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ExTEndEd AbsTrACT
This paper offers a valid measure of Consumer Propensity to 

Resist (CPR). A qualitative research helps define the construct. Then, 
a scale is developed through four samples from 1,476 individuals. A 
final model confirms the links between Self-Affirmation and Self-
Protection, their antecedents and effects on various buying behavior.

THEOrETICAL GAP And rEsEArCH QUEsTIOns
Culturalist approaches have explored various forms of opposi-

tion in which people express their rejection of market structures (Pe-
ñaloza and Price 1993). However, from a micro-social perspective, 
research paradoxically presents a significant gap at the individual 
level. Thus, the aim of this paper is to provide a reliable and valid 
measurement tool of the consumer’s propensity to resist (CPR), ca-
pable of predicting critical motivations and various buying behaviors 
in the marketplace. Its theoretical underpinnings rest on Mowen’s 
(2000) hierarchical model of personality and motivation, where CPR 
is conceptualized as a situational trait i.e. resulting from the joint ef-
fects of elemental traits, compound traits and the situational context 
in which the behavior occurs.  

LITErATUrE rEVIEW 
Numerous qualitative approaches have focused on resistant be-

havior in various contexts (Close and Zinkhan 2009; Dobscha and 
Ozanne 2001; Giesler 2006; Holt 2002; Kozinets 2002; Kozinets 
and Handelman 2004; Romani, Grappi, and Dalli 2012; Sandikci 
and Ekici 2009; Thomson and Arsel 2004). Yet, although it is likely 
that people react differently to influences exerted on them, there 
has been very little research on capturing this individual trait. The 
anti-commercial consumer rebellion (ACR) measure proposed by 
Austin, Plouffe and Peters (2005) in fact focuses on resistant behav-
ior rather than the propensity to adopt such behavior. The Iyer and 
Muncy (2009) anti-consumption measure is also mainly behavioral 
and noticeably different from resistance (Lee et al. 2011). Hence, a 
dispositional approach to consumer propensity to resist still has to 
be constructed.

METHOd
A two-step qualitative study provided an in-depth understand-

ing of the dimensions of the construct and of its determinants and 
consequences. A measurement tool was then developed, covering 
four different market influence contexts—selling, advertising, re-
tail and marketing—and replicated for the first two context. Finally, 
a structural equation model, including determinants and effects of 
CPR, was tested.

FIndInGs
The results of the qualitative study first show that CPR is an 

inherently volitional construct expressing the commitment and ef-
fort needed to enact a desired behavior (Bagozzi 1993; Perugini and 
Conner 2000). Two distinct orientations underpin informants’ psy-
chological orientation: for some, the wish to assert themselves, and 
for others, to protect themselves. Hence, CPR is conceptualized as 
a personality trait whose observable manifestations in an influence 
situation—self-affirmation and self-protection—echoes Higgins’s 
(1997) regulatory focus. CPR is thus defined as the consumer’s con-
scious and voluntary psychological tendency to thwart market influ-

ence attempts, in order to self-regulate his consumer decisions and 
maintain self-control. 

The qualitative study provided 31 items—15 for the “Af-
firmation” and 16 for the “Protection” dimension—that were then 
examined by five experts to assess their clarity and relevance. 26 
remaining items were purified through two data collections, finally 
producing a reliable 7-item scale. In the “salespeople” context as 
well as in the “advertising” context, the scale shows good reliability 
and convergent validity, based on the observation of confirmatory 
factor loadings higher than 0.607. It meets the intra-construct dis-
criminant validity condition as the root average variance extracted 
(AVE) indices for each dimensions exceed the correlation between 
the two CPR dimensions. Though, an alternative one-dimensional 
model (in which the two latent variables are regarded as measuring a 
single construct) was tested. It finally attests to the superiority of the 
two-dimensional model. 

Furthermore, discriminant validity is successfully met since 
CPR is more highly correlated with its two dimensions than with 
other potentially similar constructs such as skepticism, metacogni-
tion, psychological reactance and cynicism. Finally, the relationships 
between the antecedents of CPR and its behavioral consequences are 
tested through structural equation modeling. Based on the theoreti-
cal indices that emerged from the qualitative study and the literature 
review, four antecedents are retained:

• Skepticism (Obermiller and Spangenberg 1988), with 
which a positive relationship is postulated on both CPR 
dimensions.

• Metacognition (Friestad and Wright 1994) and Self-confi-
dence (Bearden, Hardesty, and Rose 2001) as antecedents 
of the “Affirmation” dimension, since persuasion knowl-
edge and self-assurance in everyday life inherently protect 
the consumer against sources of influence.

• Psychological reactance as an antecedent of the “Protec-
tion” dimension, since avoidance behavior is likely to be 
response to the perceived threat of loss of freedom (Clee 
and Wicklund 1980). 

Five effects variables are also considered for testing the predic-
tive validity:

• Smart shopping (Mano and Elliott 1997), second-hand 
shoppers’ critical motivations (Guiot and Roux 2010) and 
the tendency to engage in socially responsible consump-
tion (SRC) (François-Lecompte and Roberts 2006). The 
“Protection” dimension, predisposing consumers to exit, 
is expected to favor smart shopping or secondhand shop-
ping rather than SRC. Conversely, the “Affirmation” di-
mension, prompting consumers to openly engage in resis-
tance to the market, would be positively correlated with 
the SRC dimensions and negatively with smart shopping 
or alternative channel solutions. However, because of the 
volitional character of CPR, deal proneness and impulsive 
buying should be negatively correlated with the two CPR 
dimensions.

As hypothesized, CPR-Affirmation is well predicted by skepti-
cism, metacognition and the two self-confidence dimensions, while 
psychological reactance appears, in addition to skepticism, as a 
specific antecedent of CPR-Protection. Regarding the effects, CPR-
Affirmation well predicts expected orientations—both SRC dimen-
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sions and critical motivations towards secondhand shopping. It is 
negatively linked to deal proneness and impulsive buying. Besides, 
CPR-Protection well predicts smart shopping and critical motiva-
tions toward secondhand shopping, but surprisingly, is positively 
linked to deal proneness and impulsive buying. Similarly, the postu-
lated negative link between the CPR-Protection and SRC proves to 
be non-significant, showing that these consumers seem not to view 
responsible consumption as a relevant orientation to avoid market 
influence.

COnTrIbUTIOns
Ultimately, the CPR scale shows satisfactory psychometric 

properties. It has the advantage of being formulated so as to be 
adaptable to other contexts of market influence mechanisms. Over-
all, it captures consumers’ tendency to resist, which reflects their 
dominant orientation in terms of regulatory focus (Higgins 1997). 
Finally, it shows that while CPR-Affirmation profiles are prone to 
oppose influence attempts, CPR-Protection consumers succumb to 
these more easily than first thought.
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