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Abstract: Indeed, with the growing number of digital platforms and products being offered on a daily basis, consumers' 
decision making has undergone change, presenting new psychological and behavioural issues. In this study we will 
examine emotional market friction in the context of consumer distrust, information overload, emotional uncertainty 
and decision paralysis in a high-choice economies perspective. This research examines the impact of having too many 
choices and a lack of information in the market on consumer conϐidence and buying behavior, as well as concerns for 
brand credibility. The suggested method of the study is the quantitative research method, which will include a structured 
questionnaire and 200 adult consumers as sample population. Descriptive statistics and Pearson correlation as well as 
multiple linear regression identiϐied as major analytical tools, based on python based statistical analysis. The postulated 
conceptual model deϐines the psychological mediator if it is not a dependent variable in the information 
overload/Emotional uncertainty/Decisions paralysis framework presented in the study as an independent variable and 
consumer distrust as another independent variable while dependent variable is decision paralysis. The analytical 
framework illustrated, indicates positive relationships between the dimensions and shows how the emotion of 
uncertainty may affect a person's hesitation to make a purchase. By incorporating both informational, psychological and 
trust-related aspects in one concept of emotional market friction, the study adds to the current consumer behaviour 
research. It also underscores the signiϐicance of transparency in communications, marketplace and information 
credibility and the streamlined customer-buying processes to enhance consumer conϐidence and empower healthy 
buying choices. 
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INTRODUCTION	
Within the last few decades, the fast-growing global 
markets, as well as digital technologies and e-commerce 
platforms has led to a vast range of options for 
contemporary consumers [1]. While choosing more 
products are found to be good for personalizing 
consumption and comparison among products, too many 
choices are found to have created psychological and 
emotional problems for the consumers in a not so simple 
way of buying products. High choice economies often lead 
to consumers ϐinding themselves confronted with many 
brands, several different sets of ads and reviews and 
previous products espoused online, with a growing 
challenge to identify which sources of information they 
can trust and which types of products they can choose [2]. 
This is one of the cases of emotional market friction 
where consumers are suspicious, doubtful and indecisive 

during the purchase process. Some of the common 
problems consumers experience in the current market 
environment that cause suspicion towards the product 
are deceptive marketing, different product information 
and fake reviews. The trust in the product is another 
problem because of product manipulation through 
deceptive advertising and misleading information and 
even fake reviews or concerns regarding transparency 
[3]. Each of the above factors can have a negative effect on 
consumer conϐidence and increase the risk of consumer 
purchase [4]. Meanwhile, decision paralysis occurs when 
there is a great deal of choices and consumers cannot 
decide, which may result in purchase delay, 
dissatisfaction or even total purchase cancellation. These 
barriers indicate that the decision-making process of 
consumers does not involve economics only but also 
psychology and emotions [5]. The goal of the research is 
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to explain the role of the consumer distrust in the context 
of high-choice economies and the connection between 
emotional uncertainty and decision paralysis. It studies 
the relationship between the info overload and 
conϐidence of consequential consumers and their buying 
behavior, as well as their perceived credibility and 
psychological discomfort. Additional attention is focused 
on cases when the excessive choice leads to the problem 
of distrust and makes decision-making even harder for 
consumers. The purpose of the study is to introduce an 
emotional component into the concept of consumer-
behavior in the modern marketplace. The results of the 
research can be valuable for companies which are ready 
to develop strategies related to building credibility and 
enhancing consumer decision-making space and 
relationship with customers. In the environment, where 
consumers have to face increasingly difϐicult and 
competitive markets, the knowledge of emotional market 
friction will allow developing the right marketing 
strategy, which can ease the process of decision-making 
for consumers and increase their trust in products.  
 
Related	Works	
Such complexities of today’s market have attracted attention 
from academicians in the aspects of consumer trust, 
information processing, decision making behavior and role 
of digital technology. Studies reveal that apart from product 
related and economic factors, psychological uncertainty, 
credibility and technological factors play an important role 
in motivating consumer choices. Jain investigates the 
detachment of choice sovereignty of customers from 
algorithmic digital marketing showing that AI in digital 
marketing can drive impulse buying behavior in India's e-
market [10]. This is especially important in terms of 
emotional market friction when the algorithmic 
recommendations and personalized ads can shape 
consumers' preferences and promote exposure to other 
products. Likewise, cost sharing in modern healthcare has 
been explored by researchers, as it involves multiple 
alternatives and probably uncertain information for 
consumers that has to be taken into consideration when 
making their decision [11] as studied by Saha and Sidhra. 
Their research is helpful when developing an understanding 
of potential decision-making challenges and issues in high-
choice environments. In this context, the concept of action-
oriented energy literacy and measuring energy literacy of 
consumers has been explored by both Sƽanda and Dvouletý 
[12]. They have created work that has made it clear that 
there is a need to communicate information and awareness 
into action. This is important because consumers have the 
information sometimes but find that they aren't able to make 
an informed decision. In his study of the raw milk movement, 
Bryant discusses the perceptions and mistrust among 
consumers, drawing on the basic marketing theory. This will 
give a relevant insight into consumer beliefs, marketplace 
perception and credibility doubts and how these affect 
purchasing behaviour. 

Trust is critical in an online marketplace. Mattathil, 
George and Henthorne view trust as an architectural 
process and look at different ways that e-commerce 
platforms can influence consumer judgment and agency 
[14]. The contributions address the argument that the 
design of the platforms, information presentation and 
perceived reliability are important factors that affect 
customers' confidence in purchasing. The formalisation of 
informal trade and regulation of micro, small and medium 
enterprises are explored by Ngari et	al. [15]. While their 
research is about the formalisation of businesses, it also 
offers contextual findings of how institutional structures 
and credibility of institutions represents an opportunity to 
engage in a discussion that seeks to understand the effect 
on market confidence. In Aldobagya, [16] the researcher 
looks at consumer behaviour and the management of 
consumer's life cycle in the Final Fantasy franchise. This 
study contributes another angle to the consumer 
engagement and already existing brand relationships and 
their impact on consumers' purchase decisions. In search 
of upward expansion for these plans, Jain has studied 
behavioural risk tolerance for retirement planning and 
property insurance, highlighting the role of individual risk 
perceptions in financial decision making [17]. These views 
are applicable to the context of consumer inaction and 
uncertainty as well as the perception of risk. 

Epistemic scarcity, which discusses some of the 
economic effects of improperly resolved uncertainties, is 
introduced by Wright [18]. Norman's notion of concept 
provides a theoretical link relevant to this phenomenon 
called decision paralysis, in that if the information is not 
known and reliable, consumers may be reluctant to make 
a decision. Moreover, Velasco et	al. compile theories about 
human–computer integration in marketing, which have 
created a new paradigm between consumers and 
intelligent technological systems [19]. The 
anthropocentric perspective of infrastructures is 
explored by Jiang in juxtapositions of repair and 
wardrobe, circular fashion and consumer well-being in 
digital platforms that impact consumption practices and 
consumer experiences [20].  
 
Research	Gap 
These studies discuss the issues of consumer mistrust, 
behavioural doubt, technological forcing and marketplace 
complexity, yet there is only limited attention in the 
integrated study regarding the combined effect of 
consumer distrust and emotional doubt with over-choice 
and decision paralysis. To ϐill this gap, it is necessary to 
address emotional market friction as a multiple consumer 
behaviour phenomenon within a high-choice economy, 
which is the purpose of the present study. 
 
MATERIALS	AND	METHODS	
Research	Design	
This research uses Quantitative approach with research 
design of non-experimental design, namely knowledge 
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survey regarding Friction of the Emotion in the E-
commerce Market, in this research, the Fragile Emotion to 
be studied is Consumer Trust and Decision Paralysis in 
the Economy of the High Choice Analysis. As it allows the 
systematic analysis of relationships between measurable 
variables relating to consumer behaviour (such as 
perceived information overload, consumer distrust and 
emotional uncertainty and decision-making difϐiculties), 
a quantitative approach is suitable. The study is based on 
a structured analytical approach to comprehending the 
uncertainty and consumer choice among the 
overwhelming options present in a marketplace. 

The study was descriptive and explanatory with 
descriptive static research design. The Descriptive part 
focuses on the traits of consumer mistrust and consumer-
paralysis, whereas the Explanatory part focuses on the 
relationship between psychological and marketplace 
factors. Therefore, this combination of variables offers 
insight into consumer patterns of responses and assesses 
the impact of the emotional barriers on intentions to buy. 
	
Research	Approach	
Deductive research will be carried out to investigate the 
proposed relationships among the variables mentioned 
above. Based on the existing theoretical perspectives in 
consumer behavior and decision-making under cognitive 
overload conditions, this research will seek to examine 
whether the theories are forwarded in a high choice 
economy. Choice overload, cognitive information 
processing and perceived risk theory will form the basis 
of the theories used in this research. 

The use of deductive research will enable the 
development of hypotheses that can be tested in relation 
to the effects of high choice and lack of trust on consumer 
decision making. 
 
Research	Variables	and	Conceptual	Framework	
The conceptual framework brings four main "emotional 
market friction" dimensions together. Information 
overload and consumer trust in information are viewed 
as two key independent variables and emotional 
uncertainty as a psychological independent variable 

affecting consumer decision making. The variable of 
interest is Decision paralysis. 

It suggests that on the one hand, more information 
leads to emotional uncertainty and on the other hand, 
consumer confidence is lacking, which is why it can cause 
decision paralysis. Consumers who have numerous options 
available to them might have trouble assessing product 
attributes, credibility and making a selection. Likewise, 
mistrust can cause heightened risks in purchasing and a 
lack of trust in the information (Table 1). 
 
Data	Collection	Method	
The primary research design is quantitative study and 
data collection methods are questionnaires (structured 
online). The questionnaire aims to gather data regarding 
the consumers' marketplace experiences, perceptions of 
marketplace credibility, marketplace reactions to having 
too many products to choose from and marketplace 
reactions to marketplace purchasing difϐiculties. The 
statements are scored on a 5 point-likert-scale from 
strongly disagreed 1 to strongly agreed 5. 

The entire questionnaire is divided into four sections. 
The first section consists of general demographic, such as 
age band, gender, educational qualifications and frequency 
of internet shopping. The second part reviews information 
overload issues and consumers' experiences when they are 
making multiple product comparisons. The third section 
reviews consumer mistrust and emotional doubt that 
includes misleading information and dubious reviews and 
consumer purchase risks. The final section examines 
decision paralysis by assessing factors like waiting to buy 
times, spending too much time comparing times and the 
number of time trips that final purchases are configured. 
 
Sampling	Technique	and	Sample	Size	
A non-probability convenience sampling technique is 
suggested for recruitment of participants. This is the way 
it is that the researcher can go to people that are 
approachable and are willing to be involved in the study. 
The target population is adult consumers who are regular 
customers of high choice markets, such as the online 
marketplace and digital retail spaces. 

 
Table 1: Research Variables and Their Operational Deϐinitions 

Variable Role Operational deϐinition
Information overload Independent Difϐiculty processing excessive product information and alternatives. 
Consumer distrust Independent Lack of conϐidence in brands, advertising, online reviews and marketplace information. 
Emotional uncertainty Mediating Anxiety, hesitation and fear associated with making an inappropriate purchasing decision.
Decision paralysis Dependent Inability or difϐiculty making a ϐinal purchasing decision despite available alternatives. 

 
Table 2: Proposed Data Collection and Analysis Framework 

Research component Method or measurement Purpose
Target population Adult online consumers Identify relevant consumer experiences.
Sample size 200 respondents Obtain quantitative observations. 
Sampling technique Convenience sampling Recruit accessible participants. 
Data collection Structured questionnaire Collect standardised responses. 
Measurement scale Five-point Likert scale Measure consumer perceptions. 
Descriptive analysis Mean, frequency and standard deviation Identify response patterns. 
Inferential analysis Correlation and regression Examine relationships between variables.
Reliability testing Cronbach's alpha Assess internal consistency. 
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The sample size is proposed to be 200 for ease of 
descriptions and exploratory relationship testing. The 
participants should be 18 years old and above with 
experience on competing among several products before 
they buy any goods. No one is forced to take part and those 
taking part are given information about the research 
before they answer the questionnaire (Table 2). 
	
Data	Analysis	Techniques	
The surveys collected will be going to undergo analysis 
through the Python library: Pandas, NumPy, SciPy, 
Matplotlib, Seaborn and Stats models. These are used for 
data preparation, statistical analysis of research results 
and graphical visualization. 

First descriptive statistics are computed to have an idea 
about the distribution of the responses on the research 
variables. Mere descriptive statistics, frequencies and 
percentages, will summarize the demographic 
characteristics and general consumer attitudes towards 
information overload, distrust and decision paralysis will be 
revealed by means and standard deviations. 

The strength and direction of relationships of the 
independent variables (emotional uncertainty and 
decision paralysis) then will be examined by Pearson 
correlation analysis. Multiple linear regression will be 
used to examine the signiϐicance of the relationship 
between the information overload, distrust and emotional 
uncertainty to decision paralysis. The regression model is 
summarized as: 
 

𝐷𝑃 ൌ 𝛽଴ ൅ 𝛽ଵሺ𝐼𝑂ሻ ൅ 𝛽ଶሺ𝐶𝐷ሻ ൅ 𝛽ଷሺ𝐸𝑈ሻ ൅ 𝜖 
 

Where, 
𝐷𝑃: Decision Paralysis 
𝐼𝑂: Information Overload 
𝐶𝐷: Consumer Distrust 
𝐸𝑈: Emotional Uncertainty 
𝛽଴: Regression Constant 
𝛽ଵ, 𝛽ଶ, 𝛽ଷ: Regression Coefϐicients 
𝜖: Error Term 
 

Items of the questionnaire will be analyzed for 
internal consistency through Cronbach's alpha. If the 
value of the coefϐicient is 0.70 or higher it will probably be 
regarded as a satisfactory reliability indicator. The 
signiϐicance will be analyzed for the value of 5% 
signiϐicance level (p<0.05). 
 
Validity	and	Reliability	
The content validity will be supported by creating items on 
questionnaires based on the concepts and academic literature 
of consumer behaviour. This preliminary pilot test is 
important for the questionnaire to gain insight into ambiguity 
in the questions and to determine the clarity of the questions, 
as well as the appropriateness of the measurement scales, 
should involve around 15-20 participants. 

Experiments on construct validity will be used to 
explore whether the questionnaire's items represent 

information overload, consumer distrust, emotional 
uncertainty and consumer decision paralysis in an 
appropriate fashion. Cronbach's alpha will be used to 
determine the reliability of the responses with each 
measured construct. 
	
Ethical	Considerations	
The Ethics will be adhered to for the entire process of 
Research. They will be voluntary and informed consent 
will be given prior to completing questionnaires. 
Respondents will be told that their information will only 
be made use of for research applications that adhere to 
educational and academic methods. Unnecessary 
personally identiϐiable information won't be collected and 
individual responses will be kept conϐidential. The 
participants will also be able to discontinue their 
participation in the research without incurring any 
negative consequences. 
 
Methodological	Limitations	
However, there are certain disadvantages associated with 
the methodology that has been suggested. For example, if 
the sample that has been used consists of convenience 
sample, then the results that are generated from the data 
collected from such a sample are not representative 
because random sampling was not applied. Moreover, the 
responses of people provided in questionnaire could be 
inϐluenced by their skills, experience and interpretation. 
The cross-sectional type of research method makes it 
hard to build any causal relationship between the 
variables. Nevertheless, despite these drawbacks, the 
suggested quantitative method allows investigating the 
emotional grounds of conϐlicts on the market and gaining 
a deeper understanding of the property of conundrums of 
choice and consumer mistrust. 
	
RESULTS	
Demographic	Analysis	of	Respondents	
Apart from providing a demographic description of the 
individuals participating in the research on the theme of 
emotional market friction and consumer mistrust and 
decision paralysis in choice-rich economies, the 
demographic approach will also help put the results of the 
research into context. This number is just provided as an 
example and not the number of real individuals involved 
in the research. Among the characteristics studied and 
analyzed are age and gender. 

There is a dispersed population, with higher 
percentages belonging to the younger generation being 
72% of the sample population within the age range of 18-
35 years old. Moreover, the average consumer becomes 
acclimated with the internet-based shopping process, 
knowing different products; thus, 42% of the participants 
indicated that they intend to use the Internet at least once 
per week. In the context of this population structure, it 
would be interesting to analyze what effects repeated 
exposure to different products may have on the person’s 
conϐidence in the product (Table 3, Figure 1). 
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Figure 1: Choice Overload Reduces Neural Signatures of Choice Set Value in Dorsal Striatum and Anterior Cingulate Cortex 
 
Table 3: Demographic Profile of Respondents (N = 200) 

Demographic variable Category Frequency Percentage
Gender Male 104 52%
 Female 92 46% 
 Other/Prefer not to say 4 2% 
Age 18–25 years 76 38%
 26–35 years 68 34% 
 36–45 years 38 19%
 Above 45 years 18 9% 
Online shopping frequency Weekly 84 42% 
 Monthly 72 36%
 Occasionally 44 22%

 
Table 4: Descriptive Statistics of Research Variables 

Research variable Mean Standard deviation 
Information overload 4.12 0.68 
Consumer distrust 3.89 0.74 
Emotional uncertainty 4.03 0.71 
Decision paralysis 3.96 0.77 

 
Descriptive	Statistical	Analysis	
Descriptive statistics are analyzed to gain insight into the 
overall perceptions of the respondents on information 
overload, consumer distrust, emotional uncertainty and 
decision paralysis. Marketing to the top of the distribution 
markings are mainly characterized by positive 
experiences and low deviations while marketing from the 
bottom of the distribution markings are mainly plagued 
by negative experiences and high deviations. 

As depicted in the illustrative examples, the 
consumers most often face problems in determining the 
extent of the information overload, as it comes with a 
mean of 4.12. The resulting emotional uncertainty is 4.03, 
with a considerable amount of uncertainty in the 
marketplace leading to anxiety and hesitation. 

The mean is 3.96 for decision paralysis, thus 
indicating a high level of reluctance to buy or make a 

decision. The consumer trust is a mean of 3.89 which 
reϐlects the questions about the reliability of brands, ads 
and online reviews. 

In conclusion, the results indicate that emotional 
market friction is related to cognitive and affective issues 
that cannot be distinguished from one another. It isn't just 
the fact that consumers have a lot of options to choose 
from when it comes to purchasing that they might be 
having trouble when weighing information sources in the 
marketplace, consumers are also having trouble 
distinguishing which ones they can trust to fulϐill their 
needs (Figure 2). 

The ϐindings suggest that transparency, consistent 
product information and credible feedback from 
customers are crucial for sighting the decline in friction in 
the marketplace. 
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Correlation	Analysis	
Pearson correlation analysis is suggested to analyze the 
relationships between the four research variables. The 
correlation coefϐicients represent the associations, both 
in strength and direction, between consumer distrust and 
emotion uncertainty and information overload, as well as 
decision paralysis and show the strength and direction of 
the relationship between these factors. 

The illustrative correlation matrix shows that each of 
the four variables is correlated positively. Information 
overload and decision paralysis had a correlation 
coefϐicient of 0.72 or a strong positive relationship. This 
implies that consumers who are more challenged in 
making multiple comparisons also will be more 
challenged in completing purchasing decisions. 

There is a positive correlation of 0.66 between 
consumer conϐidence and indecision. This relationship 
suggests that consumer conϐidence in information in the 
marketplace can be a factor in purchase reluctance. 

Emotional uncertainty is related the most strongly to 
decision paralysis (with a correlation coefficient of 0.78). This 
indicates that despair about making bad buys and doubt 
about options as well as unpleasant emotion can be significant 
factors linked to making choices problems (Table 4): 
 
 There is no cause or effect if one event correlates with 

another 

 There is, therefore, a need for further regression 
analysis to explore the prediction between the 
variables 

 
Regression	Analysis 
Multiple linear regression is recommended to examine 
the level of information overload, consumer distrust 
emotions and decision paralysis. These remaining three 
variables are considered to be independent predictors, 
whereas the dependent variable is decision paralysis. 

The illustrative regression results show that 
emotional uncertainty has the highest standardised 
regression coefϐicient with respect to the decision 
paralysis (β = 0.39). Emotional reactions, such as concern 
and dread of creating wrong buying choices can likewise 
be a considerable part of customer hesitation. 

Information overload also exhibits a positive 
predictive relationship (β = 0.34) suggesting over many 
alternative products and too much information can have 
an adverse impact on decision making. The coefϐicient for 
consumer distrust is positive (+0.21), indicating that 
marketplace conϐidence problems are also linked to 
decision paralysis. 

The R² of 0.64 used in the illustrative model shows 
that the three predictors together account for 64% of the 
variance of decision paralysis in the model. However, the 
values listed above need to be veriϐied based on the real 
questionnaire data, before making any statistical 
conclusion (Table 5). 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
Figure 2: Construct Map of Over-choice, Decision Paralysis and the Effects that will be Tackled in the Research 
	
Table 5: Illustrative Correlation Matrix 

Variables Information overload Consumer distrust Emotional uncertainty Decision paralysis
Information overload 1.00 0.58 0.69 0.72 
Consumer distrust 0.58 1.00 0.71 0.66 
Emotional uncertainty 0.69 0.71 1.00 0.78 
Decision paralysis 0.72 0.66 0.78 1.00 
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Table 6: Illustrative Multiple Regression Results 
Independent variable Standardized beta (β) t-value p-value
Information overload 0.34 5.12 0.001 
Consumer distrust 0.21 3.08 0.002
Emotional uncertainty 0.39 5.84 0.001

Hypothesis	Testing	
Employing the conceptual framework, three main 
hypotheses are formulated, which are aimed at examining 
the relationships between each research variable. 

Each of the three proposed hypotheses is backed up by 
the illustrative findings. As for information complexity and 
marketplace choices, H1 proposes that a higher level of 
marketplace choices is positively related to decision paralysis. 
Product information overload can make it hard for consumers 
to make comparisons when purchasing alternatives. 

When outcomes are negative, such as reducing 
consumer trust, they can lead to reduced sales and hesitancy 
to purchase, which is suggested by the "H2" in the result. If 
consumers doubt the credibility of any of the reviews and/or 
messages of advertisements or brand branding, confidence 
in other alternatives available may suffer. 

Nothing about H3 speaks of emotional uncertainty vs 
decision penalization. When consumers are concerned 
about making "mistakes," and they aren't happy with their 
previous purchases, it will at least lead to delaying their 
purchases (Table 6). 

All these results point towards the fact that 
emotional market friction needs to be studied as a 
combination of an information and 
psychological/system of trust related element. 
 
DISCUSSION	
The overall illustrative analysis illustrates that there are 
sources to the phenomenon of decision paralysis beyond 
the fact that there are a large number of products in a 
high-choice economy. While there is a great deal of choice 
to allow for comparison and personalization, it can also 
add to the thinking load and anxiety. 

Given the number of people being information 
overloaded, it appears that information overload is one of 
the major reasons why purchase problems exist in that 
consumers have to take into account different choices and 
selling pitches. One more problem is the fact that consumers' 
level of distrust is quite high and therefore the trust in 
information which helps consumers make decisions when 
buying products is questionable [30]. Emotional uncertainty 
may therefore lead to decision paralysis and consumers 
becoming reluctant to make decisions. 

From a manager's point of view, it is very important 
for the companies to provide the customers with open 
lines of communication, constructive feedback and easy 
ways of comparing different products. 
 
CONCLUSION	
The nature of emotional market friction and its 
implications have been researched by analyzing the 
relationships between feelings of mistrust, information 

overload and emotional uncertainty and decision 
paralysis in high-choice economies. The study refers to 
the transformation of the process of consumer decision-
making due to the abundance of choices of products in 
the digital marketplace along with the flow of 
promotional information. Choices not only provide 
flexibility and variety for comparison but also may be 
difficult for consumers both cognitively and 
psychologically and even lead to purchasing hesitations. 
The proposed research framework reveals information 
overload, consumer distrust and emotional uncertainty 
as key factors in decision paralysis. Positive tendencies 
are shown in the presented statistical analysis which 
implies that information overload, consumer distrust 
and emotional uncertainty may complicate the process 
of purchasing decision for consumers. Emotional 
uncertainty is the strongest indicator of decision 
paralysis. It is necessary to note psychological problems 
in today's shopping behavior of people. Very interesting 
data but need to be confirmed by real questionnaires' 
answers. This research emphasizes the need for 
consumer trust in the digital environment, particularly 
in a competitive one. The provision of clear information 
about products, reliable customers' opinions and 
accurate information together with an easier buying 
process needs to be introduced by taking into 
consideration the business benefits. The 
recommendations regarding the use of artificial 
intelligence need to be made responsibly in such a way 
to ensure the consumers' freedom of choice, do not 
contribute to the problem of data overload and its effect 
on the consumer purchase decisions and not trigger the 
buyers' frenzy. This particular research, while providing 
some value, has its limitations due to the fact that the 
participants were chosen based on Convenience 
Sampling method, self-reported questionnaires and 
cross-sectional research method was utilized in this 
study. The future research could involve more realistic 
and diversified samples along with application of 
qualitative interviewing and longitudinal studies in 
order to receive more valuable insights in terms of 
nature and development of emotional market friction. 
Generally, emotional market friction is an issue of great 
importance in the modern market environment from the 
perspective of consumers. Distrust and information 
overload could cause the state of psychological 
uncertainty, which, if not properly handled, will affect 
the development of consumer-oriented strategies in the 
marketplace. It is crucial for the economies with diverse 
options available for consumers to simplify the process 
of decision making and build sustainable consumer 
purchase behavior. 
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