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The aim of this research is to examine how the presence of others in a
store affects negative consumer decision-making. We conducted a thorough review of literature in
this area, and identified factors that lead to negative decision-making. We also found that
embarrassment can act as a mediating factor, and developed a conceptual model based on these
factors.

To refine this model, we conducted a quantitative text analysis to determine the circumstances
under which Japanese consumers feel embarrassed. We also discovered that individual characteristics,
such as gender and self-view, can strongly influence the degree of embarrassment experienced.
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