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ABSTRACT

The main objective of this study was to identify the influence of social
isolation on the relationships between positive and negative emotions,
impulse buying tendency, hedonic and utilitarian purchase values, and
ego depletion, in indulgent consumption. The data collected from 311
university students were analyzed using structural equation modeling, and the
correlation matrix with partial least squares estimation. The results revealed
that the perception of social isolation, currently observed at higher levels
due to the COVID-19 pandemic, alters the relationships among negative
emotions, impulse buying, hedonic and utilitarian purchase values, and ego
depletion regarding both the intention to indulge and the intention to not
indulge. At the end, we point out theoretical contributions to managers.
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A influéncia do isolamento social nas relagées entre emogao, compra
por impulso, valor de compra e depleciao do ego na intengao de compra
indulgente

RESUMO

O objetivo central neste estudo foi identificar a influéncia do isolamento social nas relagoes entre
emogoes positiva e negativa, tendéncia de compra por impulso, valores de compra hedénico
e utilitdrio e deplecao do ego no consumo indulgente. Os dados coletados de 311 estudantes
universitdrios, por meio de uma plataforma de coleta de dados online, foram analisados por
meio de modelagem de equagoes estruturais, com uso da matriz de correlagio e estimacio
por minimos quadrados parciais. Os resultados relevaram que a percepgao de isolamento
social, observada atualmente em maiores niveis, em decorréncia da pandemia da COVID-19,
altera as relagoes entre emogoes negativas, compra por impulso, valores de compra hedénico e
utilitdrio e deplegao do ego, tanto com a intengao de compra indulgente como a nao indulgente.
Ao final, contribuicoes tedricas aos gestores sao apontadas.

PALAVRAS-CHAVE
Emocoes, compra por impulso, valor de compra, deplecio do ego, comportamento do consumidor.

1. INTRODUCTION

Social isolation occurs when opportunities for social relationships are not taken advantage of
due to a lack of capacity or lack of power for social connection (Kahneman ez a/., 2004). Social
isolation is considered a problem for society. Most children (80%) _experience periods of loneliness
at school because of passive behaviors regarding social interactions, boredom, and inactivity.
Children with few friendships are more likely to be socially isolated and, consequently, be bullied
(68%) (Larsen ez al., 2022). A study carried out with a sample of 3,858 elderly people in Finland
indicates that 49% of them suffered from social isolation. The mortality rate identified for socially
isolated individuals was double compared to those who were not isolated (Tilvis ez a/., 2012).

In everyday life, we spend more time amongst individuals in our social networks than in
isolation. We spend around 80% of our hours with other people, such as co-workers, relatives,
friends, spouses, and children. These relationships are typically classified as time spent in a
more rewarding way (Kahneman ez a/., 2004). Human beings are social animals and need social
connections; that is, we need to belong to available social groups (Hughes ez al., 2004).

The COVID-19 pandemic has altered traditional consumer patterns. The stress and uncertainty
at that time of crisis led to irrational consumption. These purchases were not made under normal
conditions because if they were, they would have been made at different times and in different
volumes (Li ez al., 2021). Furthermore, mental health problems associated with the COVID-19
pandemic, such as increased anxiety, depression, and post-traumatic stress, have been identified
in several regions of the world (Xiong ez a/., 2020). Higher levels of burnout during the pandemic
were observed due to changes in work routines in several areas (Taylor & Frechette, 2022).
Economic damage and concerns about psychological discomfort resulting from social isolation
arose during the COVID-19 pandemic (Lu ez a/., 2022). Ego depletion (reduced self-regulation)

negatively influences common everyday decisions in people’s lives (Inzlicht & Schmeichel, 2012).
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Taking into account the increase in interactions in people’s daily lives which are facilitated by
the use of digital environments, and the other disorders caused by the COVID-19 pandemic,
the depletion of the ego, a result of excessive use and exacerbation of self-control, has become a
very common psychological phenomenon.

Emotion directly affects the consumer’s purchasing decision, especially impulse purchases (Rook
& Gardner, 1993) and unplanned purchases (Donovan ez al., 1994; Sherman ez al., 1997). The
store environment awakens positive emotions in consumers, affecting consumption (Sherman
et al., 1997). Thus, hedonic consumption, as it is related to the positive emotions of pleasure
and fun, is also responsible for altering the consumer’s emotions (Griffin ez a/., 2000). Since
social isolation affects hedonic purchase intention and indulgent consumption (Rauch ez 4/,
2015), and emotion affects impulsive consumption, it is relevant to research positive and negative
emotions, impulse buying, and purchase values. We are studying hedonic and utilitarian purchases
and how these constructs affect indulgent and non-indulgent purchase intentions in the context
of social isolation.

The variables ego depletion and social isolation are associated with studies of the “self” and,
more specifically, studies on self-regulation. There is theoretical and empirical evidence that positive
emotion (Cavanaugh, 2014; Donovan ez al., 1994), the tendency to buy on impulse associated
with pleasure (Verplanken & Herabadi, 2001), hedonic purchase value (Griffin ez 4/., 2000), and
ego depletion would make the individual more susceptible to indulgent consumption (Baumeister
etal., 1998, 2007), while isolation distorts these effects in different ways (Cacioppo & Cacioppo,
2014; Hawkley & Cacioppo, 2010). Given the scientific gap identified in the influence of social
isolation on emotion, impulse buying, purchase value, ego depletion, and intention to purchase
indulgent products, this research proposed relationships among these constructs.

The theoretical originality of this research lies in the relationships established in the conceptual
model. Based on the scientific gap initially presented, the constructs were related to establish the
following research question: what is the effect of emotions, impulse buying tendency, purchase
values, and ego depletion on indulgent consumption in a condition of perceived social isolation?
This research has an empirical-positivist approach, with quantitative research evaluation and
strategy using structural equation modeling with partial least squares adjustment estimation
(Ringle ez al., 2014).

Figure 1 presents the theoretical model of this study.

Emotions
[positive and
negative]
Perceived Purchase
Social Purchase Value decision
[solation [Hedonic and
—> Utilitarian] [Indulgent or
non-Indulgent
Products]
> Ego
depletion
Impulsive
—> purchase

Figure 1. Theoretical model of the study

Source: the authors
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2. SOCIAL ISOLATION

Social isolation is perceived when opportunities for social relationships are not taken advantage
of due to a lack of capacity or power for social connection. Individuals with chronic social isolation
are characterized by impairments in cognition, attention, and affect (Kahneman ez al., 2004).
Too much vigilance alters psychological processes and influences physiological functioning,
reducing sleep quality and increasing morbidity and mortality. Social connections with family,
spouse, and social groups promote social behaviors such as altruism and cooperation. Individual
and collective social connections increase the likelihood of integration in difficult and hostile
environments (Kahneman ez 4/, 2004).

The socially isolated individual may experience negative emotions such as rejection, exclusion,
marginalization, boredom, and passivity (Larson, 1990). Support from a partner when the
individual goes through adversity is useful for solving external problems but not sufficient, making
support from other people in the social cycle indispensable (Jong-Gierveld & Tilburg, 1987).

Social isolation causes ego depletion (reduced self-regulation). Self-regulation of behaviors
and feelings leads the individual to comply with social norms and achieve their personal goals.
Ego depletion negatively influences the fulfillment of social norms, personal goals, and other
behaviors and feelings (Hawkley & Cacioppo, 2010). Thus, social isolation influences emotions,
ego depletion, and purchasing behaviors.

3. POSITIVE AND NEGATIVE EMOTIONS

An individual’s dissatisfaction, lack of achievement in their goals, or inability to avoid a threat
are characteristics of a negative affect feeling state (Vandenbos, 2010). Emotions such as unpleasant
involvement and distress and aversive moods such as guilt, contempt, fear, nervousness, anger,
and disgust form the negative emotion dimension. An individual who presents a state of serenity
and calm has low levels of negative emotion (Watson ez al., 1988).

The literature considers it a state of feeling positive affect when the individual is satisfied, a
goal has been achieved, or a threat has been avoided (Vandenbos, 2010). Positive emotion can be
observed when an individual feels alert, enthusiastic, and active, that is when they are in a state of
high pleasurable involvement, energy, and concentration. Elements such as apathy and sadness are
characteristics of low levels of positive emotion identified in the individual (Watson ez al., 1988).

The decision to make unplanned purchases is affected by emotion (Donovan ez /., 1994; Sherman
etal., 1997). When consumers visit stores and are looking for desired products, previously established
in the purchase objective, affective reactions occur, and these emotions stimulate unplanned (Donovan
etal., 1994) and impulsive purchases (Rook & Gardner, 1993). The influence of positive emotions
aroused in the store or the pre-consumption moment, until the moment of purchasing behavior,
is so important that it can even change the consumer’s mood. Thus, once he or she arrives at the
store in a negative mood, the store environment and pre-consumption contribute to changing that
consumer’s emotion to a positive mood (Sherman ez al., 1997).

Rauch ez al. (2015) stated that high social isolation leads to compensatory or indulgent
consumption. Positive emotions, such as pleasure, increase intentions to spend more, impulsive
consumption, and consequently, increase purchasing intentions (Donovan ez al., 1994). However,
high social isolation is responsible for the increase in several negative emotions, such as rejection,
exclusion, marginalization, boredom, passivity (Larson, 1990), suffering (Thoits, 1983), stress,
pessimism, anxiety, insecurity, and low self-esteem (Cacioppo et al., 2006). Negative emotions
resulting from high perceived social isolation mitigate the positive effect of positive emotions on
the intention to purchase indulgent products. In this way, we have the following:
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H1a. Positive emotion leads to greater intention to purchase indulgent products in the
condition of low perceived social isolation, compared to the condition of high perceived
social isolation.

In the argument developed for the previous hypothesis, social isolation affects hedonic
purchasing intention and indulgent consumption (Rauch ez 4/, 2015). It is valid to infer that
the consumption of products with non-indulgent or utilitarian characteristics is done through
the rational motivation of natural human need (Babin ez a/., 1994; Griffin ez al., 2000), with low
correlation with positive emotion or pleasure in consumption (Babin ez al., 1994; Griffin ez al.,
2000) and social isolation. Considering the literature, no difference is expected between levels
of perceived social isolation and the relationship between positive emotion and consumption of
non-indulgent products. Therefore:

H1b There is no difference between the conditions of low and high perceived social
isolation for the relationship between positive emotion and intention to purchase non-
indulgent products.

A consumer’s negative emotions can significantly influence their consumption behavior.
The study of consumer behavior explores how individuals select, purchase, use, and dispose of
products and services, and emotions play a crucial role in this process. Negative emotions, such
as stress, anxiety, or sadness, can lead to impulsive decisions. Consumers may seek immediate
relief from these emotions through impulsive purchases, often irrationally considering the need
to obtain the product (Shemeis ez al., 2021).

Negative emotions can also influence the choice of specific products. For example, a consumer
may turn to comfort or indulgence products to deal with stress, such as comforting foods — not
always healthy — or emotional purchases (Romeo-Arroyo et al., 2020; Chakraborty & Chattaraman,
2022). Furthermore, negative emotions can also lead to compulsive buying behaviors. Consumers
may attempt to fill an emotional void through excessive purchasing, which they may later regret
(Chakraborty & Chattaraman, 2022).

High social isolation increases a series of negative emotions (Cacioppo ez al., 2006; Larson,
1990; Thoits, 1983). Therefore, we state that:

H2 In the condition of high (versus low) perceived social isolation, negative emotion
leads to greater (versus lower) purchase intention for any type of product...

...being: H2a indulgent and H2b non-indulgent.

3.1. IMPULSE BUYING TENDENCY

The tendency to buy on impulse can be defined as a characteristic of consumers, which can
trigger unintentional, immediate purchases not thought about or reflected on by consumers
(Parsad ez al., 2021). High levels of impulse buying tendency cause ego depletion and encourage
impulsive purchases, with a positive association between impulse buying tendency and impulse
buying behavior (Iyer ez al., 2020).

Impulse buying tendency is a construct based on the individual’s personality (trait) (Goel ez 4l.,
2022) and considers affective aspects, such as pleasure, excitement, compulsion, ego depletion, and
regret, in addition to cognitive aspects, such as lack of planning and deliberation (Verplanken &
Herabadi, 2001). Thus, the tendency to buy on impulse is reflected in unintentional, immediate,
and thoughtless purchases by a consumer (Jones ez al., 2003).

BBR, Braz. Bus. Rev. — FUCAPE, Espirito Santo, 22, €20231656, 2025 [@)e |


https://creativecommons.org/licenses/by/4.0/deed.en

BBR

The impulse buying tendency considers emotions such as pleasure (Verplanken & Herabadi,
2001). In confluence, indulgent consumption is also related to pleasure in consumption (Cavanaugh,
2014). Social isolation creates more anxious individuals (Cacioppo ez al., 2000), leading to a
tendency to buy on impulse. Alternatively, non-indulgent consumption is related to utilitarian
and rational motivation (Nenkov & Scott, 2014) without any association with the emotion of
pleasure in consumption. Therefore, we expect that:

H3a. Impulsive purchase tendency leads to greater purchase intention for indulgent
products in the condition of high perceived social isolation compared to the condition of
low perceived social isolation.

H3b. No difference is expected between the conditions of low and high perceived social
isolation for the relationship between impulsive purchase tendency and intention to purchase
non-indulgent products.

3.2. HEDONIC AND UTILITARIAN PURCHASE VALUES

Utilitarian purchase value is characterized as a rational purchase by the consumer, focused on
the necessary utility of a product or service (Griffin ez 4/., 2000), and it is a conscious consumption
to achieve an intended objective (Babin ez al., 1994). Conversely, the purchasing process aimed
at the consumer’s pleasure and fun is classified as hedonic purchasing value (Griffin ez 4/., 2000),
mainly emotionally driven (Longoni & Cian, 2022). Much research relates emotion to purchase
value, and in this sense, emotion related to shopping is linked to hedonic purchase value and
not to utilitarian purchase value (Griffin ez /., 2000). Purchasing values are distinguished
between purchasing behavior to obtain a product or service, in the case of utilitarian value, and
purchasing behavior because the consumer loves the product or service, in the case of hedonic
value (Babin ez al., 1994).

Social isolation leads individuals to have problems with cognition, attention, and emotions,
such as pleasure. Perceptions of social isolation increase the perception of threats and feelings
of vulnerability, increasing vigilance, which alters psychological processes, increasing tension,
and decreasing sleep quality (Kahneman ez al., 2004). To mitigate the feeling of vulnerability,
the individual increases the consumption of non-indulgent products. Indulgent consumption is
related to hedonic motivation, pleasure, and merit (Cavanaugh, 2014). Hedonic consumption
is motivated by pleasure and fun in consumption (Griffin ez 4/., 2000), and social isolation can
lead to indulgent consumption (Rauch ez 4/, 2015). From an empirical point of view, several
experimental researchers manipulated indulgent consumption, using products with hedonic
characteristics (Nenkov & Scott, 2014). Therefore:

H4. In the condition of high (versus low) perceived social isolation, hedonic purchase
value leads to higher (versus lower) purchase intention for any type of product... ...being:
H4a. indulgent and H4b. non-indulgent.

The literature on indulgent consumption classifies non-indulgent products as utilitarian; that
is, the consumer starts from a utilitarian motivation to consume non-indulgent products (Nenkov
& Scott, 2014). Increased vigilance and tension, in addition to dysfunctions in cognition such
as attention and emotions, when caused by perceived social isolation (Kahneman ez 4/, 2004),
alter the utilitarian purchase value, which becomes related to the indulgent purchase intention.
Through the compensation of social needs (Martin, 1999), individuals who experience a high
level of perceived social isolation may likely seek products or services that compensate for the lack
of social interaction. This may include purchasing products that provide comfort, convenience,
or well-being to compensate for the absence of social support. Therefore, we formulated the
following hypothesis:
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H5a. Utilitarian purchase value leads to greater purchase intention for indulgent products
in the condition of high perceived social isolation compared to the condition of low perceived
social isolation.

In the relationship between utilitarian purchase value and intention to purchase non-indulgent
products, perceived social isolation does not predict any change, therefore:

H5b. There is no difference between the conditions of perceived social isolation (low or
high) and the relationship between utilitarian purchase value and intention to purchase
non-indulgent products.

3.3. EGO DEPLETION

Ego depletion is the state of diminished ego resources following effort on self-regulatory tasks
(Baumeister ez al., 2007). The term was used for the first time in the literature in experiments that
sought to understand the existence of this phenomenon, which proved the causal relationship
between self-regulation and ego depletion. The results inferred that the “self” (ego) is a scarce
resource and that decreased self-regulation causes ego depletion (Baumeister ez al., 1998). The
initial definition of ego depletion, made by Baumeister ez /. (2007), indicates this is the decrease
in the state of the ego’s resource after effort in sequential self-regulation tasks.

The evolution of this approach is the ego depletion process model, which consists of the effort
of self-control in aversive events, causing a shift in motivation and attention towards signals of
rest or reward, avoiding additional efforts. The ego depletion process model, developed and
presented in the study by Inzlicht & Schmeichel (2012) and improved in Inzlicht ez al. (2014),
predicts that a self-control effort at time 1 leads to a motivated change of task priorities. In this
state, mental work becomes increasingly aversive and mental leisure increasingly attractive (a
self-control failure at time 2) (Inzlicht ez 2/, 2014).

Positive emotions, such as humor and laughter, monetary incentives, implementation intentions,
plans or goals, and social objectives, such as wanting to help others or being a good partner
can neutralize the harmful effects of ego depletion (Baumeister ez a/., 2007). Ego depletion has
potential applications in managing human behavior. It is studied by marketing in consumer
behavior to understand both different consumption situations and the variables that can influence
consumption (Tangney ez al., 2004).

Individuals exposed to social isolation present impairments in cognition and attention, and
perceptions of social isolation increase vigilance to threats (Kahneman ez 4/, 2004). Perceived
social isolation—motivated by the COVID-19 pandemic—increases ego depletion and activates
attention and vigilance, reducing the intention to purchase indulgent products, therefore:

H6. Ego depletion leads to greater purchase intention for indulgent products under the
condition of low perceived social isolation compared to high perceived social isolation.

4. METHOD

This research performed statistical analyses using structural equation modeling with partial
least squares adjustment estimation (Ringle ¢z @/, 2014). Data collection was done through a
cross-sectional online survey using the QuestionPro platform.

We established the minimum sample size, following the criteria according to the proposed
model with six predictors, average effect size f* = 0.15 and power of 80%), through a priori analysis
in G*Power (https://g- power.apponic.com/), in accordance with literature recommendations
(Hair ez al., 2009; Ringle ez al., 2014). Following this indication, a minimum sample of 98
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participants would be adequate. However, to obtain a more consistent model, the literature
(Hair ez al., 2009; Ringle ez al., 2014) recommends doubling or even tripling the sample size
considered in G*Power, which is an ideal sample of 294 individuals.

In November 2021, we invited university students from a large Brazilian higher education
institution to participate in the study. Respondents’ participation was optional and took a maximum
of 10 minutes. To incentivize students to participate, they were entered into a drawing for a
shopping voucher worth R$ 100.00. In total, 1,139 students accessed the survey link, of which
774 (67.9%) started and only 373 (32.7%) respondents completed the survey, composing the
final sample. This high rate of adherence can be explained by the nature of the sample, as even
if it was not a mandatory activity, university students are quite collaborative in participating in
field research (Lopes ez al., 2019).

Given the guarantee of confidentiality and anonymity given to participants at the beginning of
the activity, we did not record any sensitive data, and participants could abandon the research at
any stage of the data collection instrument. Since this procedure guarantees total confidentiality
of data and the rights of participants (General Data Protection Law) and does not require prior
analysis by Research Ethics Committees (according to CNS Resolution no. 510/2016), it is not
possible to analyze non-respondents, due to lack of sociodemographic data. Duplicate responses
were controlled by analyzing and eliminating repeated IPs (network protocol) (this process only
eliminated seven observations in this phase).

With the research collection completed and the database compiled, we conducted descriptive
and demographic statistical tests, outlier analysis, verification of normality, and multicollinearity
of the constructs using SPSS statistical software. To achieve the research objectives, we used the
SmarlPLS2.0 statistical software utilizing structural equation modeling using partial least squares.
This multivariate data technique analyzes latent variables (constructs), observable variables (items),
and the structural model itself (Ringle ez a/., 2014).

4.1. SCALES AND MEASUREMENTS

The collection instrument used consisted of 42 items in total, 38 items relating to the study’s
independent variables and four items relating to purchase intention, relating to eight different
products. To measure perceived social isolation, we used the DJGELS scale, consisting of five
items (Jong-Gierveld & Tilburg, 2006). We also used 10 items from the reduced PANAS-VRP
emotion scale (Galinha ez a/., 2014), five statements to estimate the tendency to buy on impulse
(Weun ez al., 1998), seven items from the purchase value scale hedonic, six utilitarian purchase
value items (Lopes ez al., 2012; Griffin ez al., 2000), and five items from the ego depletion scale
(Viacava et al., 2016). We also used four statements to estimate the purchase intention (Dash ez
al., 2021) of the sample, relating to eight different products, four products considered indulgent
and the other four non-indulgent. A 10-point scale measured all items, ranging from 1-totally
disagree to 10-totally agree. The choice for these scales is justified by the relevance and impact of
the journals in which they were published and by their wide use in previously conducted consumer
behavior studies. The items from the original scales were translated by the study authors and by
a translator fluent in English. The two translations were then compared and the differences were
resolved by a third fluent translator.

In the end, the research instrument included some demographic questions for further
characterization of the sample.
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4.2. CHOICE OF PRODUCTS

The images of the products presented to respondents, such as meals with filet mignon parmigiana,
a mixed salad, a hamburger, and a healthy sandwich, were chosen based on a pre-test to determine
which types of food are considered indulgent versus non-indulgent. A selection of 12 dishes and
snacks were presented to a group of ten university students (who did not participate in the main
research) so that they could indicate the most (versus least) pleasurable foods. The ice cream
and fruit salad dessert products were based on Hagen ez /. (2019) and Huyghe and Kerckhove
(2013), respectively. The paper clips product was chosen based on Nenkov and Scott (2014).

5. RESULTS

In this section, we present the results of the data analysis conducted.

5.1. INITIAL ANALYSES

The univariate outlier analysis indicates that the responses of the independent variables
investigated did not contain deviant observations, as the maximum indicators of asymmetry and
kurtosis that indicate the trend (> 2) and existence (> 3) of univariate outliers were not found (Hair
et al., 2009). We then performed a multivariate outlier analysis. For this, Mahalanobis distance
analysis was conducted with a significance level of 1%. In this analysis, 62 biased questionnaires
were found and discarded from the following analyses. Therefore, the final sample consisted of
311 respondents.

The next step was to verify the normality of the distribution of the dependent variables. As the
sample of this study is considered large (n>30), we conducted verification using the Kolgomorov-
Smirnov Z test. After analyzing the results of this test, we found that the p-values of all dependent
variables were significant (p<0.01), indicating that the distribution of the variables does not meet
the assumption of normality. In this way, our option for structural equation modeling using the
correlation matrix and partial least squares estimation was reinforced (Hair ez /., 2009; Ringle
etal.,2014).

Subsequently, we ensured the absence of multicollinearity by identifying appropriate variance
inflation factors (VIF<10). Finally, to control for common method bias (Podsakoff ez 4/., 2003),
we conducted Harman’s single test, which presented a total explained variance of 34.2%.

5.2. FINAL SAMPLE

The final sample (n = 311) is made up of 58.2% female participants (n = 181), aged
between 18 and 58 years (average = 23 years; standard deviation = 5 years), most of them
in paid professional work (85.5%), gross family income between one and three minimum
wages (46.6%), single (86.5%), and without children (87.8%).

5.3. MULTIGROUP ANALYSIS

To enable multigroup analysis based on perceived social isolation, we validated the internal
consistency of the five items used (Cronbach’s a=0.811) and dichotomized (by average) the sample
into two groups, one with high perceived social isolation and the other of low perceived social
isolation. The literature supports this procedure (see lacobucci ez a/., 2015). Table 1 presents the
distribution of group divisions.
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Table 1. Distribution of groups

Frequency Percentage Valid percentage
Low level of Perceived Social Isolation 162 52.09 52.09
High level of Perceived Social Isolation 149 47.91 47.91
Total 311 100.00 100.00

Source: research data

After dividing the sample into two groups, low and high perceived social isolation, we ran a
post hoc analysis in G*Power with each of these groups, low perceived social isolation (n = 169)
and high perceived social isolation (n = 149), considering a medium effect size f* = 0.15, probability
of error 5% and with six predictors, according to our model. The resulting power for the sample
with low perceived social isolation is 97.67%, while the resulting power for the sample with
high perceived social isolation is 95.53%. This post hoc analysis demonstrates a high power of
the test, greater than predicted in the a priori analysis.

To demonstrate that groups with high and low perceived social isolation are equivalent, we
present descriptive data and a comparison between them (Table 2).

Table 2. Descriptors of the group samples

Variable Levels Groups
Low PSI High PSI Comparison
Gender Men 66 o ¥?=1.323; p=n.s.
Women 96 85
Age Mean 23.28 (d.p.=3.47) 23.5 (d.p.=4.23) 1=0.119; p=n.s.
No income 24 21
Income type Formal income 120 102 %*=0.994; p=n.s.
Informal income 18 26
Up to 1 minimum wage 18 21
1 to 3 minimum wage 71 74
Family income 4 to 6 minimum wage 48 37 x*=1.003; p=n.s.
7 to 12 minimum wage 21 14
Above 12 minimum wage 4 3
Single 137 132
Marital status Married 21 1 %>=0.745; p=n.s.
Divorced 3 3
Widower 1 1
No children 142 131
01 15 13
Children 02 2 3 x*=0.059; p=n.s.
03 1 1
More than 3 children 2 1

Source: research data

Note: PSI = Perceived Social Isolation
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5.4. MODEL FIT ANALYSIS

Analysis of the measurement model identified suitable indicators for both the low group (Table 3)

and the high group (Table 4) perceived social isolation.

Table 3. Model goodness-of-fit values for low perceived social isolation

Constructs AVE CC R? AC Q2 £
Positive Emotion 0.664 0.908 0.880 0.664 0.664
Negative Emotion 0.686 0.916 0.887 0.686 0.686
Impulse Purchase Tend. 0.672 0.859 0.776 0.672 0.672
Hedonic Value 0.726 0.948 0.936 0.726 0.726
Utility Value 0.577 0.844 0.784 0.477 0.477
Ego Depletion 0.616 0.825 0.761 0.592 0.592
IND Purchase Intent 0.903 0.250 0.885 0.092 0.369
Purchase Intent NI 0.931 0.168 0.920 0.081 0.467
Purchase Int. P1_IND 0.683 0.895 0.504 0.841 0.340 0.683
Purchase Int. P2_IND 0.887 0.969 0.358 0.957 0.316 0.887
Purchase Int. P3_IND 0.809 0.944 0.565 0.920 0.453 0.809
Purchase Int. P4_IND 0.744 0.920 0.493 0.881 0.355 0.744
Purchase Int. P1_NI 0.854 0.959 0.543 0.943 0.463 0.854
Purchase Int. P2_NI 0.796 0.940 0.259 0.915 0.202 0.796
Purchase Int. P3_NI 0.840 0.954 0.751 0.935 0.627 0.840
Purchase Int. P4_NI 0.820 0.948 0.700 0.926 0.573 0.820
Reference values >0.50 >0.70 O.(l)zgn; (ii;m >0.60 >0 0- é,ssglliigl::m

Source: survey data

Note 1: IND = Indulgent products and NI = Non-indulgent products

Note 2: AVE = Average variances extracted; CR Composite Reliability; R2 = Coefficients of determination;

CA= Cronbach’s alpha; Q2 = Predictive relevance; f2= Effect size.

Table 4. Model goodness-of-fit values for high perceived social isolation

Constructs AVE CC R? AC Q2 £

Positive Emotion 0.642 0.899 0.862 0.642 0.642
Negative Emotion 0.638 0.897 0.867 0.638 0.638
Impulse Purchase Tend. 0.720 0.885 0.807 0.720 0.720
Hedonic Value 0.724 0.948 0.935 0.724 0.724
Utility Value 0.532 0.816 0.832 0.432 0.432
Ego Depletion 0.500 0.732 0.567 0.469 0.469
IND Purchase Intent 0.889 0.270 0.869 0.091 0.343
Purchase Intent NI 0.922 0.093 0.909 0.042 0.441

@) |
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Table 4. Cont.

Constructs AVE CC R? AC Q2 £
Purchase Int. P1_IND 0.663 0.887 0.480 0.829 0.316 0.663
Purchase Int. P2_IND 0.818 0.947 0.208 0.926 0.168 0.818
Purchase Int. P3_IND 0.837 0.953 0.583 0.934 0.487 0.837
Purchase Int. P4_IND 0.749 0.922 0.535 0.885 0.392 0.749
Purchase Int. P1_NI 0.820 0.948 0.597 0.925 0.488 0.820
Purchase Int. P2_NI 0.788 0.937 0.193 0.911 0.148 0.788
Purchase Int. P3_NI 0.845 0.956 0.786 0.938 0.664 0.845
Purchase Int. P4_NI 0.819 0.947 0.564 0.925 0.462 0.819
Reference values >0.50 >0.70 O'ézgn;(iigim >0.60 >0 O.é.SS;Illiiigl::m

Source: research data

Note 1: IND = Indulgent products and NI = Non-indulgent products

Note 2: AVE = Average variances extracted; CC= Composite Reliability; R2 = Coeflicients of determination;
AC= Cronbach’s alpha; Q2 = Predictive relevance; 2= Effect size.

The coefficient of determination (R?) for the intention to purchase indulgent products for
the group with low perceived social isolation is 25%, and for the group with high perceived
social isolation, it is 27%. These effects are considered large for applied social sciences (Ringle
et al., 2014). It is possible to state that the explanatory power of the model for the intention to
purchase indulgent products is slightly greater for the group with high perceived social isolation
when compared to the group with low perceived social isolation.

The R? observed for purchase intention for non-indulgent products is 16.8% for the group with
low perceived social isolation and 9.3% for the group with high perceived social isolation. These
results can be considered as having a medium to large effect and a medium effect, respectively.

At the end, we checked the model’s goodness-of-fit indicators. The predictive validity, identified
through the Stone-Geisser indicator (QQ?), was satisfactory, as all indices are > 0. As the name suggests,
this indicator evaluates the model’s predictive power. Another indicator of model fit quality, effect
size, also known as Cohen’s indicator (f2), evaluates the usefulness of each construct for model fit.
In this case, all indicators are considered large for model adjustment (Hair ez al., 2014).

The next step was to analyze the discriminant validity of the constructs. We checked the
discriminant validity, following the criterion of Fornell and Larcker (1981), in which the square
roots of the AVEs must be greater than the correlations between the constructs. For both the low
and high perceived social isolation groups, the discriminant validity results were adequate. Based
on this, we analyzed the structural paths and, consequently, the testing of the hypotheses, through
bootstrapping resampling, which was performed with the sample number of each condition of
perceived social isolation and with the total number of repetitions equal to the size sample. The

result can be seen in Table 5.
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Low Perceived Social Isolation High Perceived Social Isolation Low vs. High PSI

Hypothesis Relationships Coefficient  Mean R Coefficient Mean
St Error Student'st p-value

Result
St Error Student'st p-value Student’st p-value Hypothesis

13 Paths  Bootstrap Paths  Bootstrap
POS_EMO .
EE— H —, PLIND 0.112 0.130 0.052 2.172 p<0.05 0.069 0.069 0.056 1.239 n.s. 1.629 n.s. rejected
H POS_EMO 0.084 0.088 0.067 1.246 n.s. 0.101 0.102 0.063 1.593 n.s. 0.600 n.s. accepted
b — PI_NI
EMO_NEG .
H, — PLIND 0.075 0.075 0.071 1.053 n.s. 0.115 0.121 0.059 1.943 p<0.10 1.392 n.s. rejected
EMO_NEG
H, — PINI 0.084 0.092 0.070 1.196 n.s. 0.224 0.223 0.059 3.773 p<0.01 4.881 p<0.01  accepted
IMPULS
H, bl D 0.151 0.148  0.059 2573  p<0.05 0278 0274 0055 5061 p<0.01 4697  p<0.01 accepted
H IMPULS 0.074 0.075 0.058 1.284 ns. 0.093 0.083 0.066 1.417 n.s. 0.675 n.s. accepted
3b — PI_NI
HV — .
H, PI IND 0.161 0.156 0.001 2.624  p<0.05 0.194 0.199 0.052 3.706  p<0.01 1.203 n.s. rejected
HV —
H, PI NI 0.073 0.071 0.076 0.960 n.s. 0.123 0.126 0.063 1.942  p<0.10 1.667  p<0.10  accepted
UV —
H,, PI IND 0.149 0.156 0.114 1.306 n.s. 0.236 0.238 0.060 3.931 p<0.01 2.625  p<0.01  accepted
UV —
H,, PI NI 0.177 0.176 0.072 2.451 p<0.05 0.195 0.194 0.058 3.329 p<0.01 0.613 n.s. accepted
g~ BGO-DEPL o0 0164 0071 2161  p<0.05 0044 0054 0068 06535  ns 3674  p<0.0l  accepred

6 — PI_IND

Source: survey data
Note. n.s. = not signiﬁcant; PSI = perceived social isolation.
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As shown in Table 5, only three hypotheses were rejected (H1a, H2a, and H4a). The results
rejected hypothesis 1a, which predicted that positive emotion would lead to greater intention
to purchase indulgent products, in the condition of low perceived social isolation, compared
to the condition of high perceived social isolation. Even though this trend exists (b . . =
0.112; t=2.172; p<0.05 versus b bigh isolation™ 0.069; t=1.239; p=n.s.), the difference between the
two groups was not statistically significant at the level 10% (t=1.629; p=n.s.).

The data shows the same phenomenon in the test results of Hypothesis 2a. Even if there is a
difference in the relationship between negative emotions and the intention to purchase indulgent
products (b, .o
significant (t=1.392; p=n.s.).

Finally, we observed the same effect in the relationship between hedonic purchase value and

= 0.075; p=n.s. versus b = 0.115; p<0.10), this is also not statistically

high isolation™

intention to purchase indulgent products (H4a). In the low perceived social isolation condition
(b=0.161; t=2.624; p<0.05), the relationship between the variables was weaker when compared
to the high perceived social isolation group (b= 0.194; t=3.706; p<0.01). However, this difference
is also not statistically significant (t= 1.203; p=n.s.).

6. DISCUSSIONS

With the analyses of structural equation modeling using partial least squares, we consider that
the objective of this research was achieved. The results indicate that in a natural social condition
for human beings (low perceived social isolation), positive emotion leads to the intention to
purchase indulgent products, since pleasure, for example, can increase impulsive consumption
and intentions to spend more (Donovan et al., 1994). This same relationship is not found in
the condition of high perceived social isolation. With these results, it is possible to infer that
the relationship between positive emotion and indulgent purchase intention is mitigated by the
negative emotions observed in individuals with high perceived social isolation, as observed in
the literature (Cacioppo ez al., 2006; Larson, 1990; Thoits, 1983).

For the intention to purchase indulgent products, there was no significant difference between
the conditions of low and high perceived social isolation, contrary to what had been hypothesized.
Despite this, there is an evident tendency for the condition of high perceived social isolation to
lead to greater intention to purchase indulgent products. In this case, we recommend that there
be more empirical research to confirm whether the trend continues or becomes significant. The
negative emotions of perceived social isolation (Cacioppo ez al., 2006; Larson, 1990; Thoits,
1983) seem to enhance the negative emotion that predicts purchase intention. In this case, there
are significant effects for indulgent and non-indulgent products (H2b). The negative effects of
perceived social isolation interfere with the relationship between negative and positive emotions
with indulgent and non-indulgent consumption, neutralizing or enhancing aspects of positive
and negative emotions, respectively.

Impulse buying tendency predicts purchase intention for indulgent products. This relationship
considers pleasure in both the impulsive buying tendency (Verplanken & Herabadi, 2001) and
indulgent consumption (Cavanaugh, 2014). As for the intention to purchase non-indulgent
products (H3b), as expected, the effect of the tendency to buy on impulse is not observed, as it
is a utilitarian and rational purchase (Nenkov & Scott, 2014). With the results, it is possible to
infer that high perceived social isolation interferes with the relationship between the tendency
to buy on impulse and the tendency to purchase indulgent products.
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Our research confirmed the relationship between hedonic purchase value and indulgent
purchase intention in the natural human condition of social relationships (low perceived social
isolation). However, despite the tendency for a greater relationship for the condition of high
perceived social isolation, the difference between the conditions of low and high perceived social
isolation was not significant.

Compared to low perceived social isolation, high perceived social isolation more influenced
the relationship between hedonic value and the intention to purchase non-indulgent products.
One possible justification is that in the condition of high perceived social isolation, there is
confusion between the positive emotions observed in hedonic value (Griffin ez /., 2000) and
indulgent consumption (Cavanaugh, 2014), in addition to the negative emotion of perceived
high social isolation (Cacioppo ez al., 2006; Larson, 1990; Thoits, 1983) and the utility and
rationality found in the intention to purchase non-indulgent products (Nenkov & Scott, 2014).

There is a difference between the conditions of low and high perceived social isolation in
the relationship between the utilitarian purchase value and the intention to purchase indulgent
products. Otherwise, we found no such difference for purchase intention for non-indulgent
products. The findings of this research confirm the influence of high perceived social isolation on
hedonic and utilitarian purchasing values. High perceived social isolation somehow deregulates
the predicted effects of hedonic and utilitarian purchasing values, which further research should
explore.

As predicted, ego depletion is only related to indulgent purchase intention in the condition of
low perceived social isolation. Ego depletion causes a change in the individual’s motivation, from
“need to do” goals to “want to do” goals, and it leads the individual to pleasant and rewarding
goals (Inzlicht ez al., 2014). There is a difference between the conditions of low and high
perceived social isolation in the relationship between ego depletion and the intention to purchase
indulgent products, as expected. With post hoc analysis, we found that positive and negative
emotions influence ego depletion. Thus, it is possible to infer that the low positive emotion and
high negative emotion found in the ego depletion group, in the condition of perceived social
isolation, mitigate the positive effect of ego depletion on the intention to purchase indulgent
products in the perceived high isolation condition.

Finally, after analyzing the results and verifying the hypotheses, we performed a post hoc
analysis of ego depletion in relation to positive and negative emotions. The results demonstrate
that positive emotion is greater for the group with low levels of ego depletion (M = 7.62) than
for the group with ego depletion (M = 6.51).

The student’s t-test was performed and confirmed the significant difference (t(309) =5.28,p<
0.01). We performed the same test for ego depletion in relation to negative emotion. Negative
(cgondepletion) = 4:53) than for the group with low
(low ego-depletion) = 3.49), with a significant difference (t(so9) =-4.24,p <
0.01). Positive emotion decreases in the ego depletion group and negative emotion increases. The
relationship between ego depletion and indulgent purchase intention is explained via emotion

emotion is greater for the ego-depleted group (M
levels of ego-depletion (M

and not ego depletion.

6.1. CONTRIBUTIONS OBTAINED AND FINAL CONSIDERATIONS

Through the results obtained, it was possible to answer the question posed by the research.
This study contributes theoretically to the Marketing literature, especially that around consumer
behavior, regarding the influence of perceived social isolation on consumption. High perceived
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social isolation influences purchase intention differently compared to low perceived social isolation.
The effects of positive and negative emotions, hedonic and utilitarian purchase values, and ego
depletion were altered in different ways.

Future research can continue to study the influence of perceived social isolation on consumption,
considering, in addition to the theoretical contribution, the practical contribution and public
policies, considering the context of the COVID-19 pandemic, which generated levels of
unprecedented social isolation perception.

Managers should take into account that sales tools that rely on emotional communication
using positive emotions (Buy today! You're getting a great deal) and negative (Not buying today
will make you lose out!) may not be effective in situations of high perceived social isolation and
indulgent products.

Surprisingly, the relationships of negative emotions with indulgent and non-indulgent purchase
intention increased with greater levels of perceived social isolation. Managers must consider
negative emotions when creating sales tools and strategies to increase their sales. The pleasure
consumers feel regarding consumption, approached through the hedonic value construct,
begins to have greater intentions to purchase non-indulgent products under conditions of high
perceived social isolation. Likewise, the utilitarian purchase value becomes related to the intention
to purchase indulgent products under conditions of high perceived social isolation. Managers
should consider that in situations of high perceived social isolation, marketing tools to increase
sales, based on hedonic and utilitarian purchasing values, will increase the purchase intention
of indulgent and non-indulgent products. In the case of sales made with insistent negotiation
strategies, which reduce self-regulation, causing ego depletion, managers must be aware that,
in conditions of high perceived social isolation, the relationship with the intention to purchase
indulgent products does not exist.

Some research suggestions should be considered, based on the results of this study. High
perceived social isolation increases purchase intention for non-indulgent products when preceded
by hedonic purchase value. This relationship can be tested in future research to understand whether
this effect remains and the reasons for this occurring. Likewise, the effect of ego depletion on the
intention to purchase indulgent products is mitigated in the condition of high perceived social
isolation, differently from what was published in the literature and predicted in this research.
Future research can go beyond online collection and test the relationships investigated in this
research through in-person research, in addition to extrapolating the collection to different regions
of the world, to increase external validity and consolidate the effects found.
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