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Abstract
A case study of wedding p lanning is used to exp lore the concep t of
consumer ambivalence. Focus group s, in-dep th interviews, and shop p ing

trip s were emp loyed to generate text. A formal definition of consumer
ambivalence is p rovided. Our analysis revealed four antecedents of
consumer ambivalence: exp ectation versus reality, overload, role conflict
with p urchase influencers, and custom and value conflict. These antecedents
were then linked to p articular cop ing strategies that informants emp loyed
to manage the ambivalence that was generated. Suggestions of how future
research might exp lore consumer ambivalence are offered.
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