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Self-esteem and gender are two factors that have not been thoroughly investigated in the literature of rejection. In this research, the

results show that consumers’ self-esteem and gender moderate the spending behavior of those who are rejected. In particular, rejected

women with high self-esteem are willing to pay more for products, whereas rejected women with low self-esteem show no significant

differences in the amount of money they are willing to pay for a product. The results show no significant difference for rejected men.
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Human beings look to communicate with others and to belong to a group. Unfortunately, though, there are many situations that make 
people feel rejected and, therefore, feel pain and sadness (Blackhart 2009). Rejection occurs when a person is deliberately excluded by a 
group (Blackhart 2009).  Some cosumer researchers demonstrated that rejected consumers are more conservative with their spending (Bau-
meister et al. 2005), but others evidenced that excluded consumers spend their money more selectively and more lavishly (Mead et al., 2011). 
Excluded consumers tend to spend more for products that are more symbolic and enhance their group membership. Further, excluded people 
are willing to spend money on products that enhance their feeling of acceptance and attractiveness (Baumeister et al. 2005, Mead et al. forth-
coming). The goal of this research is to investigate the boundary conditions of whether exclusion affects spending positively and negatively. 
We particularly examined the moderating effects of self esteem and gender, two understudied factors in prior research. 

The literature reveals that consumers use their money to impress others and as a way to enhance their status with friends and other groups 
(Ariely and Levav 2000; Berger and Heath, 2007). This idea leads excluded persons to spend their money to gain social status, so there is a 
trade-off between one’s social well-being and one’s monetary well-being (Baumeiseter and Leary, 1995). Also from the literature, it is known 
that social exclusion reduces a person’s level of self-regulation (Baumiester et al., 2005). Based on this, it is presumed that impaired self-
regulation leads to spending money unwisely. Although higher levels of self-esteem do not guarantee better performance and success, people 
with higher self-esteem have greater self-regulation (Baumiester et al., 2005). From the previous research, it is known that social exclusion 
can lead to a decrease in self-regulation (Baumeister et al. 2005) and lower levels of self-regulation may lead consumers to spend more. 

In addition to the effects self-esteem may have on consumer’s spending following rejection, the literature suggests gender may also play 
a moderating role. Research on gender differences with respect to positive and negative emotions  revealed that men and women have equal 
levels of happiness towards stimuli (Myers 1993), but regarding sadness, it seems that women are more willing to show sadness and nega-
tive emotions than men (Fujita, Diener and Sandvik 1991). In addition women not only show more negative emotions regarding unpleasant 
events, but also have a greater tendency to ruminate in comparison to men, therefore causing difficulties in solving current problems (Nolen-
Hoeksema, Larson and Grayson 1999). When consumers are rejected, this negative event requires a solution, a way to repair one’s negative 
feelings. Therefore, it is expected that women will be more likely than men to experience negative emotion following a rejecting event. 
However, this response is expected to be moderated by self-esteem.

Therefore, it is expected that when women with higher self-esteem face rejection, they will try to boost their negative emotion by spend-
ing money for products, but women with lower self-esteem will be less likely to make a significant attempt to overcome this negative emotion 
through spending. In comparison with women, the influence of rejection on men will be attenuated.

ExPERIMENT
This study was a 2 (rejection: yes vs. no) × 2 (Self-esteem: high vs. low) × 2 (gender: female vs. male) between-subjects design with 

a total of 155 participants (49% Male and 51% Female). Rejection was manipulated by asking participants to imagine an interaction with a 
salesclerk where they were going to buy a jacket and all participants receive a store credit card offer from clerk. Half of the participants were 
told that they applied for the store credit card and then after a few minutes the clerk tells them they were rejected (rejection) and the other half 
of participants were told that they decided not to apply for the store credit card (no rejection). Self-esteem was measured through a self-report 
scale (Rosnberg 1965). Individuals were categorized as high or low in self-esteem by a median split. The dependent variable was participant’s 
willingness to pay for a small household appliance (a toaster).
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The results showed a significant main effect of self-esteem (Mhigh= 21.64, Mlow=17.62, F(1,154)=5.222, p<.02), and a marginally sig-
nificant effect of gender (Mmale=32.080, Mwomen=36.06, F(1,154)=3.57, p<.061). The results also revealed marginally significant interaction 
between self-esteem and rejection (F(1,155)=3.656, p<.058), self-esteem and gender (F(1,155)=3.606, p<.060), and a marginally significant 
three way interaction (F(1,155)=3.635, p<.059). Further simple effect analysis revealed no interaction effect for men (p>.9), but a significant 
interaction for women (F(1,80)=6.055, p<.016). As expected women with high self-esteem were willing to pay a higher price for the appli-
ance, whereas low self-esteem women showed no significant difference in the amount of money they were willing to pay.  

GENERAL DISCUSSION
The present research contributes to the literature by demonstrating the interactive effects of gender and self-esteem on consumer spend-

ing behavior. Future research in this area can examine other product categories in addition to examining the effects of rejection on people’s 
risky behavior (e.g.: investing in the stock market). Furthermore it is important to compare the effects of rejection with exclusion and inclu-
sion as well as comparing different types of rejection (e.g.: interpersonal vs. romantic) and the subsequent influence on consumer behavior. 
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The ethical dimension of consumption has gained prominence in the light of the ecological and economical crisis we currently suffer. 
In recent years, the dynamics of moral behavior has received much attention, including in marketing and consumer behavior literature (e.g., 
Khan & Dhar, 2006; Mazar, Amir, & Ariely, 2008). Moral balancing (Nisan, 1991), refers to the observation that engaging in a moral behav-
ior at one point in time reduces the likelihood of doing so in a subsequent situation (Effron, Cameron, & Monin, 2009; Merritt, Effron, & 
Monin, 2010; Sachdeva, Iliev, & Medin, 2009). For example, after committing to helping a foreign student, participants in a study donated 
less money to charity (Khan & Dhar, 2006). Other studies, however, demonstrate the opposite phenomenon, something we can refer to as 
moral consistency. For example, in a study by Gino, Norton, and Ariely (in press), participants who wore counterfeit sunglasses were more 
likely to cheat on a number of tasks, compared to participants who wore branded sunglasses. These examples show that previous behavior 
may have opposite effects on current decisions. In the current paper, we investigate whether the ethical frameworks or mindsets one uses – 
thinking of moral behavior in terms of consequences versus in terms of rules or principles – moderates whether initial behavior will lead to 
moral balancing or moral consistency.

Two prominent frameworks in (Western) moral philosophy are deontological and consequentialist ethics. We predict that an outcome-
based mindset (i.e., consequentialism) favors a moral balancing effect. Thinking in terms of outcomes allows the individual to make tradeoffs 
involving the moral self, which may demand acting in the interest of others, and immediate self-interest, and make flexible computations 
regarding the current status of the moral self. After choosing an ethical course of action which benefitted mostly others, the individual feels 
licensed to compensate and benefit the self. On the other hand, we expect that rule-based thinking (i.e., deontology) will favor a moral con-
sistency effect. In general, rules are less flexible to be traded off with selfish benefits (Baron & Spranca, 1997; Tetlock, Kristel, Elson, Green, 
& Lerner, 2000). Inconsistency regarding following (ethical) rules would threaten an individual’s personal integrity (Festinger, 1957). There-
fore, we predict that individuals, when in a rule-based mindset, are more likely to behave morally consistent.


