
How Depletion and Slogans Interact to Impact Behavior

Darlene Walsh, Chunxiang Huang and Hamid Shaker

Background 

Prior research suggests that exposure to brands 

(versus slogans) influences consumers in different ways 
(Laran et al. 2011).

For example, exposure to a brand has been shown to 

have a priming effect on consumers, such that 

consumers behave consistent with the brand’s image. 

Exposure to a slogan, however, has been shown to 

generate a reverse priming effect, such that consumers 

behave inconsistent with the brand’s image. 

It is argued that these differences in behavior occur 

because slogans, but not brands, are perceived as 
persuasion tactics by consumers.

KEY FINDING: Using different brands related to savings and various methods of  depletion, our research reveals that depletion can attenuate the reverse priming effect.

Persuasion & Depletion

When consumers are depleted (i.e., when they already 

engaged in a task that required self-control), and then 

shown a slogan, they may struggle to recognize the 

marketers’ intent to persuade. It is also plausible that 

depleted consumers may struggle to resist persuasive 

tactics. 

Indeed, depletion appears to have an impact of 

persuasion attempts (Baumeister and Heatherton 1996; 

Wheeler et al. 2007). 

Based on this, the current research:

1) Examines whether being depleted (i.e., already 

engaging in a task that required self-control) 

attenuates the reverse priming effect of slogans on 

behavior.

2) And if so, we explore whether the attenuation is 

caused by shifts in perceived persuasion intent.

Design and Participants

❑ 2 (depletion: nondepletion vs. depletion) between-

participants design

❑ 129 participants (76 females, 52 males, 1 did not indicate;

Mage=33.84, SD=8.17) recruited via MTurk

Procedure

1) Depletion manipulation via an anagram task 
(Baumeister and Heatherton 1996)

2) Slogan exposure via a blog review task

All participants were asked to review a 

screenshot of a blog. Embedded in this blog was 

the following slogan related to savings (based on 

a pretest):

3) Willingness to spend (WTS) via a shopping scenario, 

from $0 to $500 (Laran et al. 2011)

Results

Depletion on WTS: F(1,127)=4.01, p=.047 

Discussion

❑ When people are depleted, subsequent exposure to 

a slogan that promotes savings resulted in a real 

decrease in willingness-to-spend (compared to when 

there was no depletion). 
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Design and Participants

❑ 2 (depletion: nondepletion vs. depletion) × 2 

(marketing cue: brand vs. slogan) between-

participants design

❑ 253 participants (100 females, 153 males; Mage=35.67, 

SD=10.67) recruited via MTurk

Procedure

1) Vicarious depletion manipulation via a perspective-

taking task (Ackerman et al 2009; Ackerman 2018)

2) Slogan versus brand exposure via a blog review task

Same task that was used in Study 1, except 

participants saw either a brand or a slogan 

related to savings (based on a pretest):

3) Perceived persuasion intent, on a 7-point scale (Laran

et al. 2011)

4) Willingness to spend (WTS) via a shopping scenario, 

from $0 to $500 (Laran et al., 2011)

Results

Depletion × marketing cue on WTS: F(1,249)=3.28, p=.071 

Discussion 

❑ Consistent with study 1, depleted participants 

exposed to a slogan were WTS less relative to 

nondepleted participants.
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Study 2 Study 2 (continued)

Additional analyses

❑ When exposed to a slogan, ratings of perceived 

persuasion intent under depletion were significantly 

higher (M=5.62, SD=1.17) relative to under 

nondepletion (M=4.81, SD=1.57; F(1,249)=8.38, 

p<.01). 

❑ However, there was no effect of depletion on 

perceived persuasion intent when participants were 

exposed to a brand (p=.32). 

❑ Further, there was no effect of perceived persuasion 

intent on WTS (p=.61).

Summary & What’s Next? 

Our findings extend research on the reverse priming 

effect of slogans by showing that depletion can 

attenuate the reverse priming effect of slogans on 

behaviors. Indeed, we show a unique case where the 

effect of depletion can work in consumers’ favor (in 

terms of less spending)

❑ future studies will be designed to generalize our 

findings and/or to establish boundary conditions 

Although we explored the role of perceived persuasion 

intent, this variable did not mediate the relationship 

between depletion and slogans (on WTS)

❑ future studies will examine other variables, such as 

mindfulness, self-awareness, or differences in guilt 

sensitivity, to see if they can contribute to our 

understanding of how depletion works (Inzlicht and 

Schmeichel 2012).
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