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Abstract -India being a country of youth with 400 million and growing millennial generation with a high rate of 

preference for online shopping and the exponential pace of digitalization in India, studying consumer behavior in e-tailing 

is imperative. Post-purchase dissonance is an uncomfortable psychological state when customers’ expected level of 

satisfaction does not match with the products’ performance. It holds a strategic importance for marketers. The paper 

seeks to identify and understand the relationship between age and post-purchase dissonance by taking millennial and 

generation X (gen X) as the age groups ofconsumers who have post-purchase in e-tailing. The study found out that there 

is an association between age and post-purchase dissonance andmore millennials face post-purchase dissonance than gen 

X. 
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I. INTRODUCTION 

The theory of cognitive dissonance primarily belonging to the field of psychology is one of the most widely studied 

theories, applied across various disciplines and areas of research. Cognitive dissonance is an inconsistency between 

an individual‟s attitude and behavior or among his cognitions which leads to an uncomfortable psychological state. 

In consumer behavior, the theory has been applied and studied in the consumer decision making process in both, 

pre-purchase stage and post-purchase stage. However, researchersassert that in marketing, dissonance is most likely 

to occur after the decision has been made (Egan 2007) and post-purchase dissonance is more relevant in context of 

marketing strategies (Schiffman et. al. 2013). Post-purchase dissonance is an inconsistency between a consumers‟ 

expected level of satisfaction and the actual performance of the product/service received leading to an 

uncomfortable psychological state. A scale for measuring post-purchase dissonance catering to its three dimensions 

namely, the emotional dimension, wisdom of purchase and concern over the deal is developed by Sweeney et. al., 

(2000). 

India is excelling in the path of digitization and becoming a new hub of e-commerce and m-commerce. In such a 

market scenario it becomes imperative to study the behaviors of consumers in e-tailing. Particularly in a country like 

India which as per the Morgan & Stanley Report (2016) has the world‟s largest millennial population holding the 

strongest economic potential, and as per a report from CBRE Global Research (2016), out of these millennials only 

20% millenials prefer shopping from physical stores. Millenials are born between 1982 to roughly around 2003 and 

are characterized by Strauss & Howe (1991) as possessing rational minds, positive attitude and selfless team virtue. 

We are also aware that the not-so-internet-savvy generation of our country is also trying to be a part of the digital 

world, thus the study considers generation X that are born roughly between 1961 to 1981.  

The paper seeks to identify the relationship between age of the e-tailing consumers belonging to millennial and 

generation X and post-purchase dissonance. It also attempts to understand the tendency of reducing post-purchase 

dissonance among millenials and gen X. 

 

II. REVIEW OF LITERATURE 

Cognitive dissonance as proposed by Festinger (1957) in his book, „A Theory of Cognitive Dissonance‟means when 

an individual holds two or more cognitions i.e., things a person knows about himself, about his behavior and about 

his surroundings, that are relevant to each other but are inconsistent with one another, an unpleasant and 

uncomfortable state is created which is referred to as cognitive dissonance. The theory has evolved over the years 

through studied by various researchers in the field of psychology (Bem, 1967; Aronson, 1968; Nel, Helmreich& 

Aronson, 1969; Cooper & Fazio, 1984). However, the basic tenets of the theory remain the same. Criticizing the 

definition of cognitive dissonance given by Festinger (1957), Hausknecht et. al. (1998) state that Festinger (1957) 

has not clearly explained as to whether the concept of dissonance is cognitive or emotional. Sweeney et. al. (2000) 

while developing a 22 item scale for measuring cognitive dissonance after a purchase decision is made, explained 
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the three dimensions of post-purchase dissonance they included in their scale.The dimensions as explained by 

Sweeney et. al. (2000) are as follows. 

Emotional: A person‟s psychological discomfort subsequent to the purchase decision. 

Wisdom of purchase: A person‟s recognition after the purchase has been made that they may not have needed the 

product or may not have selected the appropriate one. 

Concern over deal: A person‟s recognition after the purchase has been made that they may have been influenced 

against their own beliefs by sales staff. 

In a subsequent study by Sweeney &Soutar (2006), they further studied the scale and developed a shorter scale 

encompassing the three dimensions but with 15 items which is more practical to be used by the academics and has 

equally good measurement properties. The theory of cognitive dissonance has been one of the highly studied 

theories to understand consumer behavior. Oliver (1997), applied the theory of cognitive dissonance in consumer 

buying process from the pre-purchase stage to post-purchase stage labeling it as apprehension and gamma 

respectively, further stating that dissonance is maximum at post-purchase stage. The factors causing post-purchase 

dissonance and the ways of reducing dissonance has been studied in consumer behavior mainly in developed 

country context (Oshikawa, 1969; Hawkins, 1972; Mitchell &Boustani, 1994; Bawa&Kansal, 2008; Bolia&Jha, 

2016). 

 

III. RESEARCH GAP AND RESEARCH PROBLEM 

The theory of cognitive dissonance has been applied in consumer behavior by many researchers. The antecedents of 

post-purchase dissonance havealso been also greatly studied (Hawkins, 1972; Mitchell &Boustani, 1994; Stone, 

2003; Bose &Sarker, 2012; Hasan &Nasreen, 2012, 2014; Pandey &Jamwal, 2016). The researchers have also 

studied on how can marketers reduce consumers‟ post-purchase dissonance (Oshikawa, 1969; Hunt, 1970; Smith, 

1993; Soutar& Sweeney, 2003; Bawa&Kansal, 2008, J. Graff et. al., 2012). According to Salzberger& Monika 

(2005) dissonance turns out to be an essential factor leading to the formation of satisfaction, it also reveals a high 

exploratory power in explaining the state of discomfort buyer face after making a purchase. The state of discomfort 

has been not extensively studied keeping in view the dimensions of post-purchase dissonance. This paper studies the 

research problem of state of discomfort through the comparative analysis of millenials,who are the major part of the 

population and extensive users of e-tailing and gen X,who are coping up with the internet environment of the 

country in terms of the dimensions of post-purchase dissonance. Thus, the study is more relevant in the current 

scenario and will develop a deeper understanding to the idea of consumers‟ post-purchase behavior. 

 

IV. RESEARCH METHODOLOGY 

Primary data is collected through sample survey method to analyze the post-purchase dissonance among millennials 

and gen X and to identify the tendency of dissonance reduction among the same group of people.On the basis of the 

available literature and previously conducted surveys by various researchers, a questionnaire was developed for the 

purpose of the study. The scale developed by Sweeney et. al. (2000) for the measurement of post-purchase 

dissonance is a 22 item scale divided into three dimensions i.e., emotional; wisdom of purchase; and concern over 

deal. They further developed the short form of the scale with 15 items which is more practical to be used by the 

academics and has equally good measurement properties (Sweeney &Soutar, 2006). 

The questionnaire is divided into two sections: the first section deals with the demographic profile of the customers 

and online shoppers, and the second section deals with post-purchase dissonance and its reduction. A five point 

Likert-scale has been used for every statement of every question ranging from strongly disagree (1) to strongly agree 

(5). Pre-testing of the questionnaire was conducted on a sample of 30 respondents for further purification before the 

final survey. For the purpose of the study, the NCR (National Capital Region) has been considered. The non-

probability sampling strategy called convenient sampling with snowball was adopted to collect the data. A sample of 

300 respondents was taken for the purpose of the study. Hypotheses testing is performed using Chi square test. 

 

V. FINDINGS 

Out of 300 respondents, 250 were considered for the purpose of the study. Data analysis revealed that out of 250 

respondents, 50 respondents were found to be neutral in the scale for measuring post-purchase dissonance. It may be 

concluded that these respondents are unaware of the existence or absence of dissonance after purchasing the product. 

Table 1: Observed Frequency 

 MILLENIALS GEN X TOTAL 

AGREE 56 24 80 

DISAGREE 24 96 120 

TOTAL 80 120 200 
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Table 1 reveals that out of a total of 80 respondents belonging to millennials, 56 i.e., 70% of them agree that they are 

in a state of dissonance whereas only 24 i.e., 30% of them disagree for the same. Out of 120 respondents belonging 

to gen X, 24 or 20% respondents agree that they are in a state of dissonance whereas 96 or 80% respondents 

disagree. Thus, it can be concluded that more millennials are caught in a state of dissonance after purchasing a 

product than that of gen X. 

 

Table 2: Expected Frequency 

 MILLENIALS GEN X TOTAL 

AGREE 32 48 80 

DISAGREE 48 72 120 

TOTAL 80 120 200 

 

From the observed and expected frequencies given in Tables 1 and 2 we derived chi square for identifying an 

association between age and post-purchase dissonance. The table value of chi square at degrees of freedom (d.o.f) 1 

and level of significance of 5% is 3.84 and the calculated value of chi square comes out to be 50. Thus, we reject the 

null hypotheses and conclude that there is an association between age and post-purchase dissonance. 

 

Table 3: Dissonance Reduction 

REDUCE DISSONANCE MILLENIALS GEN X TOTAL 

YES 54 60 114 

NO 26 60 86 

TOTAL 80 120 200 

 

From Table 3 it can be understood that out of 80 millennial respondents 54 or 67.5% have a tendency to attempt to 

reduce their post-purchase dissonance while 26 or 32.5% respondents do not resort to dissonance reduction. Out of 

gen X sample of 120, respondents have equal tendency of reducing or not reducing dissonance. Thus, it can be 

concluded that more millennials seek to reduce their dissonance than gen X respondents. 

 

VI. CONCLUSION REMARKS 

The study reveals that there is existence of post-purchase dissonance in e-tailing among consumers belonging to two 

age categories, millennials and gen X. It is found that there is an association between age and post-purchase 

dissonance. A good number of consumers are unaware about the existence or absence of dissonance after purchase. 

Out of the aware respondents more millennials are facing dissonance than gen X and also more millennials show 

tendency of reducing their post-purchase dissonance. 

The study will add on to the pool of knowledge regarding consumer behavior particularly post-purchase behavior. 

The results of the study can be used for segmenting the market on the basis of the levels of post-purchase dissonance 

and the role of each dimension in consumers‟ overall dissonance. It can also be used by the marketers to develop 

strategies to cater to the segment most vulnerable to post-purchase dissonance. Dissonance after a decision made by 

the consumer directly affects the customer satisfaction impacting, in turn,their repurchase intention and loyalty. 

Thus, by understanding post-purchase dissonance and its implications, the marketer can maintain and retain its 

customers who act by spreading word of mouth recommendations. 
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