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Which Rejection Makes Brand Yearning Stronger? The Impact of Consumer Exclusion, 
Brand Exclusion, and Ego-Defensive Goals on Brand Evaluations

Fang Wan, University of Manitoba, Canada
Namita Bhatnagar, University of Manitoba, Canada

One of the key strategies within niche branding involves the construction of perceived exclusivity and membership to desirable cliques 
through brand use (e.g., for Harley-Davidson). Mike Jeffries, the CEO of the fashion label Abercrombie and Fitch made comments that the 
retailer only hires and markets to cool, good-looking individuals, and that a lot of people don’t, and cannot, belong to A&F (a likely reference 
to those that are unattractive, overweight, and therefore undesirable; Denizet-Lewis 2006). This is indicative of niche branding strategy at 
play. Though it has been found that exclusivity in brand membership engenders brand commitment and loyalty amongst existing consumers 
(McAlexander, Schouten, & Koenig 2002; Muniz & O’Guinn 2001), the impact on future consumers is not as clear—specifically, it is not well 
understood whether brand exclusivity would result in heightened desire or felt alienation within consumers desirous of joining a community 
of brand users. This is the central issue examined in our research. 

Specifically, we study the direct and joint effects of two types of perceived exclusion on aspiring consumers’ felt alienation and brand 
evaluations—i.e., (a) exclusion by a target brand (or its management team), and (b) exclusion by its existing consumers. Research in the 
areas of ostracism and scarcity effects provides evidence for dual effects of social exclusion—fortified yearning for group membership when 
ostracized (e.g., Williams, Cheung, & Choi 2000) and strengthened desire for products that are restricted in access (e.g., Cialdini 1993; Ver-
hallen & Robben 1994) on the one hand, coupled with greater anti-social attitudes and aggressive behaviors toward those engaged in social 
ostracism on the other (e.g., Twenge et al. 2001; Gaertner & Iuzzini 2005). 

We therefore started out by testing these two competing effects (positive vs. negative) of brand and co-consumer exclusion using a 2 (co-
consumer exclusion vs. control) by 2 (brand exclusion vs. control) between-subjects experimental design in Study 1. Participants, recruited 
from a local university, were asked to imagine scenarios pertaining to their experiences at a hypothetical event organized by a network of 
prestigious university graduates. Consumer exclusion was manipulated by the treatment participants purportedly received at the networking 
event: in the co-consumer exclusion condition, participants were told that the other members snubbed and ignored them; in the control condi-
tion, no such information was provided. Brand exclusion was manipulated by the presence or absence of granted network membership after 
the event: in the brand exclusion condition, participants were told they were denied membership; in the control condition, they were granted 
membership to the network. Significant interaction effects of the manipulated variables on brand evaluations (F(1,145) = 4.82, p<.05) and felt 
alienation (F(1,145) = 10.81, p<.001) were found. 

Planned contrasts revealed that brand exclusion (vs. control) lowers brand evaluations and intensifies felt alienation in the absence of 
co-consumer exclusion. However, where co-consumer exclusion does occur, brand exclusion has no significant effect. Additional contrasts 
revealed that with perceived brand exclusion, co-consumer exclusion (vs. control) positively affects brand evaluations but has no impact on 
felt alienation. Finally, felt alienation also mediated the relationship between the manipulated variables and brand evaluations. These find-
ings of study 1 present a more complex picture of brand exclusion than previously hypothesized. Brand exclusion appears more detrimental 
to future consumers’ brand evaluations than co-consumer exclusion (supporting a negative effect of social exclusion). The presence of both 
brand and co-consumer exclusion, however, makes brand evaluations more favorable (supporting a positive effect of social exclusion). 

We conducted Study 2 to uncover moderators of the negative effects of brand exclusion. Specifically, we examined whether co-consumer 
inclusion (i.e., when future consumers feel included or welcomed by existing consumers) can counteract the negative effect of brand exclu-
sion (vs. control). A 2 (brand control vs. brand exclusion) by 2 (consumer inclusion vs. consumer exclusion) between-subjects design was 
adopted. Findings suggest the negative effect of brand exclusion (vs. control) cannot be eliminated via co-consumer inclusion. Findings of 
Study 2 revealed the relative weight of brand vs. co-consumer exclusions in shaping consumers’ brand experience. That is, brand exclusion 
is a diagnostic factor to evoke consumers’ feelings of alienation. This negative brand experience is not affected by how co-consumers treat 
target consumers.

Study 3 was conducted to further delineate the underlying mechanism of the negative effect of brand exclusion on brand experience. We 
propose that brand exclusion (vs. co-consumer exclusion) can activate a self-defending goal, which leads to consumers’ negative brand evalu-
ations. We adopted self-affirmation procedure (Sherman 1988) to test this proposition. That is, when individuals are given positive feedbacks 
on a task, they would receive an ego boost. In this case, they will be less likely to engage in self defensive strategy when their self views are 
threatened. In our research context, we expect that consumers’ self view is threatened more severely by brand exclusion (vs. co-consumer 
exclusion). Furthermore, when consumers receive an ego boost (vs. control), they will evaluate the brand less negatively even though a brand 
alienates consumers. Therefore, we further argue that consumers’ self view mediates the relationship between brand alienation and brand 
evaluation. We conducted a 2 (brand exclusion, co-consumer exclusion) by 2 (ego-boost, control) between-subjects factorial design. ANOVA 
analyses yielded supportive findings. 

We contribute to branding literature by examining a brand-exclusivity effect from the perspective of aspiring consumers (Kirmani, Sood, 
& Bridges 1999), and by providing evidence that brand exclusion may activate an ego-defensive goal which lower brand evaluations. We also 
look at the previously unexamined role of co-consumer exclusion in buffering negative brand exclusion effects.
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What do single female baby boomers fear? Planning for their post-retirement housing
Foula Kopanidis, RMIT University, Australia
Linda Robinson, RMIT University, Australia

Mike Reid, RMIT University, Australia

The post-retirement housing market is expanding due to strong demand drivers including changing demographics such as greater lon-
gevity; universal access to healthcare; affluence within the population; and greater acceptance of alternative living arrangements (Beer, 
Faulkner and Gabriel, 2006). These trends are seen across Australia many industrialised nations including the United States of America, New 
Zealand, Italy, Japan, France and Canada experiencing similar patterns (Kim, Kim and Kim, 2003). For example, the number of Americans 
aged 65 and over is expected to increase from 35 million in 2000 to 40 million in 2010. As the baby boomer cohort matures and moves into 
retirement between 2011 and 2029, many will consider future accommodation options (Furlong, 2007).

As a viable and sustainable segment, baby boomers will become the largest driver of consumer demand for post retirement housing over 
the next four decades.  Critical to marketers in developing strategies is understanding how baby boomers’ will influence housing markets.  
However, while there has been a great deal of research examining post-retirement economic well-being among baby boomers (Sanders and 
Porterfield, 2010) few studies have explored the decision-making process related to post-retirement housing (Huang, 2011). In addition, 
there are still relatively few reviews published in major marketing journals about the effects of an aging baby boomer cohort on consumer 
decision making, public policy and marketing practice (see Yoon, Cole and Lee, 2009). Compounding this, few studies have considered two 
potentially important contributing factors of gender and marital status. According to U.S. Census data, the number of female householders 
has increased in recent decades from over five million in 1970 to 14 million in 2006 (U.S. Census Bureau 2006). Thus, with the proportion of 
female baby boomers entering retirement single, a reasonable question to ask is, how do these women plan for post-retirement housing, and 
what factors influence the decision making process in planning for a change in post-retirement housing? 

This research employs the theory of planned behaviour (TPB) model to estimate the intention of single female baby boomers to change 
their housing situation post-retirement. In particular, we explore the impact of psychological barriers on retirement planning to generate a 
better understanding of decision making process for considering and planning for changes to housing post-retirement. The specific objectives 
of the study were to (a) use a modified TPB model to examine their attitudes and intentions on post-retirement housing decision making; and 
(b) identify the effects of psychological barriers on post-retirement housing decision making.

A total of 703 Australian single female baby boomers were surveyed regarding their attitudes and intentions in relation to their post-
retirement housing. The questionnaire included measures of attitude towards housing change, social norms, perceived behavioural control, 
intention to change housing, advice seeking behaviour and general attitudes towards retirement as well as demographic items. All items in-
cluded in the current investigation were derived from the TPB framework (Fishbein and Ajzen, 1975) and theoretical considerations regarding 
possible attitude and psychological barriers to retirement planning (Topa et al., 2009). Exploratory as well as confirmatory factor analyses 
were used to assess the reliability of all measures. The model was then tested using structural equation modelling analysis to estimate the ef-
fect of psychological barriers to retirement planning on intentions to change housing post-retirement and advice-seeking behaviour. 

The results show that subjective norms (t=9.145, p<.01) and perceived behavioural control (t=10.738, p<.01) have significant direct 
effects on single female baby boomers intention to change housing post-retirement as well as advice-seeking behaviour (t=6.692, p<.01 
and t=3.282, p<.01 respectively). The respondents’ attitude towards this change (t=1.850, p<.1) and their general attitude towards retire-
ment (t=2.428, p<.01) also both had significant effects on determining their intention. These findings are consistent with previous work on 
post-retirement housing (Huang, 2011). However, the absolute magnitude of the standardized path coefficients indicate that attitude towards 
a change in housing has the lowest direct effect on intention to change. The data revealed that the general attitude towards retirement not 
attitude towards a change in post-retirement housing was the salient factor in both intention to change housing post-retirement and advice-
seeking behaviour of single female baby boomers. When the respondents attitude towards retirement revealed negative views to post-retire-
ment planning, for example ‘retirement is too far away to be bothered thinking about’, there was a negative direct effect on both intention 
to change housing post-retirement as well as advice-seeking behaviour. Furthermore, this general attitude towards retirement completely 
mediates the relationship between perceived barriers to a change in post-retirement housing and both advice seeking and intention to change 
post-retirement housing. This suggests that behaviour-specific psychological barriers of single female baby boomers are not directly related 
to the actual intention to perform or the actual performance of that behaviour, such as retirement planning and related advice-seeking, but 
rather act through a general predisposition towards the larger object, in this case retirement.


