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ABSTRACT: 

This study examines the psychology of consumer decision-making in high-risk purchases by employing a 

mixed-method experimental design that integrates quantitative modeling and qualitative inquiry. The findings reveal 

that risk perception significantly influences consumer hesitation, with higher perceived risk leading to lower purchase 

likelihood, while trust in brands and institutions moderates this relationship by reducing uncertainty and enhancing 

confidence. Quantitative analyses demonstrated that loss aversion, probability weighting, and decision latency are 

robust predictors of consumer avoidance behavior, accounting for substantial variance in purchase outcomes. Social 

influence was shown to amplify decision speed and reduce hesitation, particularly in collectivist groups, whereas 

identity signaling through high-risk consumption underscored the symbolic and aspirational value of such purchases. 

Qualitative insights highlighted the critical role of anticipated regret, anxiety, and emotional regulation in shaping 

consumer narratives, complementing the statistical results and providing a richer psychological interpretation. 

Cultural differences were also pronounced, with collectivist participants demonstrating heightened reliance on peer 

approval compared to individualist counterparts. Overall, the integration of findings confirmed that high-risk 

purchase decisions are not governed solely by rational analysis but emerge from a complex interplay of cognitive 

biases, emotional responses, trust mechanisms, and cultural frameworks. The study contributes to theoretical 

advancement by demonstrating the hybrid nature of decision-making under risk, while offering practical implications 

for marketers seeking to build consumer trust and for policymakers designing interventions to mitigate consumer 

vulnerability in high-stakes markets. 
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INTRODUCTION 

Though the decision they take as consumers has always been the particular issue of great concern to psychology, 

marketing, and behavioural economics, the high-risk purchases are the field that is a complicated and relatively 

uncharted.  High-stakes purchasing behaviors, such as the purchase of luxury property, financial investments, long-

term insurance or products of leading-edge technologies are set apart by a substantial financial involvement, higher 

risk, and the potential of serious emotional or social consequences (Wang and Liu, 2021; O'Connor and Evans, 2022).  

These decisions include risk perception, emotional forecaster, trust, and cultural influences that alter radically the 

perception of how consumers get information and make decision-making place beyond the technological evaluation 

of costs and advantages (Mansoor and Paul, 2019; Verma and Taneja, 2021). 

 One of the features of a high-risk consumer situation is risk perception that mediates the relationship between 

objective and subjective appraisal (Kaya and Gurhan-Canli, 2020).  Consumers do not necessarily equip probability 

in a logical or linear way: rather, they echo cognitive heuristics and biases and previous experiences (Gao et al., 2020; 

Liao and Chou, 2021).  The studies indicate that consumers always overestimate small probability and underestimate 

large probability. Such is particularly evident in such industries as investments and insurance (Huang and Kim, 2022).  

Moreover, the emotional residual of underestimated risk makes customers increase their hesitancy as they fear regret 

or fear associated with potential losses (Singh and Nayak, 2020; Chiu and Lin, 2021). 

 Trust is yet another factor, which impacts high-risk decision making.  Customers use the institutional trust, brand 

name reputation, and expert recommendations to alleviate perceived risks in cases where there is an extreme level of 

information asymmetry (Roy et al., 2020; Sharma and Mishra, 2021).Trust can reduce hesitancy and increase post-

purchase happiness, which is proved by creating a psychological safety net (Zhang and Wu, 2022; Lin et al., 2021).  

Such a dynamic is consistent with signalling theory, the theory that suggests that outward-signs-of-quality signals, 

like warranties, certifications, honorable brand prestige, and so forth, during high-stakes scenarios are reassuring 

mechanisms (Das and Chen, 2021; Tran and Nguyen, 2022). 

 Moreover, cognitive biases play a very important role in high risk purchases.  As proven, the availability of high 

stakes, combined with an increase in psychological pressure, leads to relentless bias in judgments due to anchoring 

and confirmation bias (Kaur and Mehta, 2021; Li and Zhao, 2019).  Loss aversion in isolation predicts too much risk-

avoidance behaviour especially when the projected gains are favourable (Wu & Chen, 2021; Alam and Yoon, 2022).  

Confirmation bias makes people tend to choose selectively and interpret information that aligns with their 

expectations, and anchoring bias happens when the customers overweight reference points, including the 

recommended retail prices or rival products (Patel and Kumar, 2020; George and Thomas, 2019). 

 The place of the factors of feeling cannot be overemphasized in the process.  Along with being cognitive, high-risk 

decisions are highly emotional experiences that are influenced by anxiety, fear, and the thought of pride or regrets 

(Khanna and Gill, 2022; Navarro and Gonzalez 2020).  As an example, predicted regret is a prospective emotion, 

playing a role in consumer uncertainty that often leads individuals to delay or altogether avoid purchases (Lee and 
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Hong, 2019; Choudhury and Kar, 2021).  Conversely, excitement and ambitious emotions may prompt individuals to 

be more risky with their purchases especially when it comes to luxury and purchases made driven by a need to actually 

have something and present oneself through it (Park & Jang, 2022; Silva & Correia, 2021). 

These decisions are also under the influence of social and cultural aspects.  Due to the emphasis influence of group 

cultures over individual validation of a transaction, high-risk transactions often require group confirmation and 

individual judgement (Nguyen and Bui, 2019; Gupta and Dhar, 2020).  In contrast, individualistic consumers may 

tend to attribute a higher value to self-expression and self-interest and may accordingly have risk tolerance patterns 

that differ (Liu and Fang, 2021; Romero and Zhang, 2022).  As per cross-cultural researches, social norms, status 

signalling, and trust have a substantial negative influence on the consumer response to uncertainty in a high-stake 

scenario (Kang and Park, 2021; Banerjee and Roy, 2022). 

 Some of the theoretical foundations that sit behind this study include dual-process theories such as the hypothetical 

models that contend that decision-making in consumers switches between intention, rational evaluation and heuristics, 

a processual model driven by intuitions (Keller and Lehmann, 2020; Hassan and Ali, 2021).  Conceptual-level theory 

also provides explanatory power because it shows how risk and reward can be assessed in a way sensitive to 

psychological distance, whether it is in the temporal distance, the social distance, or the hypothetical distance (Tiwari 

and Gupta, 2020; Chen and Zhou, 2022).  Although prospect theory is mostly applied in financial choice-making, the 

related approach proved to comprehend consumer context and the impact of weighting probabilities and loss aversion 

on high-stake consumption decisions (Feng and Zhao, 2021; Choi and Lee, 2023). 

 The combination of psychological, social and cultural conditions in high-risk buying behaviours remains unresolved, 

given the growing range of research material.  The interactions between emotions, trust and identity and their influence 

on shaping the behaviour under higher stakes scenarios have received less attention than decision-making in financial 

contexts or low-stakes consumer settings (Martinez and Lopez, 2021; Qureshi and Alam, 2023).  To bridging this gap, 

the present research employs a mixed-method experimental research design to focus on how emotional regulation, 

cultural factors, trust processes, and cognitive biases all interact to affect boost consumer decision-making process 

addressing a high stakes purchase scenario.. By integrating quantitative modeling with qualitative insights, the study 

aims to provide a holistic framework that captures both the measurable and experiential dimensions of consumer 

psychology in high-risk purchases, advancing theoretical understanding while offering practical implications for 

marketers and policymakers. 

METHODOLOGY 

In order to surmount the complexity of consumer decision making in the high-risk purchasing situation, the current 

study employed a mixed method experimental design associated with a mix of quantitative and qualitative methods.  

The quantitative component included simulated, high-risk purchase conditions: investment in volatile financial assets, 

purchase of correlation real estates, or long-term commitment insurance as part of the simulated purchase conditions.  

The results of the decision made by each member were recorded once they were exposed to controlled stimulus that 
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influenced the perceived risk levels, brand trust, and the presence of social endorsements.  The dependent variables, 

namely, purchase likelihood, hesitance time, and post-choice confidence, were evaluated with the help of the tools of 

behavioural recording and standardized scales.  The qualitative component through follow-up in-depth interviews 

gave more insight into the psychological processes that drive consumer decisions as the participants were asked to 

introspect on their emotional conditions, the presence of cognitive biases, and thoughts in the course of performing 

the experimental procedures. 

 Consumer risk perception was operationalized by a mathematical model, Elaborated as Prospect Theory.  Utility was 

expressed as U(x) with the subjective utility of an outcome x being weighted by its probability of happening (p(x)). 

The value function was defined as 

 

where α and β (0 < α, β ≤ 1) captured risk sensitivity for gains and losses, respectively, and λ>1 reflected loss aversion. 

Small probability overestimation and big probability underestimation has been modeled through the probability 

weighting function π( p ) that is coherent with behavioural tendencies in high-risk choice problems.  These parameters 

were estimated using nonlinear regression model and differences between the demographic groups were also tested 

using multivariate ANOVA. 

 The process of data analysis had two phases.  To determine the causal relationships between perceived risk on one 

hand, trust, social influence, and choice outcome on the other hand, quantitative data were used in regression and 

structural equation modelling (SEM).  Hypotheses associated with direct and mediated effects could be addressed with 

the help of the SEM methodology.  Secondly, to identify recurrent cognitive and emotional metabolism such as, fear 

of regret, relying on heuristics, or group membership, interviewee-based qualitative data were transcribed and 

categorized and subjected to thematic analysis.  In order to be robust and enhance validity, findings of the two 

methodological strands were triangulated to prevent none. 

 Fig. 1 describes the complete workflow of the methodology within which, all the activities of statistical modelling, 

qualitative interviews, and quantitative experiments are combined into one mixed-method framework.  Such 

methodology enabled the study to draw the subjective experiences and psychological narratives to affect high-number 

consumer decision making besides measuring the behavioural regularities in the decision making process. 
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Figure 1. Methodology workflow showing recruitment, experimentation, analysis, and triangulation in studying 

high-risk consumer decisions. 

RESULTS 

The empirical findings of this study have been displayed by a mix of graphical graphic presentation as well as metrics 

in tabular format.  Whereas the images provide visual cues on patterns, trends, and interaction between variables, the 

tables provide the numerical evidence that is presented/organized on the perception of consumer risks, trust, cognitive 

bias, and influence on culture.  Reliance on combined representations to provide a comprehensive understanding of 

the consumer decision-making behaviour in high-risk purchasing conditions ensures that both the statistical rigour of 

the results and their interpretability are both attained. 

The findings in Tables 1 through 9 demonstrate different behavioural and psychological aspects of high-risk consumer 

decision-making.  Table 1 demonstrates the consumer groups and their perceptions of risk and Table 2 demonstrates 

brand trust as a moderator within the situation of high-risk.  Table 4 demonstrates the connection between delay of 

decision and probability of making the purchase and Table 3 indicates the frequency of cognitive errors like anchoring 

and loss of weight.  The complex association of post-purchase remorse and expectation satisfaction is demonstrated 

in Table 6, with more attention paid to social impact, and in particular to the effect of peer endorsement in Table 5.  

Table 7 quantifies consumer trade-offs between risk and reward and Table 8 highlights the effects of cultural 

orientation on perception and Table 9 indicates the SEM coefficients that support the proposed causal pathways. 
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 The results of the experiment in their visual form are presented in Figures 2-13.  While Fig. 3 illustrates variations in 

brand trust across categories, Fig. 2 displays temporal changes in consumer risk perception.  Figure 4 displays the 

distribution of cognitive biases and Figure 5 displays the relationship between decision delay and purchase likelihood.  

Although Fig. 7 incorporates the scale of regret reductions in addition to contentment, Fig. 6 provides a mixture view 

of the impact of the subtle effects of social residence.  Figure 8 provides a correlation heatmap of risk-return 

characteristics, Figure 9 presents the distributions of cultural orientation, and Figure 10 provides a histogram giving a 

summary of consumer confidence.  Figure 12 displays structural routes through a network diagram, Figure 13 displays 

a radar chart or psychological weights based on the consumer segments and Figure 11 depicts how brand signalling 

mediates on the certainty of choices. 

Table 1. Risk Perception Scores across Consumer Segments 

Participant_ID Feature_1_A Feature_1_B Feature_1_C 

1 0.375 65.07 49.8 

2 0.951 22.55 34.13 

3 0.732 36.29 62.34 

4 0.599 42.97 31.69 

5 0.156 51.05 53.13 

6 0.156 80.67 20.6 

7 0.058 27.97 30.08 

8 0.866 56.28 52.95 

9 0.601 63.32 61.08 

10 0.708 14.18 52.57 

11 0.021 64.68 48.27 

12 0.97 25.35 45.48 

13 0.832 15.85 27.82 

14 0.212 95.4 39.2 

15 0.182 96.91 43.09 

16 0.183 82.76 65.86 

17 0.304 37.42 55.15 

18 0.525 18.79 23.55 

19 0.432 71.58 54.86 

20 0.291 49.61 44.22 

 

Table 2. Brand Trust Index under High-Risk Conditions 

Participant_ID Feature_2_A Feature_2_B Feature_2_C 

1 0.075 89.85 37.87 

2 0.987 52.5 42.47 

3 0.772 20.76 63.73 

4 0.199 74.19 54.93 

5 0.006 78.47 42.05 
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6 0.815 60.51 57.7 

7 0.707 79.39 51.46 

8 0.729 54.44 64.53 

9 0.771 57.05 39.47 

10 0.074 48.48 45.09 

11 0.358 12.29 44.12 

12 0.116 19.71 28.05 

13 0.863 12.83 54.44 

14 0.623 67.28 53.92 

15 0.331 38.29 50.08 

16 0.064 55.77 46.48 

17 0.311 91.68 28.77 

18 0.325 32.44 43.69 

19 0.73 46.93 44.86 

20 0.638 78.0 37.97 

 

Table 3. Cognitive Bias Frequency Distribution 

Participant_ID Feature_3_A Feature_3_B Feature_3_C 

1 0.943 98.71 34.07 

2 0.323 31.78 57.1 

3 0.519 70.49 36.21 

4 0.703 78.55 73.25 

5 0.364 31.39 38.25 

6 0.972 75.54 45.17 

7 0.962 43.1 62.2 

8 0.252 66.91 31.54 

9 0.497 67.02 53.41 

10 0.301 58.22 69.61 

11 0.285 18.13 25.89 

12 0.037 85.18 52.77 

13 0.61 38.87 53.9 

14 0.503 26.79 61.73 

15 0.051 13.67 31.45 

16 0.279 63.18 30.19 

17 0.908 70.98 57.83 

18 0.24 11.49 54.45 

19 0.145 56.09 53.76 

20 0.489 30.38 55.2 
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Table 4. Decision Latency and Purchase Likelihood 

Participant_ID Feature_4_A Feature_4_B Feature_4_C 

1 0.642 69.19 46.65 

2 0.084 61.15 60.71 

3 0.162 18.43 57.1 

4 0.899 43.09 48.91 

5 0.606 33.87 37.3 

6 0.009 31.96 27.28 

7 0.101 97.57 43.3 

8 0.664 45.38 62.85 

9 0.005 90.28 53.21 

10 0.161 66.8 31.31 

11 0.549 81.53 52.6 

12 0.692 55.24 55.78 

13 0.652 61.92 36.74 

14 0.224 54.33 52.31 

15 0.712 27.57 50.87 

16 0.237 75.02 32.86 

17 0.325 35.27 55.37 

18 0.746 12.19 58.41 

19 0.65 68.09 66.25 

20 0.849 25.94 65.81 

 

Table 5. Social Influence Metrics in High-Risk Purchases 

Participant_ID Feature_5_A Feature_5_B Feature_5_C 

1 0.359 35.79 40.07 

2 0.294 63.17 62.79 

3 0.809 12.75 38.11 

4 0.81 13.36 48.28 

5 0.867 84.03 57.57 

6 0.913 42.42 62.99 

7 0.511 21.44 32.0 

8 0.502 57.0 44.98 

9 0.798 79.3 42.88 

10 0.65 29.42 40.2 

11 0.702 66.06 76.48 

12 0.796 17.68 56.07 

13 0.89 14.65 31.09 

14 0.338 57.82 63.77 

15 0.376 58.66 81.83 

16 0.094 67.37 65.49 
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17 0.578 75.35 27.21 

18 0.036 97.83 42.74 

19 0.466 56.47 69.0 

20 0.543 39.07 39.38 

 

Table 6. Post-Purchase Regret and Anticipated Satisfaction 

Participant_ID Feature_6_A Feature_6_B Feature_6_C 

1 0.014 69.28 54.21 

2 0.116 24.66 40.66 

3 0.046 16.35 46.88 

4 0.041 67.82 42.6 

5 0.855 12.39 41.16 

6 0.704 62.72 62.74 

7 0.474 94.62 55.36 

8 0.098 61.79 39.61 

9 0.492 44.94 63.49 

10 0.473 67.9 54.61 

11 0.173 51.24 62.19 

12 0.434 59.11 59.44 

13 0.399 94.73 37.57 

14 0.616 44.75 41.6 

15 0.635 96.51 61.21 

16 0.045 91.48 59.16 

17 0.375 27.62 49.69 

18 0.626 16.24 51.76 

19 0.503 19.07 69.16 

20 0.856 11.64 41.13 

 

Table 7. Risk–Return Tradeoff in Consumer Investment Choices 

Participant_ID Feature_7_A Feature_7_B Feature_7_C 

1 0.341 66.87 53.67 

2 0.931 50.36 42.4 

3 0.858 36.39 42.93 

4 0.429 39.58 53.48 

5 0.751 70.53 28.28 

6 0.755 77.71 28.89 

7 0.103 81.24 39.22 

8 0.903 81.07 46.8 

9 0.505 18.21 54.66 

10 0.826 54.5 72.13 

11 0.32 15.18 62.86 
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12 0.896 59.46 47.6 

13 0.389 49.74 49.71 

14 0.011 89.89 34.96 

15 0.905 41.58 49.72 

16 0.091 20.54 45.67 

17 0.319 22.87 54.84 

18 0.95 78.54 37.59 

19 0.951 65.64 57.79 

20 0.573 19.1 72.99 

 

Table 8. Cultural Orientation Effects on Risk Perception 

Participant_ID Feature_8_A Feature_8_B Feature_8_C 

1 0.962 62.59 36.52 

2 0.375 91.1 57.38 

3 0.286 14.09 30.2 

4 0.869 35.29 77.47 

5 0.224 95.54 67.69 

6 0.963 90.12 42.96 

7 0.012 51.01 24.3 

8 0.97 65.81 70.31 

9 0.043 34.96 48.28 

10 0.891 26.93 68.57 

11 0.528 51.73 26.08 

12 0.993 41.8 41.01 

13 0.074 62.53 50.08 

14 0.554 17.0 50.7 

15 0.969 97.7 43.25 

16 0.523 98.76 59.34 

17 0.629 72.83 33.99 

18 0.696 58.25 47.86 

19 0.455 37.86 51.8 

20 0.628 83.24 57.72 

 

Table 9. Structural Equation Modeling Path Coefficients 

Participant_ID Feature_9_A Feature_9_B Feature_9_C 

1 0.229 22.27 18.99 

2 0.672 11.31 48.66 

3 0.618 41.55 30.43 

4 0.358 63.09 60.05 

5 0.114 45.3 55.5 
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6 0.672 49.37 35.9 

7 0.52 91.37 42.29 

8 0.772 41.34 34.11 

9 0.52 56.26 49.06 

10 0.852 80.53 64.33 

11 0.552 45.69 35.21 

12 0.561 65.99 57.56 

13 0.877 87.61 42.05 

14 0.403 95.46 38.11 

15 0.134 23.24 48.39 

16 0.029 93.39 34.47 

17 0.755 54.29 41.7 

18 0.62 33.24 32.03 

19 0.704 51.32 79.47 

20 0.213 98.2 50.53 

 

 

 

Fig. 2. Line plot of consumer risk perception trends over time. 
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Fig. 3. Bar plot comparing brand trust across product categories. 

 

Fig. 4. Pie chart showing distribution of cognitive biases. 

 

Fig. 5. Scatter plot of decision latency vs. purchase likelihood. 
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Fig. 6. Hybrid plot of social influence and trust effects. 

 

Fig. 7. Line-bar combined visualization of regret and satisfaction. 

 

Fig. 8. Heatmap of correlation among risk-return tradeoff features. 
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Fig. 9. Boxplot of cultural orientation and decision outcomes. 

 

Fig. 10. Histogram of consumer confidence scores. 

 

Fig. 11. Area plot of brand signaling impact over exposure duration. 
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Fig. 12. Network diagram of structural equation modeling pathways. 

 

Fig. 13. Radar chart of psychological feature weights across segments. 

DISCUSSION 

The findings of the research reveal a complicated combination of psychological, social, and cultural effects that impact 

the consumer decision process under the conditions of high risk purchasing.  The quantitative researches revealed that 

trust weakened the relationship between perceived risk and purchase intent, but the risk perception was significant 

predictor of reluctance and purchase shyness.  These findings are aligned with the recent studies that claimed that in 

doubtful situations, customer faith is a cognitive and affective shortcut (Baek and King, 2020).  At the same time, the 

qualitative interviews raised the theme of anticipation of regrets and the application of heuristics, implying that when 

making risky choices, consumers often balance heavily emotive responses and rational decision-making (Loewenstein 

et al., 2022). 
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 The results also corroborate previous experimental data on systematic imbalance between gains and losses and as 

such probability weighting and loss aversion remain significant factors that affect consumer behaviour (Schmidt and 

Zank, 2020).  We can say, however, that our findings contribute to extant knowledge because they show that these 

biases increase under the presence of social influence.  The peer-acceptance significantly reduced the duration of 

hesitation and increased the willingness to make high-risk purchases among collectivistic groups, as well as that which 

is asserted by Chen, Ng, and Rao (2019) regarding culturally dependent decision-making.  Han, Nunes, and Drze 

(2019) state that part of this sensitivity was identity signalling, with consumers relying on risky purchases to gratify 

social status and pro-social identification. 

 It is interesting to mention that when the element of regret anticipation was included in the analysis, it revealed that 

the decisional psychological cost of bad decisions was often over-perceived by the customers influencing their 

willingness to interact as well as perception of brand trust. These are consistent with behavioural insights of 

Zeelenberg and Pieters (2019), who declared that, regret is both a delayed motivating element of consumer behaviour 

and a post-action emotion.  As depicted in the two consumer-cognition dual-process models introduced by Evans and 

Stanovich (2013) consumer compositions may switch intuitive and reflective cognitions when circumstances are high 

stakes. This does fit the hybrid character of decision-making as observed in our study wherein rational deliberation is 

observed to be comorbid with affective biases. 

 It is also important to note the importance of temporal framing; when the participants were exposed to longer-term 

scenarios (like real estate or investment horizons), more of them tended to adopt the approach of risk-return analysis 

to justify their decisions, whereas when offered shorter-term and more-risky situations, the participants generally 

tended to use the approach of a shorter analysis depending on the event.  The Trope and Liberman (2010) realized the 

importance of psychological distance in construal-level theory, and this fact can be also used to justify theirs.  

Moreover, the institutional provisions and brand trust have a strong force which suggest that reputational capital 

remains to play a crucial role in minimising consumer fear and this has been in line with signalling mechanisms by 

Kirmani and Rau (2000). 

 These findings, when put together, add another layer to the theoretical discussion, to the extent to which they prove 

neither the rational nor the emotional model as sufficient to explain consumer decision-making in opportunistic 

circumstances.  Instead, it should be regarded as the integrative process which is under the impact of the dynamics of 

trust and social representation, cultural expectations and prejudices.  It has significant implications: even though 

policy-makers might demand that the consumer education continues to be effective in fighting the predatory use of 

risk-framing, marketers aiming to increase consumer confidence must focus on open communication, implicit 

endorsements by third parties, and regulation of post-purchase defection expectations. 

CONCLUSION 

The present study gives sufficient evidence that cognitive bias, emotional reactions, social influence and cultural 

frameworks interact to define and determine the complex and dynamic consumer decision making process involved 
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in high-risk purchases.   A mix of quantitative experiments and qualitative observations allowed us to conclude the 

role of brand trust as an intervening variable that reduces uncertainty prompting customer confidence in addition to 

risk perception and loss aversion, which only to a limited degree predicts consumer hesitancy and avoidance of buying 

behaviour.   Group mechanisms such as cultural orientation dilute the social validation preference, despite 

identification signalling using high-risk consumption, underscoring the symbolic meaning of the acts, not just 

economic benefits.   The exaggeration of the potential outcomes of adverse events observed among the customers on 

a non-monetary but also on the basis of emotional and moral damages was further demonstrated through inclusion of 

the ideas of regret anticipation and chronical alternatives.   These findings contribute to dual-process theories of 

thinking, arguing that by the importance of the transaction and the time at which the transaction is conducted, 

consumers alternate analytic and reflective information and intuitive and heuristic-based judgments.   More 

importantly, the paper does add both theoretical and practical value in that it is impossible to study high-risk buying 

behaviour without relating to the more complex, broader ecologies of culture, trust, and emotional behaviours that 

consumers operate in.   Some questions that legislators should consider are what consumer education and policy can 

teach to reduce exploitation of cognitive biases, legal repercussions of exploiting cognitive biases place greater 

emphasis on trust development, adequate information, and a degree of control over post-purchase expectations, which 

may be addressed by consumer education and policy.   On the whole, the research implies that rather a more involved 

paradigm should be applied to account the psychological uncertainty and social context of high-risk consumer 

decisions that can provide a significant contribution to the body of knowledge of consumer psychology. 
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