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We propose that consumers may feel pride (a positive self-conscious emotion) after indulging. Across three studies, we find that high

self-control consumers experience pride when they have a reason to indulge, which in turn explains their post-consumption

satisfaction and willingness to use the product.
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ExTENDED ABSTRACT
While consumers may feel mixed emotions following indulgent 

consumption (e.g., feeling the pleasure of indulgence and frustra-
tion for having succumbed to temptation; Ramanathan and Williams 
2007), previous research has primarily examined the role of negative 
emotions emerging from indulgent behavior (e.g., guilt and regret; 
Kivetz and Simonson 2002). Pride is known to be a powerful spe-
cific emotion that affects consumer behavior (Griskevicius, Shiota, 
and Nowlis 2010; Louro, Pieters, and Zeelenberg 2005; Williams and 
DeSteno 2008) and yet to date, pride has only been examined as an 
outcome of avoiding indulgence (Mukhopadhyay and Johar 2007). 
Given that consumption of luxury products is often marketed as a 
source of positive emotions (Twitchell 2003), it is important to un-
derstand conditions under which consumers may also feel pride after 
indulging and what downstream consequences such positive emo-
tions can have on evaluations of the luxury product itself. 

Although recent research suggests that, contrary to consum-
ers’ intuition, indulging with or without a reason does not affect 
the level of enjoyment (Xu and Schwarz 2009), most researchers 
agree that enjoyment (basic emotion) and pride (self-conscious emo-
tion) are not the same. Pride is a self-conscious emotion associated 
with self-achievement; pride emerges after deliberative processing 
(Roseman et al. 1996, Giner-Sorolla 2001) and from appraisals of 
one’s behavior vis-à-vis a social standard (Lewis 2004; Mascolo 
and Fischer 1995). Consumers compare the perceptions they hold 
about themselves (e.g., I am a controlled and frugal individual; I am 
spontaneous and impulsive) with the situation (e.g., indulging with 
or without a reason), and pride elicits when these two aspects are 
congruent (Tracy and Robins 2004). Because having a reason to in-
dulge (I am indulging because I am rewarding myself) is more likely 
to be congruent with high self-control personality aspects (e.g., I am 
a controlled and frugal individual, I think through all the alternatives 
before acting), we predict that high (vs. low) self-control consumers 
will experience pride when they have a reason to indulge. 

In our first study, 135 females were asked to imagine that they 
bought an expensive dress. They were either given a reason to indulge 
(reason condition) or not (no reason condition). In the justified condi-
tion, participants read that by buying another item they could get a 
discount on the total purchase, whereas no such information was pro-
vided in the unjustified condition. Participants reported the extent to 
which they felt proud and how satisfied they were with the purchase, 
each with two items (all r  > .71, p < .05) using 7-point scales. We 
measured self-control using a short self-control scale (Tangney, Bau-
meister, and Boone 2004). As predicted, regression results revealed a 
significant interaction between reason and self-control on pride (β = 
.31, SE = .11, t = 2.87, p < .01) and on satisfaction (β = .21, SE = .10, 
t = 2.22, p < .03). A spotlight analysis at 1 standard deviation above 
the mean suggests that high self-control consumers feel more proud 
(β = .45, SE = .15, t = 2.92, p < .01) and are more satisfied (β = .30, 
SE = .14, t = 2.18, p < .03) when they have a reason to indulge versus 
when they do not. A spotlight analysis at 1 standard deviation below 
the mean suggests that low self-control consumers do not seem to 
change their emotional response as a function of having a reason to 
indulge (all p >.1). Mediation analysis further show that when pride 
was inserted as a criterion in the hierarchical regression predicting 

satisfaction, pride was significant (β = .23, SE = .08, t = 2.94, p < .01) 
but the interaction became non-significant (β = .01, SE = .08, t = .17, 
p > .86, Sobel z = 2.05, p < .05). 

Study 2 replicated these results (N = 70, 41.4% male) with a dif-
ferent product (jeans), a different measure of self-control (consumer 
spending self-control, Haws and Bearden 2010), and while asking 
participants to recall a reason, which increases the validity of the 
study given that episodic recall is likely to elicit the same emotions 
experienced in the actual situation (Xu and Schwarz 2009).

Study 3 (N = 111) used a 3 (no reason vs. consolation vs. reward) 
between-subjects design. We adapted the manipulations developed 
by Xu and Schwarz (2009) to distinguish between two types of rea-
son to indulge. Consumers may indulge to console themselves (e.g., 
after getting a very bad grade in a course) or to reward themselves 
(e.g., after getting a very good grade). Given that pride is linked to 
appraisal of success in situations (Higgins et al. 2001; Lewis 2004), 
we predict that participants will feel proud after indulging more so 
when they are rewarding themselves than when they are consoling 
themselves. A regression analysis revealed that reward (β = 1.36, SE 
= .40, t = 3.41, p < .01) and the interaction between reward and self-
control (β = .96, SE = .41, t = 2.33, p < .03) predicted pride. We also 
found an effect of reward (β = 1.64, SE = .47, t = 3.53, p < .01) and 
an interaction (β = .94, SE = .48, t = 1.96, p < .05) on satisfaction. 
Spotlight analyses were consistent with studies 1 and 2, suggesting 
that high self-control consumers feel more proud (β = 2.32, SE = .50, 
t = 4.69, p < .01) and more satisfied (β = 2.21, SE = .57, t = 3.85, p 
< .01) when they indulge to reward themselves as opposed to when 
they indulge without a reason. Further, pride significantly mediates 
the effect of reward and the effect of the interaction on satisfaction 
(Sobel z = 2.28, p < .05).

We contribute to research on affect and self-regulation by ex-
ploring conditions under which positive, self-conscious emotions 
such as pride may emerge after indulgence and influence post-pur-
chase judgments. Our findings also qualify previous research by 
showing that having a reason to indulge produces different emotional 
experience and post-consumption judgments when we consider how 
reasons interact with consumers’ level of self-control. 
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