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When	group	members	deviate	from	the	group	norm,
other	group	members	frequently	express	nega�ve	emo�ons
about	this	deviance.

From	previous	research	(Heerdink	et	al.,	2013),	we	know	that
when	a	majority	expresses	anger	about	deviance,	the	deviant
a)	feels	rejected,	and	b)	therefore	conforms	if	s/he	is	sufficiently
mo�vated	to	remain	in	the	group:

However,	not	all	majority	members	will	always	respond	with	the
same	emo�onal	reac�on.	So	how	does	the	number	of	angry
reac�ons	impact	the	deviant	individual?

Social	Impact	Theory	(Latané,	1981)	predicts	a	mathema�cal
rela�on	between	the	number	of	influence	sources	and	their	impact
(Î	=	sNt).	Therefore,	we	expected	this	rela�on	between	the	number
of	angry	reac�ons,	felt	rejec�on,	and	influence:
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We	set	up	a	simulated	group	discussion	(N	=	280)	about	the
type	of	literature	(books	or	journal	ar�cles)	that	students
wanted	to	use	during	their	study.	The	group	norm	was
manipulated	to	be	the	opposite	of	the	par�cipant's	opinion.

We	wanted	to	increase	the	norma�ve	pressure	in	the	situa�on
to	see	whether	that	would	result	in	a	posi�ve	associa�on	between
feeling	rejected	and	conformity.	In	the	same	paradigm	(N	=	217).
we	added	a	manipula�on	of	whether	the	final	decision	was	public	or
private	(i.e.,	a	vote).
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In	two	studies,	we	found	that	felt	rejec�on	increases	as	the	number	of	
Angry	reac�ons	increases.	Social	Impact	Theory	did	not	provide	a	
be�er	fit	to	the	data	than	the	simpler	linear	model.

An	increase	in	felt	rejec�on	reduced	the	chance	of	conformity	
(indirect	effect).

However,	the	findings	are	also	consistent	with	previous	work	
(Romero-Canyas	et	al.,	2010;	Heerdink	et	al.,	2013)	that	shows	that	
feeling	rejected	may	increase	conformity	if	there	is	sufficient	
norma�ve	pressurein	the	situa�on.	

Finally,	Study	1	suggests	that	angry	expressions	may	increase	
informa�onal	influence	as	well.
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Indirect	OR	=	0.963	[0.905,	0.999]
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