
WHAT IS RETAIL THERAPY?

Retail therapy (RT) is defined as shopping to alleviate negative moods. 
According to Rath (2010), individuals spend the most when they feel un-
happy. Retail therapy may make one feel better  
immediately after the spending, but the gratification with material goods 
decreases over time. Remarkably, spending money on others increases 
one’s happiness unlike spending the money on self (Rath, 2010) 

According to Henning (2013), about 64% of women and 40% of men 
shop to improve their mood. Nearly one in three recently stressed Ameri-
cans turn to retail therapy in times of anxiety (Gregoire, 2013). 

College students’ fashion market is a significant huge market, 
 containing limitless business opportunities (Li, 2011). 

Retail therapy may aid to reinstate one’s lost sense of individual con-
trol. This is probably because retail therapy is all about individual choice, 
what, where, and whether to buy. Research suggests that  
executing choice can increase one’s sense of control (Rick, 2013).  
Atalay and Meloy (2011) study argued that retail therapy was a  
predominant consumer behavior that was accepted as a strategic  
attempt to manage one’s mood. Contrariwise, repeatedly engaging in re-
tail therapy, may escalate one’s debt, hence jeopardizing the very sense 
of subjective control that shopping was meant to restore in the first place 
Rick (2013). 

               THE STUDY

The purpose of the study was to determine college students’  
involvement in retail therapy, and how it relates to an individual’s  
gender, life engagement and subjective happiness. 

The rationale of the study was to contribute to a better  
understanding on the impact of retail therapy on individuals. This study 
will contribute to a better understanding on consumer shopping behavior 
that are driven by mood alleviate intentions.

Methodology: Participants were college students from varying ma-
jors in a Midwestern university. Three scales were used-  Retail  
Therapy Scale, Subjective Happiness scale and Life engagement.  
Demographic section asked age and gender. The data was collected in 
various classes during usual class time. Data was processed using SPSS. 

FINDINGS

                                      Participants were 374 
                                      college students.                                                                                                                                                                                                                             
                                      Females were 268 while  
                                      males were 106.

1. ANOVA revealed that Females’ retail therapy mean (m= 62.96) was 
significantly higher compared to males (m=44.09), (F(1, 372) =56.47, 
p<.05)

ANOVA – Retail Therapy with Gender
N Retail Therapy

Mean
Std. Deviation Mean Square F Sig.

Male 106 44.0943 18.28376 27041.873 56.469 .000
Female 268 62.9627 23.14614 478.884

Total 374 57.6150 23.45417

2. ANOVA revealed that Individuals with higher life engagement had 
significantly higher retail therapy means (m= 59.94) compared to those 
low in life engagement (m= 54.96),  (F(1, 375) =4.25, p<.05)

ANOVA – Retail Therapy  with Life Engagement
N Retail Therapy

Mean
Std. Deviation Mean Square F Sig.

Low Life 
engagement

168 54.964 23.371 2308.214 4.250 .040

High Life 
engagement

209 59.943 23.253 543.144

Total 377 57.724 23.406

3. However, retail therapy means did not differ significantly between 
those high in subjective happiness (m= 57.24) and low in subjective hap-
piness (m=58.52), (F(1, 375) =.264, p>.05)

ANOVA – Retail Therapy with Subjective happiness
N Retail Therapy

Mean
Std. Deviation Mean Square F Sig.

Subjective 
Happiness 

Low

143 58.5175 23.99585 145.006 .264 .608

Subjective
Happiness  

High

234 57.2393 23.07653 548.913

Total 377 57.7241 23.40595

 

DISCUSSION
Retail Therapy differed by gender as many previous studies have 

shown that females engage in retail therapy more than men.
 Results indicate that individuals with high life engagement were more 

involved in retail therapy than those low in life engagement. This result 
concur with (Rick, 2013) study that argues that retail therapy may aid to 
reinstate one’s lost sense of individual control though the choices one 
makes as they shop.

 However, one’s subjective happiness did not seem to impact retail 
therapy like other studies have previously indicated.

IMPLICATIONS

The findings of this study make an important contribution to under-
standing consumer behavior in retail therapy. 

Category- Family Economics
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