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Introduction: While traditional shopping continues, electronic shopping is growing
rapidly. Therefore, there is a need to better understand the behavior of e-customers.
This study aimed to investigate the effect of sales promotion on the repurchase
intention in electronic sports customers with the mediation of impulsive buying and
post-purchase regret.

Methods: This study was correlative research. The study population was electronic
sports stores’ customers that 270 customers were selected by available sampling.
The research instruments were the standard questionnaires of sales promotion
Gbadamosi (2009), the repurchase intention Rajatragra (2011), the impulsive
purchase of Fau and Wu (2008), and the post-purchase regret of Bui et al. (2011).
The data were analyzed by structural equitions modeling.

Results: Sales promotion has a positive and significant effect on the e-customers
repurchase intention and impulsive shopping, and a negative and significant effect
on post-purchase regret; impulsive shopping also has a positive and significant
effect on e-customers repurchase intention, but the effect of post-purchase regret on
repurchase intention is negative and significant. Also, sales promotion hasn’t a
significant effect on the repurchase intention through post-purchase regret as
mediator, but impulsive buying have a significant mediating role.

Conclusion: According to this, the electronic sports stores can use sales promotion
along with strategies such as internet consultation, discussion forums,
downloadable content about the features and use of products or exciting clips to
influence the purchase behavior of e-customers without feeling regret.
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Extended Abstract

Introduction

Sales promotion is a strategy that is carried out to stimulate
demands and provide the consumer with more benefits than
the intrinsic value of the product or service (Banerjee, 2009).
Effective sales promotion tools lead to different purchase
behaviors of consumers such as repurchase intention.
According to studies, some methods of sales promotion are
related to impulse buying. Regardless of their experience and
information, customers go beyond rational limits and will
make choices without prior planning, which are referred to as
impulse buying (Bahrinizadeh and Hosseini, 2018).
Impulsive buying behavior can be associated with negative
thoughts such as spending too much money, quality
uncertainty of the product, and ultimately feeling regret, and
it affects satisfaction and purchase intention (Liang, 2012;
Kalantari et al., 2020). The purpose of this study was to
investigate the effect of sales promotion on the e-customers
repurchase intention with the mediation of post-purchase
regret and impulse buying in sports stores.

Methods

This was correlational, applied and field research. The
statistical population of the research consisted of all the
members of the Instagram page of three selected sports stores
in Amol. These stores were chosen because of the greater
number of followers and the use of sales promotion
programs. The research sample consisted of 270 followers
who were selected by available sampling. The data were
collected using the standard questionnaires in 5-point Likert
scale included of sales promotion by Gbadmousi (2009),
repurchase intention by Rajatragra (2011), impulse buying by
Fau and Wu (2008) and post-purchase regret by Boi et al.
(2011). The content validity of the questionnaires was
confirmed by 10 experts. The collected data were analyzed
using structural equation modeling (PLS).

Results

Descriptive analysis of demographic characteristics of e-
customers showed that most of them were in the range of 20
to 30 years (45.9%); 68.5% of them were men; and 53.7%
were single. To fit the measurement model, we used
convergent validity, divergent validity and instrument
reliability, i.e., factor loading coefficients, Cronbach's alpha
coefficients, and composite reliability. Examining the
coefficients of factor loadings of the questions (explicit
variables) and T values showed the appropriate level (above
0.5). Cronbach's alpha and composite reliability of the
components also showed values higher than 0.7 (desired
level). The average variance extracted was all above 0.5,
indicating acceptable convergent validity. Also, the average
variance extracted for each construct was more than the
shared variance between that construct and other constructs,
which shows the appropriate divergent validity of the
questionnaires. In general, the state of reliability and
convergent and divergent validity of the research variables

was at a favorable level. On the other hand, for the structural
model fit, coefficient of determination (R2), effect size (f2),
and measurement criterion value (Q2) were used that
indicated the goodness of fit. Next, the results of the path
analysis showed that sales promotion has a positive and
significant effect on the e-customers repurchase intention and
impulsive shopping, and a negative and significant effect on
post-purchase regret; impulsive shopping also has a positive
and significant effect on customers repurchase intention, but
the effect of post-purchase regret on repurchase intention is
negative and significant. Also, sales promotion of electronic
sports stores hasn’t a significant effect on the repurchase
intention through post-purchase regret as mediator, but
impulsive buying have a significant mediating role.

Conclusion

Based on the results, sales promotion strategies can lead to e-
customers regretting their purchases and ultimately reducing
their repurchase intentions. Therefore, these strategies should
be used with caution, or along with methods such as offering
advice on the application and performance of products,
asking for opinions from customers, and the possibility of
returning or exchanging goods to help retain customers for a
long time.
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