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Abstract

Social exclusion is a common and threatening social experience that affects
individual psychology and behavior. In particular, when there are social ex-
clusion cues in the marketing environment, it will have an important impact
on consumers’ behavioral decisions. However, in existing studies, the rela-
tionship between social exclusion and consumption behavior is still in chaos.
Some scholars believe that individuals who experience social exclusion are
more inclined to make nostalgic consumption or purchase corresponding
products that symbolize group identity. However, other scholars pointed out
that individuals who experience social exclusion are more inclined to conspi-
cuous and unique consumption. It can be seen that when consumers are ex-
cluded by the society, their behavioral responses will deviate, and consumers
will eventually use what kind of consumption behavior to make up for their
internal defects. This problem has not been effectively solved. Therefore, this
paper takes the social exclusion in consumption as the research object, first
elaborates the concept of social exclusion, and then reviews the impact of so-
cial exclusion on people’s psychological needs. On this basis, the research
status of social exclusion in the field of consumer behavior is summarized,
and the consumer behavior generated by the social exclusion is summarized
into two kinds of consumer behavior, namely relationship compensation be-
havior and ability compensation behavior. Finally, the future research direc-
tion of the influence of social exclusion on consumption behavior is
prospected.
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1. Introduction

We all experience the breakdown of such a relationship, being ignored by
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teammates in roundtable discussions, or receiving rejection letters from a favo-
rite company or university, etc. These experiences make us feel rejected, ignored,
or rejected. Social rejection is a common and threatening experience. According
to a report from the European urban knowledge network, 124 million people
(about a quarter of Europeans) in Europe have experienced various forms of social
exclusion, and eastern, more collectivist countries are likely to experience more.
More researchers predict that we will experience about 25,000 rejections in our
lifetime [1]. However, the desire for social relations is one of the basic human
needs. The existence of social exclusion hinders this deep-rooted motivation and
has a significant impact on people’s psychological and physiological functions. For
example, social exclusion will damage the cognitive function of individuals [2],
make them fall into a state of numbness, negativity and meaninglessness [3], im-
pair self-regulation [4] and hinder their logical reasoning ability [5].

Given the wide range of social exclusion and the severity of the consequences,
social exclusion has led to continued attention and discussion in multiple re-
search areas. In the past two decades, scholars in various fields such as social
psychology [6], political economy [7], and marketing [8] have conducted
in-depth research on social exclusion. In particular, consumer behavior, which is
closely related to psychology, has a strong practical and theoretical value for the
study of social exclusion. In the marketing environment, there are many forms
of social exclusion. For example, the superiority conveyed by luxury advertise-
ments, the neglect of service personnel, and refusal can all lead to the rejection of
consumers [9] [10]. Social exclusion in the marketing context directly or indi-
rectly affects the consumer psychology and behavior of the excluded. In recent
years, scholars have done a rich research on the consequences of social exclusion
consumer behavior. For example, scholars have found that consumers who are
excluded are more likely to spend money on products that symbolize member
groups than those who are not excluded, and are more willing to match the
consumption activities of group members [8], but they will also pay more atten-
tion to themselves [11] and are eager for the attention of others [8] [12], while
emphasizing the uniqueness of the self [13].

Based on the research results in the field of psychology, this paper first ex-
pounds the concept of social exclusion, and then reviews the impact of social ex-
clusion on people’s psychological needs. On this basis, the research status of so-
cial exclusion in the field of consumer behavior is summarized, and consumers’
consumption behaviors against social exclusion, namely, relationship compensa-
tion behavior and ability compensation behavior, are summarized. Finally, this
paper looks forward to the future research direction of social exclusion on the
impact of consumer behavior, hoping to provide inspiration for subsequent

consumer research.

2. Definition of Social Exclusion

At the current stage, in international psychology research, there are several refe-

rential methods for social exclusion, namely social exclusion, rejection, social
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rejection, interpersonal rejection, ostracism, social ostracism, interpersonal os-
tracism, in which social exclusion, rejection and ostracism are The three most
common forms of social exclusion.

Social rejection (e.g., being rejected, isolated or excluded) sometimes accom-
panied by a clear dislike, while others are not [4] [14] is a common and threat-
ening experience. Social exclusion is almost It can happen in all aspects of social
life, such as being in a party or office conversation, ending a romantic relation-
ship, or receiving a rejection letter from a business or college.

Social exclusion, including social rejection, social exclusion, and ostracism,
can result in a lower sense of belonging and an unacceptable feeling. Although
there are a large number of studies on social exclusion, exile, and rejection, few
studies have been able to determine whether these terms are separate phenome-
na of description or can be replaced. Although some scholars try to distinguish
these terms from a psychological and semantic point of view [15] [16], in fact,
there is no empirical study to prove the difference between the three [14].

Williams [17] defines exile as being ignored or rejected, in the absence of ex-
cessive explanation or more obvious negative concerns. Exile is often studied
first in the laboratory environment and rarely verified by field experiments or
interview experiments.

Twenge [18] defines social exclusion as being excluded, isolated, and alone,
including explicit statements and unclear statements that do not like it. Typical
rejection manipulations are generally separated after the subjects have known
each other, or the hypothetical outcome of the test being likely to be lonely in the
future.

The refusal of Leary [15] is that individuals are told that they no longer belong
to an organization or group, or that others do not want to interact with individ-
uals.

From the definition of social exclusion by different researchers, the concept of
social exclusion is defined around a center, that is, the need for individuals to
belong to a group or to establish relationships with others cannot be met. How-
ever, different researchers have not agreed on the reasons for individuals and
how they are rejected by groups. As a result, they have different operational de-
finitions of social exclusion in research.

Due to the diversity, complexity and heterogeneity of social exclusion pheno-
mena, scholars distinguish different types of social exclusion constructs and de-
fine and compare the phenomena represented by different terms. Scholars have
found through empirical research that different types of social exclusion can
cause different reactions, and only a term “social exclusion” covers all exclusion
phenomena that may lead to inconsistent research results. Thus, social exclusion
is differentiated in a certain dimension.

According to the perspective of self-attribution cognition, the distinction is
excluded because of self-mediocrity and excluded because of self-excellence [19],
that is, because they are inferior to others or over others in certain aspects, such

as study, life, work, etc., to rejection. According to the intensity of social exclu-
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sion, it is divided into partial ostracism and complete ostracism [20] [21]. Ac-
cording to the type of relationship defects, it is divided into emotional defects
(lack of intimate connections, from spouses, parents) and social defects (lack of
social connections, from friends, colleagues) [22]. According to whether social
exclusion is clearly and directly conveyed, it is classified as “being rejected” and
“being ignored” [11] [23]. “Rejected” means that the individual is directly and
explicitly informed that it is not popular in social relations; “neglected” means
indirectly and implicitly making it known that it is not popular in social rela-

tions.

3. Social Exclusion and Psychological Needs
3.1. Social Exclusion and Single Psychological Needs

Individual psychological needs are not static, changes in self-awareness, external
environmental stimuli, etc. will bring about changes in individual psychological
needs. Inspired by certain circumstances, different individuals induce the same
or different types of psychological needs. As a social animal, human beings have
strong social attributes, while social exclusion represents the deterioration of in-
dividual social relations. It is an important environmental stimulus for individu-
als, and what social exclusion will bring to individuals. What are the psychologi-
cal needs and psychological needs?

The article sorts out and reviews previous studies and finds that social exclu-
sion threatens four kinds of psychological needs: belongness, self-esteem, con-
trol, meaningful existence [24] [25]. Social exclusion first means the deteriora-
tion of social relations and an important signal of poor network relations in so-
cial interactions. The attribution of belonging refers to people’s desire to form
and maintain positive interpersonal relationships [26]. Therefore, social exclu-
sion will make the excluded people feel that they are excluded from others, and
they cannot integrate into the group, and thus cannot acquire the sense of be-
longing of the group. At the same time, social exclusion will also make the indi-
vidual feel that others attach less importance to this relationship than them-
selves. Reduce the relational value. Even in the early stage of research, some
scholars regard the negative impact of social exclusion on individual belonging
as a part of the definition of social exclusion, and believe that hurting individual
belonging is an indispensable key indicator of social exclusion [16] [18]. As a ba-
sic interpersonal relationship, attribution needs to promote re-association with
others when it is threatened [27]. For example, consumers with a lack of be-
longing are more inclined to purchase products related to group identity, such as
school wristbands, etc., but also hide their real consumption habits instead of
imitating the consumption preferences of social objects [8]; individuals lacking a
sense of belonging Will be more fond of nostalgic products, by evoking their
sense of contact with the same consumer groups in the past, and then to meet
the needs of attribution [28].

Social exclusion threatens the need for self-esteem. The sociological hypothe-
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sis suggests that the function of the self-esteem system is to act as a sociologist,
to monitor the extent to which a person is accepted/rejected, and to motivate in-
dividuals to take certain actions in order to minimize the possibility of exclusion
[26]. This also indicates that self-esteem is highly sensitive to changes in the
perceived inclusive state. The threat of self-esteem makes individuals think that
they are not good enough, not confident enough or even insecure [29]. The
study points out that in this case, individuals will be more friendly in interper-
sonal relationships in order to maintain their image in others’ minds [30].

Social exclusion can lead to a decline in the level of individual control percep-
tion [31]. Interpersonal relationship is an important component of the social en-
vironment. When an individual perceives problems in his or her own social rela-
tionship, he or she will experience the feeling of losing control of interpersonal
relationships and social environment. Moreover, as a group-based creature, hu-
man beings rely on the formation of social systems to avoid the various risks
encountered in the process of survival. Social relations have become an impor-
tant way for individuals to accomplish goals and avoid risks. Social tensions
brought about by social exclusion are not only It is perceived that the individual
is unable to grasp his or her social environment, and it will also bring the indi-
vidual’s powerlessness to their own ability to survive and develop [32]. Similar
conclusions have been confirmed in the meta-analysis [33]. However, similar to
the research results of self-esteem demand, there are still researchers who ques-
tion the conclusions of social exclusion-induced individual control needs [34],
which brings the academic supplement and discussion of the corresponding
content [35].

In addition, studies have shown that individuals who are socially excluded will
experience more severe changes in their psychological needs, and may even feel
that their sense of life is reduced [36]. Attribution theory shows that when an in-
dividual is stimulated by the outside world, the source of the success or failure
factor is measured. The individual may attribute the root cause of the problem to
its own factor (internal control) or from the external environment (external
control). When the excluded are socially excluded, they may think that their own
reasons have resulted in a situation that is not accepted by others, that is, nega-
tive self-attribution in exclusion, causing oneself to doubt self-worth and mean-
ing [36]. There are also researchers who have indirectly demonstrated the role of
social exclusion in the need for individual sense of meaning in other relevant

studies of social exclusion [11].

3.2. Social Exclusion to the Integration of Psychological Needs

In the past studies, some scholars have also sorted out and summarized the
changes in consumer psychological needs under the influence of socialexclusion.
Williams [14] relies on the basic needs theory, integrates the psychological
changes of consumers after social exclusion, and proposes that social exclusion

has little effect on individual autonomy, but it will stimulate the two basic psy-
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chological needs of individuals, relationship needs and effectiveness (ability)
demand.

The demand-threat model proposed by Williams [14] pointed out that social
exclusion can arouse the sense of threat of individual relationship needs, which
is reflected in the corresponding threat of the belonging and self-esteem of the
excluded. At the same time, social exclusion will also lead to individual perfor-
mance needs. The increase in threats is manifested in the corresponding threat
of the sense of control and the existence of the excluded. Relationship needs and
performance requirements are a good reflection of human needs at both levels
within and between individuals [37]. For the needs of individuals, each individ-
ual hopes to establish a good interpersonal relationship, and hopes to get a sense
of belonging and respect in the group life, while the attribution needs and res-
pectful needs are very good to depict the individual in the group life, two aspects
of demand for social relations. The performance requirement is a good expres-
sion of the individual’s urgent need for self-ability. Compared with the relation-
ship demand, the performance demand is a more internalized form of demand.
It pays more attention to the ability of independent individuals to solve prob-
lems themselves, the control of the environment and the search for the meaning
of self-life.

Then, by summarizing the behavioral responses of different psychological
needs, it can be found that when the relationship needs are threatened, the at-
tribution and self-esteem are reduced, and the individual may pay attention to
the establishment of their relationship with others, and they try to symbolize the
group of members. Products, matching the consumption of member groups [8],
etc. to maintain or strengthen the relationship with the member groups to meet
their relationship needs.

When the performance demand is threatened, the sense of control and pres-
ence are reduced, the individual will pay more attention to the self’s ability, or
the sense of self-control or presence, they will be eager to get the attention of
others [8] [12], trying to pass Desire for groups to establish connections, empha-

sizing self-ability or upgrading status [13] to meet their performance needs.

4. Demand and Consumption Behavior under the Influence
of Social Exclusion

With the penetration of social networks and the integration of social and shop-
ping elements, consumers are always in the social network. Therefore, as the
main stimulus in social network—social exclusion—affects the psychological
needs of consumers. In this case, it will have an important impact on its behavior
[38]. For example, excluded consumers will purchase specific products or brands
through specific consumption decisions in response to the psychological needs
of social exclusion stimuli. Based on the existing social exclusion theory, domes-
tic and foreign scholars make reasonable inference and empirical research in the

field of consumer behavior, enriching and deepening the results of social exclu-
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sion in interpersonal relationship behavior. This paper focuses on the related re-
search on psychological needs and consumer behavior under the influence of so-
cial exclusion, and summarizes the behavioral responses of two major categories
of consumers to social exclusion, namely, the relationship between compensato-

ry consumer behavior and performance-compensatory consumer behavior.

4.1. Relationship Compensatory Consumer Behavior

Social testing theory believes that social exclusion hinders people’s relationship
and reduces the self-esteem of the excluded. Therefore, based on people’s desire
to obtain a sense of belonging and to repair social relationships, individuals
usually adopt corresponding consumer behaviors to obtain social connections
and social support [39]. Consistent with this view, the study found that excluded
people are more concerned with using new relationships to construct relation-
ship bonds than those who are accepted [40], more sensitive to social recogni-
tion [34], and more likely to cater to others, the point of view [24]. Previous stu-
dies have found that excluded people are more likely to carry out consumer be-
havior, prefer nostalgic, anthropomorphic products and soft touch products [41]
[42].

1) Herd behavior

Based on the basic needs of seeking social identity and maintaining intimate
relationships, consumers are willing to invest or sacrifice important resources
such as time and money to ensure continued happiness [43]. In the absence of
social support, consumers may need and seek more money to get what they want
from the social system. They will take certain financial risks by increasing the
instrumentality of money [32], and carry out strategic public consumption to
cope with the threat of social exclusion on their relationship needs, so as to ob-
tain the goodwill and social acceptance of others [8]. The study found that sub-
jects experiencing social rejection were more likely to buy products that symbo-
lized group membership, align their consumption preferences with their social
interaction partners, choose foods that their peers liked but not them, and even
try drugs in order to gain acceptance from others [8]. In addition, the consum-
er’s response to social exclusion is still largely reflected in its brand selection be-
havior. For example, consumers who experience social exclusion will adopt the
same brand as their reference group to enhance their sense of belonging, because
the symbolic meaning of a particular brand itself can help consumers establish
relationships with others, reduce exclusion, and enhance social groups, sense of
belonging [44]. However, Wan, Xu and Ding [12] argue that consumers’ con-
spicuous consumption behaviors against social exclusion depend on their inter-
pretation of the causes of exclusion [31]. When the excluded individual believes
that the reason for rejection is stable and immutable, the consumer will choose a
unique product to distinguish himself from others, and when the individual be-
lieves that the cause of rejection is variable, the consumer will choose the public

products to make yourself a member of the group. It also explores the
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self-affirmation, resource availability and changeability factors to regulate this
hereditary consumption decision.

2) Nostalgic and anthropomorphic products

Studies have shown that when people feel lonely or their needs are not met,
people often recall their interactions with intimate people [45], flip through
photos, read letters, and even consume previously popular brands or products,
to get connections with important people in the past [46]. Based on this, when
individuals are socially excluded, consumers will have certain preferences for
products that are common in fashion (pregnancy, adolescence, childhood, and
even before birth), popular fashion, or widely circulated (nostalgic products)
[41]. For example, in social exclusion scenarios, individuals have an increased
preference for popular movies, food, and cars in the past [47]. However, other
studies have shown that different rejection attributions can affect the preference
of rejected individuals for nostalgic products. Specifically, the study found that
individuals who were excluded only because of mediocrity had a higher willing-
ness to purchase under the nostalgic brand activation strategy, in which the past
time orientation played a mediating role in the relationship; and the consumers
who were excluded because of excellence were Under the innovative brand acti-
vation strategy, the purchase intention is higher, and the future time orientation
plays a mediating role in the relationship between the two [19].

In addition, the lack of social connections makes individuals tend to give in-
animate objects, such as technology products, private souvenirs, photos or pets,
and other personality traits, and show more attachment [48], to some extent
People seek for a sense of belonging. Therefore, individuals who are socially ex-
cluded will be more inclined to purchase or choose anthropomorphic products;
and the perception of social characteristics of products plays a mediating role
between social exclusion and the purchase of anthropomorphic products [42].
Moreover, exposure to or interaction with anthropomorphic consumer products
(ie, products characterized by design, interaction, intelligence, responsiveness,
and/or personality) can mitigate the effects of social exclusion, but when alerted
to the product [49]. This role in reducing the effects of social exclusion disap-

pears when real interpersonal interactions are not provided [49].

4.2. Performance Compensatory Consumer Behavior

According to the theory of psychological needs, the requirement of efficiency
refers to the individual’s need to show his own control of the external environ-
ment through behavior. That is, when individuals engage in various activities,
they need to demonstrate their ability to control the surrounding environment
through behavior or other forms, and demonstrate their ability to solve prob-
lems and overcome difficulties, and the desire to express and demonstrate the
need is the effectiveness demand. When an individual’s performance needs are
threatened, the individual will pay more attention to the self [11] and desire the

attention of others [14] while emphasizing the uniqueness of the self [13]. Stu-
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dies have found that when individuals are socially excluded, they will perform
compensatory consumption.

Although studies have shown that excluded consumers are more likely to
spend money on products that symbolize member groups and actively match the
consumption interactions of member groups [8], subsequent studies have found
that excluded individuals will reject whether the reasons for the occurrence are
stable or the inference of the possibility of regaining social acceptance affects
whether they adopt a hereditary consumption behavior and seek unique con-
sumption under specific circumstances [12]. In addition, social exclusion makes
individuals willing to spend more money on conspicuous consumption, such as
the purchase of luxury goods. This is because luxury goods can meet the indi-
vidual’s consumer identity needs, gain the attention of others, and produce su-
periority [50]. Moreover, when individuals experience social exclusion from
their belonging groups, they significantly increase their willingness to purchase
counterfeit goods [51]. On the other hand, in the marketing environment, the
attitude of luxury advertising and luxury shop clerk can also cause consumers to
be rejected [9]. Intuitively, this rejection should reduce consumers’ attitude to-
wards luxury brands, preference. Ward and Dahl’s research found that when
consumers are excluded from the sales of luxury brands they are craving, their
attitude towards the luxury brand and their willingness to buy will increase [10];
and for those who will image themselves Consumers who are eager for the lux-
ury brand image will have a stronger brand attitude and willingness to purchase
after the social exclusion. This means that excluded individuals will respond to
the threat of social exclusion through different consumer behaviors in specific
situations. For example, Williams [14] divides the form of social exclusion into
neglect and rejection, and empirical studies have shown that the behavioral res-
ponses of excluded people to different forms of social exclusion will be different.
Specifically, social exclusion caused by rejection increases consumer willingness
to donate, and social exclusion caused by neglect increases consumer conspi-
cuous consumption [11]. This is because direct rejection threatens the need for
self-esteem that is excluded, so that being excluded is more inclined to
re-establish relationship by helping others and donating behavior to enhance
self-esteem; neglect will have a sense of control and existence for the individual.
The meaning creates a threat, which leads to the conspicuous consumption be-
havior of the excluded, in order to manifest themselves and regain the attention
of others. In addition, the study found that gender affects the tendency of ex-
cluded to show off consumer behavior [52]. Male consumers are more inclined
to choose high-income income while female consumers are more inclined to
purchase negative-looking products to cope with the negative effects of social
exclusion. At the same time, female consumers who experience social exclusion
are more inclined to respond to the threat of interpersonal relationships brought
about by social exclusion through external consumption, and gain social atten-

tion and social acceptance [37].
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5. Summary and Research Outlook

5.1. The Purpose and Significance of the Study

According to previous studies, individuals who suffer from social rejection expe-
rience a series of negative physiological and psychological responses [53] [54],
and even produce aggressive tendencies and anti-social behaviors [36]. It is ne-
cessary to the exclusion of individual psychological counseling, guide the correct
behavior. An excluded person tend to have multiple social identities, one is that
a consumer. Therefore, in the marketing situation, how to rejection of the psy-
chological dredge and guide the correct behavior for rebuilding the sense of be-
longing, to reduce the anti-social behavior, and promote social stability is very
important. On the other hand, there are many forms of social exclusion in the
marketing environment. For example, the superiority of luxury brand conveys,
exclusive, and distance is a symbol of social isolation and social exclusion,
therefore, compared with the luxury advertisement, luxury AD more can cause
consumers sense of rejection [9], and in the service marketing there also exist
the scene to ignore, rejection, and other forms of social exclusion [10]; therefore,
it is necessary for marketers to understand and help the excluded from the pers-
pective of consumer behavior, reduce or prevent the social exclusion phenome-
non in the marketing context, and timely make up for the negative impact of so-

cial exclusion on consumers.

5.2. Summary and Combing of Previous Studies

In the related research on social exclusion, the research field of psychology has
achieved rich research results. In recent years, scholars at home and abroad have
begun to apply the results of social exclusion in psychology research to the field
of marketing, mainly consumer behavior research, focusing on the changes in
the psychological needs of consumers in the experience of social exclusion and
more a change in the consumption decisions taken. Different scholars have
drawn different conclusions about the impact of social exclusion on consumer
behavior. For example, in terms of emotional response, social exclusion can
cause individuals to have emotional grief or emotional numbness; in terms of
behavioral responses, social exclusion can cause individuals to pro-social or an-
ti-social and even evade and retreat. This paper focuses on the social exclusion
threats psychological needs, focusing on the impact of social exclusion on con-
sumer behavior in the context of changes in psychological needs, and draws two
different consumer behaviors, namely, relationship compensation consumption
and performance compensation consumption. When social exclusion threatens
the need for belonging or self-esteem, herd consumption and nostalgic or anth-
ropomorphic consumption can help consumers reduce the impact of social ex-
clusion; and when social exclusion threatens the meaning of control or existence,
flaunt consumption or unique consumption can help consumers reduce the im-
pact of reduced efficacy from social exclusion. Recent research on social exclu-

sion has mostly combined different consumer behavioral responses, and argued
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that different interpretations of social exclusion experiences or different forms
and causes of social exclusion threaten different psychological needs, thus af-

fecting people’s consumption choices.

5.3. Limitations and Future Research Prospects

In general, the current research on social exclusion in the field of marketing is
only the tip of the iceberg, and scholars still need to conduct in-depth discus-
sions and research in this field. Future research can further examine the follow-
ing aspects:

First of all, through the combing and summarizing of the literature, we can
find that the relationship between social exclusion and various consumer beha-
viors needs to be further clarified. From the perspective of relationship needs,
excluded individuals may be more inclined to choose from the crowd, prefer
nostalgic, anthropomorphic, and mass products, and are willing to pay higher
prices for service products that can provide interpersonal contact and interactive
opportunities. From the perspective of performance requirements, the excluded
individuals will pay more attention to their own effectiveness, emphasizing the
uniqueness of the self, and will prefer the unique products, the products that
show the status or the luxury goods and even the counterfeit goods. Therefore,
in addition to the consumer behavior reactions that have been involved, there is
still a large amount of research space available for expansion.

In addition, the internal mechanism of the impact of social exclusion on con-
sumer behavior remains to be explored. The mediation process of social exclu-
sion in existing research is mainly from the perspective of changes in psycholog-
ical needs. Other possible mediator variables, such as emotions and cognition,
have not been empirically supported. Although studies have used basic demand
types as an intermediary mechanism and have been demonstrated through em-
pirical research, future research needs to further test these research findings,
while also considering the role of other mediator variables.

Second, according to previous research, external and objective environmental
factors can trigger social exclusion, such as luxury advertising and the attitude of
sales people in luxury stores can make consumers feel excluded. But beyond that,
empirical research on the predisposing factors of social exclusion is extremely
limited. Once social exclusion occurs, it becomes an established fact. The exist-
ing research only explains the impact of this fact on the parties and explains the
impact, but it cannot predict or prevent the occurrence of social exclusion.
Therefore, it is necessary to explore the incentives of social exclusion in future
research.

Furthermore, research on the sources of social exclusion in the field of psy-
chology has been continually advancing in recent years, and the manipulation of
social exclusion in the field of marketing rarely distinguishes its sources of ex-
clusion. Future research can study the impact of social exclusion from different

sources of exclusion on consumer behavior in the classification of belonging

DOI: 10.4236/ajibm.2019.93050

774 American Journal of Industrial and Business Management


https://doi.org/10.4236/ajibm.2019.93050

X.D.Yang

groups. At present, there are few clear and reasonable reasons for the manipula-
tion of social exclusion. The subjects suddenly fail to pass the companion’s pass
(network throwing paradigm), or the defendant will live a lonely life without
friends. Paradigm or the subject was directly rejected, but did not get any reason
for rejection, although such manipulation can ensure the pure effect of the expe-
riment, but it ignores the complexity of the experience of social exclusion. In real
life, people will not refuse or exclude others for no reason, and people will accept
or exclude others based on their specific perception or judgment of others.
Moreover, when individuals are victims of exclusion (especially when there is no
obvious reason), they will also consider the possible judgments and opinions of
the exclusionists. Therefore, the study can also explore the legality of social ex-
clusion on consumer behavior influences.

Finally, theoretical and empirical studies have shown that social exclusion
may have positive and negative effects on excluded individuals. Therefore, it is
important to study the boundary conditions of social exclusion on consumer
behavior. Subsequent research needs to explore the fact that individuals who are
excluded in those cases produce positive and healthy consumer behavior; in
which cases individuals who are excluded will produce negative, unhealthy con-
sumer behavior. Personal traits-such as refusal sensitivity, self-construction,
self-esteem, etc., characteristics of social relationships-such as the closeness of
relationships, the possibility of substitution, the expectation of relationship re-
pair, the perceived unfairness of social exclusion, and the characteristics of con-
sumer goods For example, the degree of ownership of the product, brand perso-
nality, etc., may become the adjustment variables of the impact of social exclu-

sion on consumer behavior.
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