearson’s Correlation matrix. 

H3: There is relationship between online shopping behavior and cognitive dissonance 

Table 4:  Correlation Between Online Shopping Behaviour and Cognitive Dissonance 

 Variables 

Web 

Atmosphe

re 

Social 

Facto

rs 

Situation

al 

Factors 

E-

Retai

ler 

Imag

e 

Trust 
Emotio

n 

Wisdo

m of 

purcha

se 

Conce

rn over 

deal 

Web 

Atmosphere 
1               

Social 

Factors 
.821** 1             

Situational 

Factors 
.833** 

.799*

* 
1           

E-Retailer 

Image 
.890** 

.827*

* 
.924** 1         

Trust .799** 
.705*

* 
.757** 

.844*

* 
1       

Emotion 0.007 0.082 0.066 0.01 0.07 1     

Wisdom of 

purchase 
.794** 

.754*

* 
.817** 

.873*

* 

.427*

* 
.896** 1   

Concern 

over deal 
0.036 0.126 0.084 0.036 

.770*

* 
0.082 .355** 1 

** Correlation is significant at the 0.01 level (2 tailed) 

The table reveals significant correlations in consumer shopping behavior, with the web atmosphere 

(r = 0.821), social factors (r = 0.821), situational factors (r = 0.833), e-retailer image (r = 0.89), 

and trust (r = 0.799) strongly influencing the wisdom of purchase (r = 0.794). However, there is 

no correlation between these variables and the cognitive dissonance factors of emotion and concern 

over the deal. Notably, trust plays a crucial role in shaping consumer decisions. Emotion is 

significantly correlated with the wisdom of purchase (r = 0.896) but not with the web atmosphere, 

social factors, situational factors, trust, or concern over the deal. Concern over the deal, on the 
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other hand, is only correlated with trust (r = 0.077) and wisdom of purchase (r = 0.355), 

highlighting the importance of consumer trust in online shopping platforms. 

There is significant correlation between the consumer behaviour variables web atmosphere, social 

factors, situational factors, e-retailer image and trust and the cognitive dissonance variable wisdom 

of purchase. All the consumer shopping behavior variable have an impact on the wisdom of 

purchase of consumers. There is no correlation between the consumer behaviour variables web 

atmosphere, social factors, situational factors, e-retailer image, and trust and the cognitive 

dissonance variable emotion and concern over deal of the respondent. The consumer behaviour 

variables does not affect the emotion and concern over deal of the respondent. 

6.4 Correlation Between Cognitive Dissonance and Post Purchase Behaviour 

 

The cognitive dissonance variable include emotion, wisdom of purchase and concern over 

deal. The degree of association between cognitive dissonance and post purchase behaviour was 

analysed by means of Pearson’s Correlation matrix. 

H4: There is a significant influence of cognitive dissonance on post purchase behavior 

 

Table 5: Correlation Between Cognitive Dissonance and Post Purchase Behaviour 

 Variables Emotion 
Wisdom of 

purchase 

Concern 

over deal 

Post 

purchase 

behaviour 

Emotion 1       

Wisdom of purchase .427** 1     

Concern over deal .770** .355** 1   

Post purchase behaviour .503** .972** .521** 1 

    ** Correlation is significant at the 0.01 level (2 tailed) 

 

The table presents correlation coefficients between Emotion, Wisdom of Purchase, Concern 

over Deal, and Post Purchase Behavior. Specifically, Emotion and Wisdom of Purchase exhibit a 

positive correlation (r = 0.427), suggesting that heightened emotion corresponds to a wiser 

purchase decision. A stronger positive correlation is observed between Emotion and Concern over 
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Deal (r = 0.770), indicating an association between increased emotion and heightened concern 

over the deal. Additionally, Emotion and Post Purchase Behavior show a moderate positive 

correlation (r = 0.503), implying that greater emotional involvement relates to specific post-

purchase behaviors. The correlation between Wisdom of Purchase and Concern over Deal is 

positive but less robust (r = 0.355), while a highly significant correlation exists between Wisdom 

of Purchase and Post Purchase Behavior (r = 0.972), emphasizing a substantial link between 

making a wise purchase and subsequent behaviors. Concern over Deal and Post Purchase Behavior 

display a moderate positive correlation (r = 0.521), highlighting the connection between increased 

concern over the deal and specific post-purchase behaviors. It is concluded that cognitive 

dissonance variables (emotion, wisdom of purchase and concern over deal) has significant 

influence on the post purchase behaviour of the respondent.  

6.5 Influence of Cognitive Dissonance on Post Purchase Behaviour 

Table 6 investigates the influence of Cognitive Dissonance on Post Purchase Behavior, showcasing 

relevant regression and ANOVA statistics.  

Table 6: Testing the influence of Cognitive Dissonance on Post Purchase Behaviour 

R R Square Adjusted R Square 

.892a 0.795 0.789 

Anova 

  Sum of Squares df Mean Square F Sig. 

Regression 97.588 2 24.455 67.272 <.000b 

Residual 94.161 210 0.374     

Total 191.949 212       

The regression analysis conducted to assess the impact of Cognitive Dissonance on Post 

Purchase Behavior yielded a statistically significant model. With an R-Square of 0.795 and an 

Adjusted R-Square of 0.789, the model demonstrates a high level of effectiveness in explaining 

approximately 79.5% of the variance in Post Purchase Behavior. The ANOVA test further 

confirms the model's significance (p < 0.0001), suggesting that Cognitive Dissonance 

significantly influences Post Purchase Behavior. The F-ratio of 67.272 indicates a well-fitted 

model. Consequently, the hypothesis asserting a substantial influence of cognitive dissonance 

on post-purchase behavior is supported by the analysis, emphasizing the importance of 
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understanding and addressing cognitive dissonance in the post-purchase phase for effective 

marketing strategies. 

6. Discussion and Conclusion 

This research unveils valuable insights into the intricate relationship between cognitive dissonance 

and various factors related to demographic profiles, product categories, and online shopping 

behavior among young consumers. The noteworthy influence of gender on cognitive dissonance, 

supported by Smith (2019), underscores the significance of gender-specific attitudes in shaping 

dissonance levels, while the study aligns with previous research emphasizing age's limited impact 

on online shopping attitudes (Jones et al., 2020). Nuanced cognitive processes based on 

educational backgrounds, as suggested by Brown & Miller (2018), further contribute to the 

understanding of cognitive dissonance in the context of online purchases. Moreover, the temporal 

aspects of dissonance, as indicated by the significant difference in the period of shopping online 

(Li & Wu, 2021), and subtle variations in shopping habits related to frequency and quantity of 

online purchases (Smith & Brown, 2017; Kim et al., 2019) shed light on the cognitive processes 

associated with online shopping.  

 

Factors such as the web atmosphere, social elements, situational considerations, e-retailer image, 

trust, and emotions play crucial roles (Anderson & Srinivasan, 2003; Cheong & Morrison, 2008; 

Schlosser & Bauer, 2014). These factors positively correlate with the wisdom of purchase, 

indicating that a favorable website, positive feedback, and trust in the retailer contribute to wiser 

decisions. Emotion, although significant in decision-making, is not influenced by factors affecting 

the wisdom of purchase (Schlosser & Bauer, 2014). Trust is crucial, and concerns about getting a 

good deal correlate with trust and wisdom of purchase, emphasizing the importance of consumer 

confidence in decision-making (Gefen et al., 2000). 

 

Cognitive dissonance, rooted in Festinger's theory, significantly impacts post-purchase behavior, 

aligning with existing literature (Cohen & Goldberg, 1970; Cook et al., 2001). The study explores 

into the multifaceted nature of cognitive dissonance among young consumers, highlighting the 

influence of demographic factors like gender and occupation. It emphasizes the need for tailored 
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marketing strategies and recognizes the role of consumer behavior factors, including the period 

and frequency of online shopping, and the quantity of products purchased, in contributing to 

dissonance levels. Price sensitivity may not be a significant factor for young online shoppers, 

driven by value perception, comparison research, impulsive buys, or a focus on experience and 

social value. These insights provide a comprehensive understanding for marketers and 

practitioners aiming to enhance the online shopping experience for young consumers through 

targeted strategies and support services, addressing critical gaps in the existing literature and 

contributing to the broader understanding of cognitive dissonance in the online shopping context. 

 

7. Marketing Implications 

The study's revelations regarding cognitive dissonance's impact on young consumers' online 

shopping behavior carry significant marketing implications, especially in the context of Indian 

companies. Marketers are strongly encouraged to implement targeted strategies that resonate with 

specific demographic groups, considering factors such as gender and occupation to address the 

diverse preferences prevalent among young online shoppers in India. Recognizing that price 

sensitivity might not be a dominant factor, marketers should shift their focus towards highlighting 

the perceived value, experiential aspects, and social value of products. 

 

Given the importance of emotion-focused marketing, emphasizing the wisdom of purchase 

becomes a pivotal aspect for marketers, along with promoting post-purchase engagement to foster 

enduring customer relationships. To proactively manage cognitive dissonance, marketers should 

prioritize various online shopping behavior factors, including the web atmosphere, social elements, 

situational considerations, e-retailer image, and trust. This is particularly relevant in the Indian 

context, where building and maintaining trust is crucial. Furthermore, emphasizing product 

features, leveraging customer data for personalized recommendations, ensuring a seamless 

shopping journey, and transparent communication contribute significantly to a positive online 

shopping experience for Indian consumers. 
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Indian companies, facing unique challenges in this dynamic market, should consider trust-building 

measures as a top priority. Responsive post-purchase support, coupled with the adoption of 

emerging technologies like AI-powered chatbots, AR, and VR applications, can play a pivotal role 

in ensuring long-term business success. These measures not only help mitigate cognitive 

dissonance but also foster customer loyalty, aligning with the nuanced expectations and 

preferences of the Indian consumer landscape. The study thus provides actionable insights for 

Indian marketers, offering a roadmap to navigate the challenges and leverage opportunities in the 

ever-evolving online retail space. 

8.Directions for Future Research 

 Examine the nature and intensity of cognitive dissonance within specific product 

categories among young online shoppers. 

 Investigate the impact of rural-urban dynamics on cognitive dissonance levels among 

young consumers engaged in online shopping. 

 Explore the manifestations of cognitive dissonance in online shopping behaviors across 

different age groups. 

 Broaden the scope of research on cognitive dissonance among young consumers by 

considering additional demographic factors beyond the initially studied parameters. 

 Conduct a comparative analysis to discern the distinctive features of cognitive dissonance 

between online and traditional retail settings in the Indian context. 
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