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ABSTRACT 
The concept psychological reactance was proposed by Bhrem in 1966. However, the studies on 
reviewing and consolidating the existing consumer behavior literature is sparse. More specifically, 
the review studies conducted on the consumer reactance factors are little. In order to fill this 
research gap, the current study has conducted a literature analysisof 41 empirical articles and 
explained the current trends in the literature and focus on the major theories and classified the 
research methodologies, context, and sample. Finally, the implications for marketers and for 
research have been discussed and recommendations for future research have been proposed. 

Keywords: Psychological reactance, Literature review, Consumer Reactance, Research 
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1.INTRODUCTION 

Psychological reactance is a phenomenon that transpires when ―people become motivationally 
aroused by a threat to freedom or elimination of a behavioral freedom‖ (Brehm, 1989. p. 15). In 
other words, reactance is an unpleasant motivational state that arises when an individual 
experiences a threat her or his freedoms (Zemack-Rugar& Lehmann, 2007). It is important to 
understand that reactance arises only when a person feels that his freedoms have to be 
abandoned, and giving up even a single freedom may not be a pleasant experience (Linder and 
Crane, 1970). Reactance is also considered as reactive and not proactive, because it depends on 
how individuals motivate themselves or look for ways to restore their autonomy. Ball and 
Goodboy (2014) stated that individuals engage in both direct forms of restoration (either resisting 
or engaging in a restricted behaviour) and indirect forms of restoration (either derogating or acting 
hostile toward the message source) (Brehm, 1966; Burgoon, Alvaro, Grandpre, &Voulodakis, 
2002; Worchel&Brehm, 1971).Consumers‘ confront many unwanted obtrusive marketing 
communications through various digital and social media channels and have knowledge about 
the persuasive tactics, their attempt to push to purchase a specific product as well as the 
intentions of a marketer (Akestam, Rosengren & Dahlen, 2017; Tucker, 2014).For instance, one-
third of online ads (non-skippable in-stream ads in YouTube, online popup ads) are displayed on 
social networking sites (Tucker, 2014). It was stated by an online research hub that 91% of online 
ads are found to be intrusive and leads to consumer reactance (as cited in An, 2017). These 
kinds of forced intrusions are perceived as threats to their freedom of choice and motivates 
consumers to regain the lost freedom (Dillard and Shen, 2005;  Edwards, Li, & Lee, 2002). This 
motivation to regain the lost or threatened freedom experienced by a consumer is known as 
consumer reactance (Brehm 1966). On one side, the wide access to consumers' personal 
information provides marketers to target right customers and personalize message content but in 
another side the personalized messages leads to privacy invasions, unwanted intrusions, 
conspicuous and vulnerable to fraud, which make consumers‘ to feel that their privacy has been 
lost and make them react in a certain way to regain the lost freedom (Martin, & Murphy, 2017).  
Earlier studies on consumer behavior and psychological reactance in both online and off-line 
contexts have stated some of the causes of consumer reactance are the pressure from mass 
media, personal selling, product shortages or unavailability, product discontinuations,  price, long 
waiting lines, physical distances, consumption patterns that effect ecology, economic and political 
laws, interpersonal stimuli such as lack of freedom of choice and influence of social and 
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reference groups (Brehm 1966;1972 ; Clee&Wicklund, 1980 ; Wicklund, 1974). In order to restore 
their lost freedom most of the consumers either react in the way that a company anticipates or 
they ignore the promotional efforts; respond contrarily or spread negative WOM, which adversely 
affects an organization (Keller & Fay, 2012). These days as consumers are more aware of 
marketers‘ persuasive attempts and hence it is important for the marketers‘ and researchers to 
understand the consumer sensitivity towards freedom restricting messages and their 
spontaneous drive to restore that freedom which follows (Chen, Feng, Liu &Ju, 2017). Therefore, 
this study fulfills the following three major objectives: (1) identifying research patterns that emerge 
from existing studies related to consumer reactance (2) consolidating factors associated with 
consumer reactance (CR) in order to provide foundation for future research. 

1.1 Psychological reactance theory 

Individuals have certain freedoms to behave such as free behaviors. Brehm (1966) defined 
psychological reactance as ―a motivational state directed toward the re-establishment of the 
threatened or eliminated freedom‖ (p. 15). Dillard and Shen (2005) explained these freedoms as 
actions, attitudes, and emotions. Earlier studies on cognitive consistency models have stressed 
that individuals exert certain control over their environment (Venkatesan, 1973). Lessne and 
Notarantonio (1988) studied consumer reactance towards ―sale circular‖ (promotional offer) of 
soft drinks in a retail context and stated that constrained choice and product attractiveness leads 
to reactance. Reactance is further classified as situational reactance and intensity of situational 
reactance varies based on the experience and the age of individuals.  Trait reactance is based on 
the individual differences (Miller, Lane, Deatrick, Young & Potts, 2007; Brehm, 1966). 

 

 

Fig 1: Source: Adapted from Brehm (1966, 1972) 

 

 

2.LITERATURE SEARCH AND IDENTIFICATION 
 

This review consolidated the extant knowledge of consumer psychological reactance. We have 
used a two-stage approach of Webster & Watson (2002) to search and identify articles that 
examine consumer reactance and thus reduce data collection bias. In the first phase, to screen 
the relevant articles within the literature on consumer reactance, we have found articles 
addressing consumer reactance. We have used standard peer-reviewed journals as our data 
source because the validated findings of these studies are considered more reliable and likely to 
influence the current setting of scholarly marketing and business fields (Podsakoff et al., 2005). 
We have chosen the electronic database provided by Scopus, EBSCOhost, Emerald, and 
Elsevier. From the above databases we have found 113 articles from Scopus, 206 articles from 
Emerald insight and 36 articles from EBSCOhost with the keywords Consumer reactance, 
Reactance, Psychological Reactance. The database provided full-text access to 170 articles from 
various disciplines such as health, communication, and marketing. After reviewing the collected 
articles on consumer reactance we found 68 relevant articles published in various journals. We 
have further analyzed by applying inclusion and exclusion criteria in order to ensure that the 
articles are relevant to the study. Especially, we have included just those studies focussed on 
psychological reactance in the context of consumer behavior and excluded those with no 
empirical results. Following the guidelines of Webster and Watson (2002), we further conducted a 
forward search of the identified 44 articles on consumer reactance. 
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Table 1 Journals referred to the study 

 Journals Studied Total 

Academy of Marketing Studies Journal 1 

Academy of Marketing Science  1 

Advances in Consumer Research  2 

Appetite 1 

Electronic Commerce Research and Applications  1 

European Journal of Marketing 2 

Food Quality and Preference 1 

Information & Management 1 

International Journal of Electronic Commerce 1 

Intern. J. of Research in Marketing journal 1 

Journal of Advertising 3 

Journal of Broadcasting and Electronic Media 1 

Journal of Business Research      1 

Journal of Consumer Marketing    3 

Journal of Consumer Psychology  3 

Journal of Consumer Research 3 

Journal of Consumer Policy 1 

Journal of Current Issues & Research in Advertising  1 

Journal of Interactive Advertising 1 

Journal of Internet Commerce 1 

Journal of Marketing Research 2 

Journal of Marketing Theory and Practice 1 

Journal of Retailing 2 

Journal of Retailing and Consumer Services 1 

Journal of Studies on Alcohol and drugs 2 

Management Science Letters 1 

Marketing Letters 1 

Marketing Science 1 

Psychology and Marketing 4 

Total 44 

 

1.1. Identified scales and measurements of Psychological reactance  

Brehm's (1966) psychological reactance theory concentrated on one's attempt in maintaining 
control over personal freedoms. It recommends that, when one's freedom when one's freedom is 
debilitated or threatened, the individual is constrained into a condition of motivational arousal, i.e., 
reactance (Hong, 1992). Tucker and Byers (1987) noted that there is lack of suitable measures 
for psychological reactance and proposed a 18 item scale in German and referred as Merz‘s 
psychological reactance scale (Merz  ,1983) further this scale was evaluated and provided a 
psychometric data for the final version of the 18- item scale terms of factorial validity using 
sample from an American university in English and finally it was concluded that the English 
version of measures were not psychometrically acceptable(Tucker and Byers (1987). As of late 
Hong and Page (1989) have recommended that reactance is an enduring personality trait, built 
up a 14 item instrument. Hong's Psychological Reactance Scale with four factor structure 
(Freedom of Choice, Conformity Reactance, Behavioural Freedom, and Reactance to Advice and 
Recommendations) and normally do measure through five-point Likert-type scale their agreement 
with each of the items. Scale endpoints were 1 = ‗‗Strongly Agree‖ and 5 = ‗‗Strongly Disagree.‖ 
.Finally, to measure singular proclivity for reactance, a refined version of the Hong Psychological 
Reactance Scale (Hong 1992, Hong and Faedda 1996), which is a 11 item scale was developed 
in order to gauge the degree to which individuals likely to encounter reactance. Initially, reactance 
was seen to be determined by the situation, later refinements recommended that reactance 
differs as indicated by the circumstance as well as per the individual (Hunsley and John 1997).  
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Further Hong reactance scale has been used in many studies (Hong & Page, 1989; Hong and 
Faedda, 1996;Brown, Finney, & France, 2010; Dillard & Shen, 2005; Shen & Dillard, 2005; 
Gupta, 2013;Kivetz, 2005; Levav& Zhu, 2009; Morimoto & Macias, 2009;2006 ; Quick, & 
Stephenson, 2007, 2008; Richards & Larsen, 2016; Steindl et al., 2015; Trump & Trump, 2016; 
White et al., 2008; Xu, 2017). Furthermore, (Quick & Stephenson, 2007) developed 12 item 
Reactance Restoration Scale (RRS) to test the psychometric properties  such as boomerang, 
related boomerang, and vicarious boomerang which helps in analysing the direct and indirect 
restoration.  

2.2 Literature Analysis  

The current literature analysis, we have asked a set of questions to inquire into past research 
(Alavi& Carlson, 1992). These questions enable the researchers to blend past research findings. 

1.  What were the study trends and focus? 

2.  What were the major theories? 

3.  What were the research methodologies, context, and sample? 

 

2.2.1 Overview of research trends and focus 

The number of studies on psychological reactance hasgrown steadily with the emergence of e-
commerce activities. More than two-thirds of the studies (n =34) were published in the period 
2010–2017.  Fig. 2 illustrates that the number of psychological reactance studies has steadily 
increased over the decades from 1966 to 2017. Fig. 3 illustrates the gradual increase in the 
number of studies focussing marketing in the context of psychological reactance with respect to 
other disciplines. 

 

Fig. 2. Psychological Reactance studies  

 

Fig. 3 Research methodologies among the identified studies on consumer reactance. 

There are three main streams of research in the psychological reactance literature.  The first 
stream of research focuses on studies related to communication on psychological reactance. 
Some of the studies are (Dillard & Shen, 2005 ;Lavoie et al., 2017) Graphic warning labels on 
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cigarettes, third-person perceptions (TPP) (Scherr& Müller, 2017) manipulative intent, Some of 
the empirical studies that examined the reactance in communication context are binge drinking 
(Kim, Levine & Allen, 2013), sun safety (Cho & Sands, 2011), drunk driving (Shen, 2010), organ 
donation (e.g. Quick, 2012) and dental flossing (Dillard & Shen, 2005).The second stream of 
research examines how individual‘s reactance in the context of health studies, For instance, 
explored individual‘s reactance to prevention programs (Darpy & Prim-allaz, 2009; Burgoon et al., 
2002), dental flossing and reducing alcohol consumption (Dillard & Shen, 2005), persuasive 
messages Rains & Turner (2007),  perceived bias influences the perceived threat to freedom 
(Kim, 2017), excessive intake of alcohol among college students stressed that perceived threat to 
freedom was positively associated with state reactance (Quick & Bates, 2010), forceful language 
and perceived persuasive messages (Quick, & Considine, 2008), anger significantly moderates 
trait reactance and attitude towards sexual health messages (Richards & Larsen, 2016). 

Finally the stream of research much focussed in the study is marketing and consumer behaviour 
related studies (Clee and Wicklund, 1980). In this context we can find both on-line and off-line 
reactance. For better understanding in accordance with the literature the online reactance has 
been typically caused by advertisements, privacy concerns, recommendations and other 
stimulus. One of the major communication tool of marketing is advertising (ads). In the context of 
advertising the forced exposure of ads leads to consumer reactance in turn lead to negative 
consequences; not all forced exposure towards advertising might be unwelcome (Edwards et al., 
2002). Yanping& Yan (2012) have stated that the forced exposure with time pressure and 
manipulative intent leads to consumer reactance. Another study stated that manipulative intent of 
assertive ads differ based on the perceptions of committed and uncommitted consumer‘s guilt 
(Zemack-Rugar et al., 2017) . Nowadays consumers actively interpret the techniques that ads 
use to persuade (Friestad and Wright 1994) and form counterarguments against ad claims when 
they are highly involved (Petty and Cacioppo, 1979) all in an effort to defend themselves or react 
against persuasive messages. Perceived threat to choice and ad persuasiveness leads to 
consumer reactance and in turn leads to state anger and negative cognitions towards condom 
ads (Quick & Stephenson, 2007). If consumers' reactions to advertising are defensive, it may not 
be an effective strategy to force them to view advertisements (Zemack-Rugar et al., 2017) also 
stressed that assertive ads creates pressure to comply and which in turn increases reactance 
have a greater impact on committed consumers. Bambauer-Sachse & Heinzle, 2017a examined 
effects of different types of comparative advertising and their state reactance on attitude and 
purchase intention towards a product or an ad in combination with ITR (independent test results) 
and PSR (Predisposition to Show State Reactance). Privacy literature states that personalisation 
leads to reactance (White et al., 2008), For instance the perceived intrusiveness and reactance 
have a significant influence on consumers‘ attitudes toward unsolicited commercial e-mails. 
(Morimoto & Macias, 2009). Highly personalized email solicitations and personalised and 
customised marketing messages leads to privacy concern, information falsification, negative 
word-of-mouth (WOM), communication avoidance (White et al. 2008; Tucker 2014), curiosity and 
vulnerability (Chen et al., 2017). The repeated interruption of ads are considered as a threat to 
the freedom and elicit higher reactance than a single repetition (Li and Meeds, 2007). Reactance 
stimulates consumers to restore their lost freedom by counter-arguing or disregarding the 
message and communicator (Fennis&Stroebe, 2010). In contrast to the previous studies, Anand 
and Shachar (2009) found that consumers may consider that the personalized ad content in 
specific websites may be more helpful and more in line with their interests.  
Inappropriate recommendations or unsolicited advice leads to reactance with regards to e-
commerce (Kivetz, 2005; Fitzsimons & Lehmann, 2004). Online recommendations can provide 
better decision making or it can threatens the free choice and specifically when sales promotional 
activities persuade the consumers‘ to choose lesser value options and charity promotions they 
may lead to reactance (Lee & Lee, 2009). (Kwon & Chung, 2010) studied online shopping 
recommendation mechanisms (OREM) and stressed that the psychological reactance moderates 
the product involvement. Unexpected recommendations are considered as forced exposure and 
has a negative influence towards acceptance of the same (Wang & Yan, 2012). These 
recommendations are explained as leading to consumers' reactions (Weber & Schweiger, 2017). 
The concept consumer reactance was tested and addressed in few studies on personal selling 
(Brehm, 1966; Wicklund et al., that 1970), an experiment at point of sale (Edwards et al., 2002) 
and financial incentives and verbal requests and was found to lead to  reactance.  In the retailing 
context (Sharma & Verma, 2014)hypothesized and proved that consumer reactance is negatively 
related to the intention towards enrolling in the rewards program. Consumers‘ perceptions of 
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being observed by the employee/sales personnel while shopping for embarrassing products elicit 
reactance and reduces purchase intention (Esmark et al., 2017). Parents and friends disapproval 
or influence towards FMCG products (on nine consumer products-encyclopaedia, sneakers, 
beer/alcohol, drinks, vegetables, rollerblades, bubble-gum, coffee, soft-drinks) lead to reactance 
(Rummel, Howard, Swinton, & Seymour, 2000). In the context of relationship marketing,  such as 
loyalty programs, a study has found that contractual bonds provoke reactance (Wendlandt, & 
Schrader, 2007). Psychological reactance of shoppers may be elicited when  presented with 
short duration coupons with low face value (Trump & Trump, 2016).  
 

2.2.2 Overview of theoretical foundation 

Table 2 presents a summary of the theories adopted in existing psychological reactance studies. 
The psychological reactance theory has remained the most popular theoretical approach to study 
consumer reactance in the last decade. Some researchers have explained psychological 
reactance with other theoretical perspectives as shown in table 2. 

Table 2Summary of theoretical foundation 

Theoretical 
foundation 

Description   Study 

Reactance theory The theory suggests that the reactance is a motivational state that 
energizes and direct an individual behavior 
 

Brehm&Brehm, 
1981 

Rational choice 
theory 

The theory posits the process of an individual decision making by 
balancing the cost and benefit factors of his choices 
 

Hoeffler&Ariely 1999 

Transactional 
theory 

The theory explains the purposive and task-specificbehavior in online 
context. 
 

Hoffman &Novak, 
1996 

Intertwined 
Process 
Cognitive-affective 
Model   

This model intertwined both the cognitive components and affective 
components and explained that persuasion cannot be disentangled and 
explained reactance as a latent variable. 
 

Rains & Turner, 
2007  

Dual-process 
model 

In this model bothcognition and affect are distinct and have a separate 
effect on attitudes and, consequent behavior. 
 

Dillard & Shen, 2005 

Involvement 
Theory  

This theory explains that the state of mind or mood influence shopping 
experience and acts as instrumental in achieving their personal goals  
 

Petty &Cacioppo 
1983 

Prospect Theory This theory explains the effectiveness of gain and loss-frame messages 
in the context of persuasion  

Kahneman&Tversky, 
1979 

Social cognitive 
theory 

‗‗capability to produce valued outcomes and to prevent undesired ones‘ 
‘  

Bandura, 1995, p. 1 

Reinforcement 
theory 

Individuals are likely to repeat the behavior that results in pleasant 
outcomes resist that behavior with unpleasant outcomes.  
 

Skinner, 1953 

Social learning 
theory (Locus of 
control) 

This theory depicts individuals' belief about the degree to which they are 
responsible for themselves (inner LOC) versus the degree to which they 
believe external influence (other individuals). 
 

Rotter, 1966 

Commitment trust 
theory  

This theory involves in forming bonds with clients by addressing their 
requirements and honoring their commitments 
 

Morgan & Hunt, 
1994 

Elaboration 
Likelihood Model 

This model states that the ads are viewed by the consumers based on 
their motivation and understand levels of the message 
 

Petty &Cacioppo, 
1986 

Self-Determination 
Theory  

This theory states that when individual‘s psychological needs for 
competence, autonomy, and relatedness are satisfied, they undergo 
psychosocial adjustment else they would display psychopathology 
 

Deci & Ryan, 2010 
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S–O–R framework                                 The framework assumes that the stimulating cues (stimuli) from both 
internal and external environment stimulate one‘s internal evaluation 
(organism), which consequently leads to a behavior (response) 

Eroglu, Machleit,& 
Davis, 2003 

Persuasion 
Knowledge Model 

The model explains consumer‘s perception and knowledge of marketer‘s 
persuasion and tactics. 

Friestad& Wright 
1994 

TOV model  The time and valuation model explains the amount time that consumers 
invest in evaluating the risk of purchasing a product or service. 
 

Mowen, 1992 

Self-sufficiency 
theory of money 

This theory states that when individuals are reminded of money to follow 
their personal goals 
 

Vohs, Mead,& 
Goode, 2006 

Choice theory This theory explains the consumers‘ interests and preferences towards 
limited selections and limited options. 
 

Hoeffler and Ariely 
1999 

3M Model Motivational hierarchy model which integrates four theories and classified 
as personality traits in four levels such as elemental situational, surface 
and compound traits. 
 

Mowen, 2000 

Theory-driven 
DSS (Decision 
support systems) 

This theory explains the impact of recommender‘s advice and the 
individual‘s response and similar decision support systems. 

Aljukhadar et al., 
2017 

 

2.2.3 Overview of research methodology, context, and sample 

As shown in Table 4, experiments and surveys were the two most popular research methods 
examining consumer psychological reactance. Mostly these two methods were used to 
understand the variables that trigger or cause consumer reactance and its consequences or 
resultingbehavior. Researchers used different types of experimental studies to examine the 
effects of CR.   
 

Study/context Method Sam
ple 
size 

Sample 
Source 

Modeling/statistica
l approach 

 Authors/year 

Forced exposure to movie and 
financial aid pop up ads 

Experimental 379 College 
Students 

SEM Edwards, Li, & Lee, 
2002 

Adolescents Movie ratings Experimental 156 School 
students 

Regression, Chi-
square 

Varava & Quick, 
2015 

Perceived intrusiveness and 
privacy concern towards 
unsolicited commercial E-mails 

Survey 281 College 
students 

Confirmatory factor 
analysis (CFA) and 
Chi-square(χ

2
) 

Morimoto & Macias, 
2009 

Reactance towards highly 
personalized emails 

Experimental 1 86 College 
students 

ANCOVA  
White et al., 2008 

 Experimental 2 354 College 
students 

ANCOVA, 
Regression 

Consumers Reactance towards 
Assertive Ads 

Experimental 1 162 Adult 
Consumer
s 

ANCOVA Zemack-Rugar et 
al., 2017 

 Experimental 2 219 Adult 
Consumer
s 

ANCOVA 

 Experimental 3 115 Adult 
Consumer
s 

ANCOVA 

 Experimental 4 287 Adult 
Consumer
s 

ANCOVA 

 Experimental 5 148 Adult ANCOVA 
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Consumer
s 

Reactance towards online 
recommendations  

Experimental 267 College 
students 

SEM (Reliability, 
Goodness of fit) 

Yanping, & Yan, 
2012 

Consumer  reactance towards 
loyalty programs 

Experimental 388 Adult 
Consumer
s 

EFA & CFA, 
Correlation 

Wendlandt et al., 
2007 

Shopping coupons eliciting 
psychological reactance 

Experimental 1 154 Adult 
Consumer
s 

Regression, ANOVA Trump & Trump, 
2016 

Reactance towards 
recommendations 

Experimental 1 130 University 
Students 

Three-way 
interaction effects, 
Chi-square(χ

2
) 

 
 
Fitzsimons & 
Lehmann, 2004  Experimental 2 90 University 

Students 
ANOVA, Chi-
square(χ

2
) 

 Experimental 3 119 University 
Students 

ANOVA, Chi-
square(χ

2
) 

 Experimental 4 99 University 
Students 

ANOVA, Chi-
square(χ

2
) 

Femvertisig (Female 
empowerment advertising) 

Experimental 1 149 Young 
Women 

T-test  
 
Akestam et al.,  
2017 

 Experimental 2 346 Young 
Women 

T-test, MANCOVA, 
Correlation 

 Experimental 3 96 Young 
Women 

Correlation,  T-test, 
Preacher–Hayes 
mediation test 

Recommendations cope with 
information overload 

Experimental 466 - ANOVA Aljukhadar et al., 
2012 

Study on comparative advertising 
(Switzerland) 

Experimental 1009 Adult 
Consumer
s 

ANOVA, Regression Bambauer-Sachse 
& Heinzle, 2017a 

Personalised online advertising Experimental 252 University 
Students 

Correlation, 
Regression, Chi-
square 

Bleier et al., 2015 

Role of centrality from consumer 
to consumer 

Experimental 1 129 College 
students 

Regression 
 

 
Chatterjee, Chollet, 
& Trendel, 2017  Experimental 2 50 College 

students 
Regression 

 Experiment 3 187 Adult 
consumers 

ANOVA  

Study on online personalized 
advertising 

Survey 281 Online 
Consumer
s 

Correlation Chen, 2017 

Ad skepticisms Survey 357 Adults SEM, Correlation, 
regression 

Khuhro et al., 2017 

Shoppers‘ Reactions towards 
perceptions of Being Watched  

Field  
Experiment 1 

50 Adults 
Shoppers 

Chi-square  
Esmark et al., 2017 

 Experiment 2 69 Adult 
Shoppers 

PROCESS tests  

 Experiment 3 88 Adult 
Shopper 

PROCESS tests  

 Experiment 4 122 University 
Students 

General linear 
model (GLM) 

 

Promotion Reactance Experiment 1 70-
197 

Adult 
consumers 

 
 
 
 
Median Split, 
Logistic Regression 

 
 
 
 
Kivetz, 2005 

 Experiment 2 81 Adult 
consumers 

 Experiment 3 614 Adult 
consumers 
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 Experiment 4a 142 Adult 
consumers 

analysis 

 Experiment 4b 142 Adult 
consumers 

 Experiment 5 1308 Café 
customers 

Online shopping 
recommendations 

Experiment 371 College 
Students 

Correlation, 
Regression,chi-
square test, ANOVA 

Kwon & Chung, 
2010 

Online recommendation services Experiment 205 Online 
Website 
Shoppers 

Correlation,  Lee & Lee, 2009 

Money elicit feelings of threat Experiment 1 
 

83 College 
Students 

 Regression, Chi-
square, ANOVA 

 
 
Liu, Smeesters, & 
Vohs, 2012 

 Experiment 2 91 College 
Students 

Regression, Chi-
square, ANOVA 

 Experiment 3 187 College 
Students 

Logistic Regression,  
ANOVA, Chi-
square(χ

2
) 

Reactance gaming products Experiment 158 Adolescent 
Males 

 
MANOVA, F-tests, 
and t-tests. 

 
Wright et al., 2015 

143  Adult 
Males 

Psychological reactance towards 
genetically modified crops 

Online Survey 1050 Adults ANOVA, Regression Lu, 
McComas&Besley, 
2017 

Reactance towards pirated media 
products 

Experiment 1 200 Adult 
consumers 

Median split, 
ANOVA 

 
 
Miyazaki et al., 2009  Experiment 2 193 Adult 

consumers 
Median split , 
Discriminant 
Analysis 

 Experiment 3 192 Adult 
consumers 

Median split , 
ANOVA 

Perceived intrusiveness, loss of 
control, irritation towards 
unsolicited emails  

Survey 119 College 
Students 

Correlation, 
Regression, 
ANOVA/ANCOVA 

Morimoto, & Chang, 
2009 

Reactance and risky choices on 
consumer decision making 

Experiment 1 25 Adult 
consumers 

F-test, TOV model  
Mowen, 1992 

 Experiment 2 34 Adult 
consumers 

ANOVA, F-test 

Touch restrictions during in-store 
consumption leads to reactance 

Experiment 1 35 College 
Students 

ANOVA, T-tests  
Otterbring, 2016 

 Experiment 2 126 Retail 
Shoppers 

ANOVA 

Reactance towards children 
(Parents, Children) 

Experiment 75 Adolescent 
Consumer
s  

Mean ratings and 
significant 
differences 

Rummel et al., 2000 

Perceived message choice 
towards persuasive messages 

Experiment 1 168 College 
students 

ANOVA/ANCOVA  
 

 
 
Schlosser & Shavitt, 
2009 

 Experiment 2 51 College 
students 

MANCOVA,  
Correlation 

 Experiment 3 169 College 
students 

Correlation, ANOVA 

Consumer reactance towards 
reward programs  

Survey 228 Adult 
consumers 

CFA, Reliability, 
validity 

Sharma & Verma, 
2014 

Feelings of reactance mediates 
the willingness of nonphysical 
book fenced rates 

Experiment 1 146 Adult 
Consumer
s 

Regression, 
ANOVA,  
Moderation and 
mediation analysis 

 
 
Song et al., 2017 
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 Experiment 2 131 Adult 
Consumer
s 

ANOVA 

Role of expectation and 
importance towards viewing ads 

Survey 1 41 College 
students 

ANOVA, T-test  
 
Song, 2014  Pre-test 2 44 College 

students 
T-test 

 Experiment  75 College 
students 

ANOVA, T-test 

Consumer reactance towards 
online piracy 

Survey 160 College 
students 

SEM, mediation and 
moderation analysis 

Kampmann, 2010 

Consumer reactance towards 
mergers and acquisitions 

Experiment 1 139 Adult 
Consumer
s 

ANOVA  
 
 
 
 
 
Thorbjornsen&Dahle
n,  2011 

 Experiment 2 104 Adult 
Consumer
s 

MANOVA,  
Regression, 
mediating and 
moderating 

 Experiment 3 398 Adult 
Consumer
s 

Correlation, 
Regression, 
mediating and 
moderating 

 Experiment 4 284 Adult 
Consumer
s 

Regression, 
Mediation analysis 

 Experiment 5 100 Adult 
Consumer
s 

Interaction Effects 

Consumer responses to stock 
outs and restoration of freedom 

Experiment 1 134 Retail 
Shoppers 

Regression and 
ANOVA 

 
 
 
Moore & Fitzsimons, 
2014 

 Experiment 2a 53 College 
Students 

ANOVA 

 Experiment 2b 53 College 
Students 

ANOVA, Regression 

 Experiment 3 291 Retail 
Shoppers 

ANOVA, Regression 

Consumer reactance towards 
product placement prominence in 
media  

Experiment 1 203 Online 
Movie 
viewers 

Chi-square(χ
2
), 

Regression, ANOVA 
Marchand,Hennig-
Thurau& Best, 2015 

 Experiment 2 312 College 
students 

Correlation, 
Regression, ANOVA 

Consumer reactance towards 
Spatial confinement 

Experiment 1 80 University 
students 

Correlation, 
Regression, ANOVA 

 
 
 
 
Levav& Zhu, 2009 

 Experiment 2 115 University 
students 

ANOVA 

 Experiment 3 82 University 
students 

Regression 

 Experiment 4 84 University 
students 

Correlation 

 Experiment 5 455 Stores Regression 
Consumer reactance when firm 
requests to conserve resources 

Field Study 281 Employees 
at E-
Commerce 
Corporatio
n 

Correlation, 
Regression, ANOVA 

 
 
Wang, Krishna 
&McFerran, 2017 

 Laboratory 
Study 

548 College 
students 

Correlation, ANOVA 

Reactance towards Commercial 
recommendation agent‘s Advice 

Experiment 511 Online 
Consumer

Chi-square(χ
2
), 

Logistical 
Aljukhadar, 
Trifts&Senecal, 
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Table 3 Empirical studies on Consumer reactance context and sample 
 

*ANOVA- Analysis of variance, ANCOVA-Analysis of Co-variance, MANOVA-Multivariate 
analysis of variance 

 

After analysing the statistical approaches of the identified experimental studies, we have found 
that most of the studies have used analysis of variance (ANOVA)test in analysing the data 
followed by multivariate tests such as regression. Very few studies have used structural equation 
modelling to test conceptual models.  

 

Fig.1 Statistical Tests/Analysis 

3. DISCUSSION 

3.1 Role of cognitive reaction.  

The classic literature on consumer reactance suggests that reactance is a motivational state to 
eliminate threat to freedom (Dillard and Shen, 2005).  The same authors have discerned four 
distinct means of characterizing reactance based on whether it is i) purely cognitive,  ii) as a 
whole or part an emotion, iii) as both affect and cognition having distinct effects and iv) reactance 
having both cognitive and affective components intertwined. When consumers encounter with any 
of external stimuli, their internal assessment is often dominated by both cognitive (mental 
processing) and affective reactions (emotions). Cognitive processing occurs when consumers 
confront with a trigger and they rapidly react when they realize their freedom of choice or 
freedoms are being threatened (Bleier, &Eisenbeiss, 2015).  In this literature analysis, we have 
considered consumer reactance as an internal response, which has distinct cognitive and 
affective reactions. Some studies have viewed reactance as a behavioural response (Akestam et 
al., 2017).While others studied consumer reactance as a mental processing cognitive reactions, 

[CATEGORY NAME]
[PERCENTAGE]

[CATEGORY NAME]
[PERCENTAGE]

T-test
8%

Correlation
11%

Mean/Median
4%

F-tests
2%

SEM
3%

CFA/EFA
3%

Chi-
Sqaure

9%

s Regression, 
MANOVA 

2017 

Effect of label type and reactance 
on product evaluation 

Experiment 1 238 Adult 
consumers 

ANOVA  
 
 
Wang &Zuo, 2017 

 Experiment 2 170 Adult 
consumers 

Regression 

 Experiment 3a 95 Adult 
consumers 

T-test, Moderation 
and mediation 
analysis 

 
 

Experiment 3b 200 Adult 
consumers 

T-test, Regression 
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stressing the role of consumer reactance as cognitive effort that mediates the relationship 
between the stimulus and response (Yanping& Yan, 2012; Bleier, &Eisenbeiss, 2015; Morimoto & 
Chang, 2006). For example, during the consumer buying processes or while viewing 
advertisements, consumers evaluate various stimuli, which usually involves cognitive reaction 
before responding to the trigger. Alternatively, if consumers make an online purchase, which is a 
behavioural response, they confront various pop-up ads, recommendations, reviews which make 
them process information and then react towards certain online stimuli (Kwon & Chung, 2010; 
Chen et al., 2017; Edwards et al., 2002). Thus, we emphasize Bleier&Eisenbeiss's (2015) 
classification of reactance as an internal response. In the same manner, future studies should 
explore different types of internal responses, cognitive and affective reactions and external 
responses, both online and offline.  

Some of the future directions suggested from the previous literature are outlined in this section. In 
the context of online marketing further research is needed to examine the effect of privacy, 
protection policy, personalization and psychological reactance of customers towards IT platforms 
provided by e-retailers. There is a need to examine the latent effect of consumers‘ goals and 
social influence on the association between the consumer choice factors and reactance (Chen, 
2017). A study has discovered that social desirability and purchase intent prompts reactance, yet 
the magnitude it is unclear and therefore there is a need to comprehend the degree of socially 
undesirable stimuli evoking reactance (Scherr& Muller, 2017). Few studies call for sectoral 
research studies to explore the association between customers' psychological reactance and 
reactions to promotions (with restrictive prerequisites) and loyalty programs (Sharma &Verma, 
2014; Trump & Trump 2016). Fitzsimons & Lehmann, 2004 established that unsolicited advice 
from an agent or agency that contradicted initial impressions of a receiver led to a reactant state 
which in turn led to a behavioral backlash that resulted in receiver ignoring the recommendation 
and intentionally contradicting them. However, whether this result could be generalized to 
situations in which the consumer receives a recommendation prior to or at the same time he or 
she forms an attitude toward choice option is not clear and therefore further studies are required. 
In persuasive appeals, further investigation is needed on the effects of personal message choice, 
the absence of which may lead to greater feelings of reactance and perception of messages to be 
less attractive (Scherr& Müller, 2017). 

Technology advancements and contemporary website viewing behaviorare mainly classified as 
information seeking and online shopping, in other words, are described as a task or goal-oriented 
behavior (Hoffman and Novak, 1996). In these cases, reactance towards forced exposure is 
comparatively less when users surf without any specific purpose than with goal orientation. 
Therefore, the future study may wish to examine the degree of reactance towards various 
website interstitials, popup ads, floating ads, full-screen ads and banner ads at different locations 
within the web pages that keep individuals from viewing other content. Bleier et al., (2015) 
conducted a quasi-experimental study on online personalized banner ads and they call for a 
replication of their study using a completely randomized field experiment by further considering 
the factors such as consumer characteristics and situational characteristics as moderators. 
Edwards et al., (2002) has stated to further investigate the association between user‘s memory 
and advertisement‘s intrusiveness in order to comprehend the advantages and downsides of 
utilizing forced exposure of advertisements.Quick & Bates, (2010) proposed to examine the 
impact of loss and gain frame message on reactance in health communications and suggested to 
further assess the relationship among fear arousal, efficacy appeals, and message frame. 
Reactance is predicted by many emotional factors like anger, frustration, guilt and negative 
cognitions, thus further work might consider the role and the effect of varied discrete emotions on 
reactance (Zemack-Rugar, et al., 2017;Richards & Larsen, 2017). In addition to the emotions, 
individual‘s cognitive factors such as consumer‘s rational, perception and individual self-image 
and consumers‘ decision styles too play a significant role. Further research could also examine 
the consumer's negative responses and its influence on consumers brand relationships towards 
assertive ads. Negative responses to assertive ads might be cumulative, such that they 
continuously erode consumers' brand relationships, which may lead to relationship dissolution 
and hence future research could look at other pragmatic factors that lessen committed customers' 
reactance (Zemack-Rugar et al., 2017). It is important to further explore not only on the cognitive 
and affective responses but also the restoration responses. For example, Moore & Fitzsimons 
(2014), suggested to focus on consumer versus firm restoration during stock outs and also calls 
to find out the traits that moderate the responses to restoration rather responses to restriction and 
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finally suggests to explore on restoration responses towards longer stock outs. Based on the 
literature review, we suggest that future research can be conducted in the field of digital and 
social media marketing and its effects on psychological reactance and consumer buying 
behavior, where we found that there is a dearth of research.  We trust the present outcomes are 
adequately fascinating enough to inspire additional work in these areas.  In the literature analysis, 
we found that most of the studies utilized university students as their samples. As the exposure 
towards information has been increased in the current internet world, consumers are ending up 
more well-known across various age groups. The consumption patterns differ and the way 
consumers psychologically process information and react differently differs based on age and 
gender, so it is worth examining psychological reactance in a more diverse sample. This would 
enormously enhance the generalizability of the research findings. From the above table 3 we can 
found that the most of the studies have focused on college students and the future studies can 
concentrate on further different consumer segments and demographics. Most of the studies have 
found to be done on commercial advertisements the future studies are recommended to focus on 
the online advertisements intrusiveness on consumer reactance. The impact of social media 
advertisements on consumers‘ reactance, which are found to be sparse. The current study found 
that the studies undertook for literature analysis have used multivariate statistical tools in 
analysing the data and the further research can use other statistical tools. 

4.CONCLUSION 
Through an in-depth inquiry of the standard journals, we identified 44 empirical studies on 
consumer reactance. The study found the various theories and models thatresearcher‘s studied 
in addition psychological reactance theory. Many studies in the current study have used, 
multivariate and bivariate analysis are used to examine and to quantify the relationships between 
the variables. Through multivariate techniques researchers can introduce different kinds of 
variables and can manipulate their associations, but bivariate analysis focus and can quantify the 
relationships between two variables. Some of the studies have done structural equation 
modelling (SEM) which is a combination of factor and multiple regression analysis and provides 
parameters of the model, variance, covariance, loading factors and finally indicates the causal 
relationship with the observed variables. We have featured the research gaps and proposed a 
research agenda for further examination. We believe that this work adds further knowledge to 
study on consumer psychological reactance. 
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